
Module 5 - Client Communication 

 
How do you make sure clients don’t back out of a project at the last minute? 
How do you get your clients to finish their homework or provide feedback in time? 
What happens when clients want more revisions than what you originally agreed on? 
How do you make sure your clients pay you on time? 
 
All of these are questions I’m asked on a regular basis by both new and seasoned freelancers. 
 
And the answer to all of them is similar: It all boils down to communication.  
 
Poor communication can ruin client timelines, client relationships, and the overall client 
experience.  
 
But great communication helps the process run like a well-oiled machine and keeps both you 
and your client happy from the beginning of the process to the end. 
 

Objectives 
 
In Module 4, we spent time on the internal workings of your service packages by streamlining 
your process and creating systems for managing client projects.  
 
Now, in Module 5, we’re going spend time on the external workings of your service 
packages by focusing on client communication.  
 
We’ll start by looking at 5 best practices for maintaining great communication throughout the 
entire client process. 
 
Then we’ll walk through the ins and outs of each step of the client process from start to finish, 
from onboarding new clients to handing off deliverables  at the end of a project . 
 
Along the way, you’ll learn how to set boundaries, manage client expectations, and put 
safeguards in place to make the client process run smoother and protect yourself when a 
sticky situation inevitably pops up with a difficult client. 
 
This module is a little less interactive and task heavy than the previous modules, but it’s 
chock-full of practical advice. Let’s dive in! 

 
 

 



Client communication 
 
"Amateurs get frustrated with clients. Professionals educate them." - Paul Jarvis 
 
As a freelancer, client communication is your responsibility.  
 
It starts with you; you set the precedent and the tone for what communication looks like with 
each and every client you work with. 
 
And whether or not you communicate well  often hinges upon thinking things through at the 
outset of the project and troubleshooting ahead of time; not flying by the seat of your pants.  
 
You have to have a plan. 
 
Granted, client communication is something that will continue to improve over time. I’ve been 
freelancing full-time for almost 3 years now and I continue to come across new ways to 
communicate better with my clients. 
 
But I do have 5 best practices for improving your client communication on all fronts. 
 
 
1  |  Provide plenty of time 
 
I’ve lost count of how many emails I’ve received from other freelancers who struggle to get 
their clients to finish homework on time.  
 
My first question to them: “How much time are you allowing them to finish it?” 
 
If you have homework for your client to finish at the outset of a project or you need thoughtful 
feedback on a draft or revision, you have to give them adequate time. 
 
People need time to prepare; you don’t want them to rush through and haphazardly fill out your 
questionnaires.  
 
After the first few modules of the course, you should be striving to book clients far in advance 
from the project start date, which means that your clients will have months and months to work 
on their client homework ahead of time. 
 
But even if you aren’t booking far in advance at the moment, consider creating buffer room in 
between bookings and start dates. Not only will this give your clients enough time to work 
through any preliminary work at the outset of the project, but it will create a little anticipation 
and excitement on the client’s end when your start date rolls around. 



 
If you’re struggling to get clients to get back to you in a timely manner, you might also add 
buffer room in your client process to account for response times on drafts and revisions.  
 
 
2  |  Provide reasons 
 
Sometimes we get so accustomed to our own process that we forget how new and unfamiliar it 
is to our clients.  
 
In order for your clients to respect and follow the steps in your process, they have to 
understand them. And that’s where great communication can make all the difference.  
 
It sounds crazy, but the most seemingly simple and straightforward step in your process is 
usually foreign to your clients, so go in depth and patiently walk through each one. 
 
Take the time at the outset of a project to explain the importance of client homework and how 
it helps you understand their needs, work quickly, and stick to the project timeline. 
 
Explain the importance of honest feedback, that you need their honest opinion on drafts so you 
don’t spend tons of time on revisions and you can arrive at a final product that they love. 
 
Explain the importance of inspiration boards and how they help make sure you’re both on the 
same page and provide visual direction at the outset of the project, but no one else will see 
them so they don’t need to be heavily critiqued or revised. 
 
Make it a common practice to thoroughly explain every step of your process. You might even 
revisit some of those email drafts you’ve written up in your Trello board to make sure that 
you’ve provided enough information about the significance of every step of your process.  
 
Not only will this help clients understand you and take you more seriously, but it will increase 
their trust because they’ll see that you’ve thoughtfully created your process and have taken 
each and every step into consideration. 
 
Another quick thing to be mindful of when you’re providing reasons: Use simple terms. 
 
We all have special terms that we use in our industry, but if I bust out terms like "hierarchy," 
"negative space," or "sans serif typeface" on a client who is completely unfamiliar with the 
technical aspects of design, I will probably get some very confused looks.  
 
Use terms that your clients will understand and teach them the definitions of your fancy terms. 
Not only does it benefit you as your working relationship continues, but I've found that clients 
love learning new terms and "sounding the part." 



 
 
3  |  Provide incentives and accountability 
 
We’re more likely to get stuff done and stay on task if there’s an incentive.  
 
I’ve mentioned this a few times, but I send my clients a $25 Starbucks e-giftcard a few weeks 
out from the project start date with the note, “‘Branding homework’ can sound kind of daunting, 
can’t it? Here’s a little something to make the process more enjoyable. Happy brainstorming!” 
 
Not only is it unexpected, but it reminds them of their client homework and gives them an 
incentive to set aside time to get it done. 
 
So consider ways that you can incentivise your client process, whether it’s through a Starbucks 
gift card, a printed notebook, or something creative you come up with on your own. Think 
about the steps of your process your clients seem to struggle with the most and think of 
creative ways that you can build more excitement around them. 
 
I can also speak from experience when I say that we all work a little faster and more diligently if 
we know there’s someone looking over our shoulder. 
 
I set all of my client homework up in a Google Doc so that both my client and I have access to 
it. 
 
This not only allows my clients to continue to make tweaks up until the project begins, but it 
gives me the chance to peek in a week or two before the project starts to make sure that it’s 
getting done. If they’re falling behind, I’ll send them a friendly reminder in an email and once 
again, explain the importance of having the homework done ahead of time. 
 
 
4  |  Provide expectations 
 
If communication is lacking or poor, it’s your fault; not your client’s. And it usually boils down to 
failing to set expectations at the outset of a project. 
 
Along with providing reasons for what you do and why you do it, it’s also important to set 
parameters for what you expect from your client and when you expect it. 
 
Remember that they probably haven’t worked with someone like you before or if they have, 
the process may have been different. 
 



So provide them with the project timeline that you set up in Module 4. On that timeline, include 
and highlight due dates, not only for you to hand things over but also client due dates for when 
you expect their client homework and feedback on drafts and revisions. 
 
I make it a practice to not only go over expectations and timelines before the project begins, 
but to remind my clients of the next step after each part of the process is checked off.  
 
If my client just approved their inspiration board, I remind them that I’ll be working on logo 
concepts over the next 2 days and they can expect to see 3 distinct logo options by the end of 
the second day.  
 
When I email them those 3 logo options, I ask them to look them over and give me in-depth 
feedback about what they like and don’t like about each one by the next morning.  
 
If you’re having trouble getting clients to respond to you in a timely manner, there’s a good 
chance that expectations might be lacking. So be sure to set clear expectations not only at the 
outset of the project, but throughout the entire process. Explain the importance of each step 
and educate them along the way. 
 
 
5  |  Provide encouragement 
 
Because many of your clients haven’t worked with you before, they might feel a little uneasy 
and unsure about the whole process. They don’t know what’s normal and what isn’t normal. 
 
So encourage them.  
 
Reassure them that they aren’t crazy for writing you an extra email with more feedback or they 
aren’t the only one who’s struggled to decide between 2 concepts. Bear with them and walk 
them through each step. 
 
Because while your job may be to create a beautiful website or capture their wedding day, you 
have a great opportunity to build relationships and make a lasting difference that extends 
beyond your services. The way you treat others can go a long way. 
 
And when you mess up some part of your process - because we’re human and it happens from 
time to time - your clients will be much more likely to give you grace if you’ve been patient with 
them and encouraged them along the way.  
 

 
 
Now that we’ve spent some time going over these 5 best practices, revisit your Trello boards 
and make any edits necessary to better your client communication.  



 
You might revise your emails to provide next steps, you might add an incentive or two to the 
process to encourage your clients and provide extra accountability, or you might create a 
welcome guide with timelines, due dates, and explanations to make your client expectations a 
little more clear.  
 
Put me on pause and take some time to knock that out right now. When you come back, I’ll 
walk you through each step of the client process and provide helpful tips for setting 
boundaries, managing expectations, and putting safeguards in place. 
 

 
 
Like I said at the start of this module, great client communication begins with troubleshooting 
and planning ahead.  
 
When you walk through each part of the client process and plan for it ahead of time, not only 
will the process run more smoothly, but clients will take you more seriously and trust you a 
whole lot more. 
 
 

1  |  Inquiry 
 
By this point, you’ve already worked on your services page. On that page, you should have 
outlined everything that’s included in your service packages, shared a look at the process, and 
many of you may have even decided to post your prices. 
 
So when a potential client inquires, they should already have a pretty good understanding of 
what you offer, how the process works, and how much you charge.  
 
Which means that: 

- It’s a legitimate inquiry 
- You won’t have much selling or convincing to do 
- The initial inquiry meeting should be a breeze 

 
When a potential client inquires, usually through a form on your website, it’s always good 
practice to respond to them within 48 hours. Go ahead and type up a form email if you haven’t 
already to make this step of the process easier.  
 
I’ve added a recent blog post with email scripts to the Module 5 Resource Section to help you 
with this step. 
 



In that email, make sure that they’ve already taken a good look at your services page and link 
to it, just in case, to make it easy for them to access.  
 
If they’re still interested in your services after looking over that information, tell them that you 
would love to arrange a Skype meeting or phone call to go over the process with them and 
answer any questions that they might have. I usually attach my Calendly link right in that email 
so they can go ahead and schedule their meeting. ( I’ve linked to Calendly again in the Module 
5 Resource Section, too.) 
 
Not only is it more personable to talk to someone over Skype or the phone than it is through 
email, but more questions are often asked this way and you’re able to go over things in greater 
detail. 
 
Also, when you’re setting up these meetings or any meetings related to your business, it’s a 
always a good idea to set a start time AND an end time. If you get a long talker or if you 
yourself are a long talker, meetings like these have the potential to run on and mess up the 
rest of your schedule.  
 
Set parameters and boundaries on your time. 15-30 minutes is usually a good amount of time 
for an initial inquiry call. 
 
In that call, go into detail on your package, process, and pricing (don’t shy away from being 
specific). Once you’ve gone over the ins and outs of what you offer, ask them if they have any 
questions and answer them to the best of your ability. If they have a question that you don’t 
have an answer to right away, research the answer and add it to your follow-up email. 
 
At the end of the call, provide the next steps. 
 
In my client process, I always send them a follow-up email telling them that I enjoyed getting to 
know them better and I’m excited about the possibility of working with them to design a 
beautiful brand and website for their business. I provide a few different time slots that I have 
available in my project calendar and send over a contract so they can look it over.  
 
I explain that the project dates are available to them for the next 3 business days but if they 
don’t choose a date and sign the contract within that timeframe, those dates might be offered 
to other inquirers.  
 
Once the date is chosen and the contract is signed, I send over an invoice for 50% of the total 
package price that acts as a nonrefundable deposit. When that’s taken care of, the client is 
officially booked and the date they’ve chosen is reserved. 
 
We’re going to go over client contracts and invoicing in Module 6, so stay tuned for that.  
 



But before we move onto the onboarding process, I want to say a 
semi-quick word about being selective and “choosing” your clients 
while we’re on the topic of inquiries... 
 
There's a common train of thought that's caught on across the creative industry these past few 
years and advises business owners to pick and choose who they should work with.  
 
And while I very much agree with branding a business to attract an ideal customer within its 
niche, I disagree with turning down paying clients who desire to work with you. 
 
I want to quickly go over why I think you shouldn’t pick and choose clients but before I do, it's 
important to note a couple things that I do not mean by never turning down a paying customer.  
 

Never turning down a paying customer does not mean: 
 
Taking on customers that you disagree with morally or ethically. If someone is asking you to 
perform a service or conduct your business in a way that conflicts with your morals, or ethics, 
it's best to turn them down and refer them elsewhere. 
 
Coming down on your prices.  Your time and effort is valuable. Never turning down a paying 
customer does not mean taking on paying customers at price points that are lower than what 
you're currently charging.  
 
Agreeing to provide products or services that aren't a part of your business model. It's wise 
to narrow the scope of your business and find a niche. If someone is asking you to do 
something completely outside of your current offerings that will conflict with your mission 
statement and business model, it's best to turn them down. 
 
I've turned down numerous inquiries due to a lower price point or a request for something 
that's out of the scope of my services, but I've never turned down a prospective client because 
they were less than my ideal client. For 4 reasons: 
 

1  |  You can't judge a book by it's cover 
 
We can all agree that you can't judge something - especially a person - by an initial email or 
20-minute phone conversation. It's difficult to predict how an entire project could pan out from 
a simple inquiry, and it seems wrong to turn down someone who wants to work with you based 
off of a first impression.  
 
Have you ever booked a client who seemed like the perfect fit, only to be proven wrong after a 
day or two of working with them? If you only work with people who rub you the right way from 



the start, you might never experience the opposite: clients who may not have been your ideal 
and didn't have the chance to prove you wrong.  
 
In my 7 years of freelance design experience, I can tell you of numerous clients who might not 
have been what I had in mind when thinking about my ideal design client, but they turned out 
to be wonderful to work with and left me with designs and experience that I'm proud to display 
in my portfolio.  
 

2  |  You could be passing up on a big opportunity 
 
A couple years ago I came across a fantastic article on Entrepreneur.com by Steve Tobak 
called Never Turn Down a Paying Customer. In the article, Tobak tells a story of Bill Gates 
taking on a customer that he had passed up once before because the client was less than 
ideal. It turns out that the customer was IBM, and that undesired project started Gates on his 
journey to becoming the richest man in the world. 
 
If you're passing up paying customers purely because they don't measure up to your standard, 
you could be missing out on a great opportunity. A project may appear to be more of a 
challenge at the outset due to a difference in style or a strong personality, but you never know 
what could come of that working relationship. You might be cheating yourself out of an 
opportunity to get creative and demonstrate your versatility. 
 
Back in my earlier freelancing days I took on a project for a client whose style was very 
different than mine. I agreed to the project before I understood the colors, graphics, and style 
they wanted, and when I left the initial meeting I was in a panic. They wanted me to do what? 
Had they not seen my portfolio and my design aesthetic? How was I ever going to give them 
something they would like and feature it on my blog (this person faithfully followed along with 
my blog and saw me posting all of my other freelance projects). Not only did the project push 
my creativity and turn out to be something I was proud of, but it ended up being the top pin 
from my former blog. I still see it pop up on Pinterest today! Had I refused that client from the 
outset, I would have missed out on thousands of pageviews from Pinterest and a handful of 
other design inquiries that came as a result.  
 

3  |  New businesses need money and experience 
 
If you're new to freelancing, especially if you're full-time, you may not be able to afford to be 
choosy about your clients. In order to pay the bills and keep the lights on, you have to work 
with paying customers. 
 
I've shared this statistic numerous times on the Elle & Company blog, but it's worth mentioning 
again: 8 out of 10 businesses fail within the first 18 months.  
 



While it might sound great to do the business you want to do and work with the people you 
want to work with, it's not practical, especially when you're first starting out. You may be 
starting your freelance business because you're passionate about your field, but a business 
can't run on passion alone; you have to be bringing in money in order to keep your business 
afloat. 
 

4  |  We're being hired for a service 
 
I'm going to be bold here, but sometimes we can get so concerned with our own wants that we 
forget that we're being hired to perform a service and meet our client's needs. We're putting 
ourselves out there and marketing our businesses to attract clients, and it seems a little 
backward to attract them only to send them away. Telling prospective clients to go elsewhere 
when they want to work with you, are willing to pay your prices, and identify with your services 
seems counterintuitive. 
 
Furthermore, the longer I'm in business, the more I realize that my greatest source of learning 
comes through my clients. They challenge me to adapt and refine my creative process, and like 
Tobak says in his article, my clients typically know their needs and how I can serve them better 
than I do. When they come to me with an inquiry, they've seen something that they like and are 
willing to invest in. 
 
But what about the people who don't appreciate your work? What about those who are 
going to cause you hours of stress, headache, and extra time? I don't believe turning clients 
away is the answer to these questions either, but I do think that there are a few ways to 
prevent their inquiries from coming your way in the first place. Here's how. 
 
Raise your prices.  If you're tired of people not taking you seriously and undervaluing your 
work, it might be time to raise your prices. I understand that the pricing game can be tricky and 
we’ve covered this already in the course, but one way to weed out those difficult clients who 
only want a cheap solution is to raise the cost of your services. 
 
Make it worth your while.  My dad owned a business for over 15 years while I was growing up, 
and his words of wisdom for a difficult customer were to make them worth your while. In other 
words, if a project is going to take you extra time and cause you extra stress, quote the person 
higher or negotiate the terms of the contract to make the project worth the extra energy. 
 
Set boundaries.  This is huge. People can't walk all over you if you don't let them. If you happen 
to book a difficult client, setting boundaries is your way to keep things on task and protect your 
time. List the terms of your working agreement in your contract and hold firm to your limits. To 
guard against limitless revisions in my design process, set expectations and stick to a 
schedule, I write out the number of revisions for each stage of my process within my contract. 
 



So there’s my two cents on that topic. Now let’s move onto onboarding. 
 
 

 
 
Once a client signs your contract and puts down a deposit, it’s time to start the onboarding 
process. 

 
2  |  Onboarding/educating 
 
The onboarding process usually begins with a Welcome Guide of some sort.  
 
I need to revisit this step in my own process, but after 3 years of full-time freelance I would 
advise you to include the following in your welcome guide: 
 

- A detailed outline of the package they purchased and all the deliverables they’ll walk 
away with at the end of the process 

- A detailed project timeline with due dates for both you and your client, including their 
payment schedule 

- And maybe some FAQs and important reminders. You could also include links to helpful 
blog posts that answer those questions really well. 

 
I plan on setting up my new Welcome Guide as a Google Doc so I can easily make updates and 
add it to my client’s shared Google Folder (which I’ll go into more detail on in a second), but 
you might choose to set it up as a PDF.  
 
If you’ve already created a Welcome Guide or you complete a Welcome Guide after working 
through this module, I would love for you to share it in our Freelance Academy Facebook 
Group, if you’re willing to do so. I would enjoy seeing your progress and I’m sure other 
attendees in the course would enjoy seeing it, too. 
 
Along with the Welcome Guide, you can help your clients work through all the preliminary 
steps that need to be taken care of before the project begins by sending them Client 
Homework. 
 
Client homework usually involves a series of questionnaires, but it might look different for you 
depending on your field and the type of service you’re offering. 
 
To create client homework, I recommend revisiting the steps you’ve outlined in your Trello 
board and listing out the items you need from your clients in order to complete them.  
 



For example, my design process and client needs look something like this (this is the 
abbreviated version): 
 
1  | Inspiration Board 
 
The inspiration board is a starting point and makes sure my client and I are on the same page 
visually. I use the images they've collected, usually in a secret Pinterest board, to pull in colors, 
patterns, textures, and photos that visually represent the tone and theme of their new brand.  
 
Items I need from my client: 
 

● Access to client’s secret Pinterest board 
● Descriptions for each pin, explaining why the photo was included in the board 

 
2  |  Logo Concepts 
 
Once the inspiration board is finalized, I spend time sketching logo ideas. After I’ve come up 
with some solid options, I digitize the sketches to create 3 distinct design concepts for the 
logo. After discussing the 3 options, my client and I narrow it down to one logo and make any 
tweaks and changes necessary.  
 
Items I need from my client: 
 

● Idea of what my client is looking for (mission statement, ideal customer, adjectives that 
describe the direction of the new brand, etc.) 

 
3  |  Brand Style Guide 
 
From there I add in alternate logos, signature patterns, type combinations, and illustrations to 
complete the new brand. I then compile all of those elements into a brand style guide for my 
client to reference in the future.  
 

● Again, I need to have to go back to that idea of what my client is looking for (mission 
statement, ideal customer, adjectives that describe the direction of the new brand, etc.) 

 
4  |  Collateral Designs 
 
This is where the items of the brand board begin to come together. I design 5 collateral items 
of my client’s choice and provide them with the necessary files for printing/finishing.  
 
Items I need from my client: 
 

● Idea of client's workflow to help nail down which 5 items would be most beneficial 



● Confirmation of the 5 collateral items my client chooses 
● Text and photos for each collateral item 

 
5  |  Website Design 
 
Once the brand style board is complete and the collateral designs are finalized, I get to work 
on the design of my client’s Squarespace website. I start by mapping out the site to ensure that 
the layout is simple and intuitive, and then I add in all of the elements of the new brand. Blog 
and e-commerce design are also included.  
 
Items I need from my client: 
 

● Idea of what my client is looking for (website purpose, successful site outcomes, etc.) 
● Pages my client wants to include 
● Text and photos for each page 
● Admin access to Squarespace site 

 
After I listed out what I needed from my clients for each individual step of my process, I thought 
about how I would obtain this information. What would be the easiest way for my clients to 
hand over all of these items to me? 
 
For me, I found it easiest to set up a shared Google Folder for each of my clients, and it acts as 
a “home base” for the project.  
 
I set up a Google Doc for the branding, collateral, and website questionnaires and add it to the 
Folder, but I also set up subfolders for my clients to drop photos for their website and collateral 
items along with blank Google Docs for text. 
 
[Example] 
 
Whatever this step looks like for you, whether you choose to use Google Docs or send 
everything via email or attach your clients to Asana or Trello, take some time right now to walk 
through each step of your process and determine what you need from your clients in order to 
complete them.  
 
Then put together your client homework. 
 
I’ve included a copy of my client homework questionnaires in the Resource Section of this 
module, and I’ve never shared these with anyone before. Y’all are special. I hope they’re 
helpful for you as you work through this step of the process! 
 
So go ahead and put me on pause. I’ll wait here. 
 



Now that you have your welcome guide and client homework ready to go, there’s one last item 
to take care of before the onboarding process is complete. 
 
Take some time to explain to your client what communication will look like from here on out. 
Are you going to talk mainly through email, phone calls, or Skype meetings? How often? How 
will they receive new updates from you? What systems are you going to use? 
 
If there’s a bunch of buffer time between their booking date and the start of their project, go 
ahead and set up a meeting or two to check in with them and go over any questions they might 
run into with their homework. It’s always a good idea to plan those out in advance (and it might 
cut back on the number of emails you might receive between now and then if they know that 
they can wait and ask questions during your meeting).  
 

 
 

 
3  |  Buffer time 
 
Again, if you have buffer time in between, make it a practice to check in with your clients, send 
incentives (like that Starbucks giftcard), and answer questions.  
 
Little acts like these not only make the process run smoother in the long run, but it makes your 
clients feel important and not like just a number on your list.  
 
 

 

 
4  |  Mockups 
 
Once the project begins, you’ll often have a lot of drafts and mockups to send your clients. 
When you send them off to get feedback, it’s always a good practice to educate your clients 
about the decisions you made; don’t just hand things off haphazardly and expect to get helpful 
feedback. 
 
Taking the time to explain in detail why you made each and every decision benefits you in 2 
huge ways:  
 
First, it demonstrates your qualifications.  Providing reasons for your decisions positions you 
as the professional. It allows your clients to see that you know what you're talking about and 
you have experience in your field, which leads to being taken seriously. Your client will feel 



more comfortable taking your advice and trusting your judgement when they see you as the 
expert.  
 
And second, it builds trust.  Clients want to know that they're in good hands, especially when 
they're investing time and money into working with you. By explaining your decision-making, 
you show that you're experienced and knowledgeable and affirm that you know what you're 
talking about. Communication and education build trust. 
 
Along with providing reasons, you also need to let your clients know exactly what you need 
from them in order to continue with the process. 
 
Remember, your clients are often brand new to this type of process. Most of them haven’t 
worked with someone in your field before and even if they have, the other designer or 
copywriter or event planner probably had a different process. 
 
If you leave the critiques open-ended, your clients might be confused about the type of 
feedback you’re looking for (which often leads to more revisions down the road). So be 
specific. 
 
For example, whenever I send an inspiration board I: 

- Remind my clients of how the inspiration board sets the stage for the rest of the 
process 

- Remind them about what the purpose of the board is 
- Explain why I chose the color palette and imagery 
- Point on common themes in the board 
- Ask them for feedback on the color palette, imagery and common themes - what they 

like, what they don’t like, and why 
 
You might also consider setting up phone calls or Skype meetings instead of communicating 
via email for these conversations, too. Communication through email can get really tricky when 
you have a lot of ground and details to cover, so consider planning some short meetings in 
your process to account for drafts and revisions. 
 
At the end of these calls or emails, be sure to reassure your clients and encourage them to 
give you honest feedback so you can reach a result that they love. Remind them of how many 
revisions they’ll receive for this step of the process and invite them to ask questions. 
 
A quick little note before we move on: With every new draft, I place the file or mockup in the 
shared Google Folder so I and my client can keep up with all the files in one place (instead of 
hunting them down in emails). You might find it helpful to come up with a similar system, too, 
whether it’s through Google Drive or adding your clients to a project management system like 
Asana. 
 



 
 

 
5  |  Critiques and revisions 
 
When you do receive feedback from your clients, it can be far too easy to take their critiques 
personally. Especially in a creative field. 
 
This was one of my biggest struggles in design school. It was incredibly difficult for me to 
separate myself from my work and understand that the critiques of my professors and peers 
weren’t an attack on me; they were there to help me improve. 
 
Prepare yourself before opening every feedback email or jumping on a feedback call. Remind 
yourself that their input is crucial to the client process, and their critiques will often make the 
outcome better. 
 
If a client is insistent on changes that you feel aren’t helpful to the overall outcome, explain 
your reasoning. Educate them. And if they’re still persistent, try to find a middle ground.  
 
If any part of their feedback was unclear, ask them to clarify. Questions and clarification are 
crucial to arriving at a finished product that both you and your client are proud of. Don’t move 
forward with a revision if you aren’t 99% sure of what your client wants. 
 
And as always, remind them of how many revisions are left in this step of the process before 
moving forward. And yes, you can be firm while still being friendly. 
 
If for any reason your client ends up asking for more revisions than you agreed to in our client 
contract at the beginning of the project, either stick to your guns and keep moving forward, 
charge them per revision, or take away another component in the process to make sure you 
stay on task and make it worth your while. 
 
 

 
 

 
6  |  Deliverables 
 
Once drafts and revisions are complete, set up a final meeting to go over all of the deliverables 
with your client before  sending the final invoice and handing them off.  
 



Not only does this ensure that your clients are happy with the final result, but it gives you the 
opportunity to answer last questions, provide any necessary tutorials, and explain how you’re 
going to hand things off. 
 
Because I give my clients a Squarespace tutorial during the final Skype call, I often record this 
last meeting through QuickTime so clients can refer back to it later and I place the recording in 
the shared Google Folder for easy access. Depending on how detailed your final call is, you 
might choose to do this, too.  
 
At the end of the meeting, remind them that you’ll be sending over a final invoice and once 
that’s taken care of, you’ll hand off the final deliverables. Again, always  remind them of the 
next step. 
 
Once the final meeting is over, send them an invoice for the remainder of the package price 
and as soon as the invoice is paid, hand off the final deliverables. 
 
Never, ever hand things off until you’ve received all of your money. 
 
I can’t tell you the number of times freelancers have reached out to me in a panic because they 
handed everything off and then their client disappeared before paying the final amount. 
 
Don’t even put yourself in that position; send the invoice and then  send the final files once 
you’ve received your payment. 
 
And because you just went over the deliverables in your final client meeting, your client should 
have no problem paying that invoice.  
 
Now, depending on the type of work you do, you might hand off the deliverables in a few 
different ways.  
 
If it’s a physical product, you’ll probably choose to mail it or hand it off in person.  If it’s a digital 
product, you might choose to attach it to an email or add it to Dropbox or a shared Google 
Folder. 
 
I place all of my final client files in their Google Folder. Again, keeping things all in one place. 
 
 

 
 

 
7  |  Post-process 
 



But the process doesn’t stop there! 
 
You’ve worked hard to maintain excellent communication throughout the entire client process; 
now you need to keep it going. 
 
Consider sending your client a final thank you , either through a thank you card, gift card, or 
surprise in the mail.  
 
Celebrate with them by sharing about the process on your blog (which, like I mentioned in 
Module 2, is great marketing for your service packages).  
 
Conduct an exit interview  to learn how you can improve your process and your packages for 
future clients.  
 
My assistant recently told me about a 3-2-1 exit interview where you ask your client: 

- 3 things they enjoyed about the process 
- 2 things that could be improved upon 
- 1 thing that they would like to see offered in the future 

 
I might be utilizing that with y’all at the end of Freelance Academy… 
 
Within that same exit interview, whether it’s through a quick phone call, email, or even within 
your final client meeting, ask them to provide a testimonial.  
 
All of these follow-ups let your client know that they’re important and more than just a number, 
and they end the project on a good note.  
 
Past client referrals are often the best source of marketing, so keep that in mind and continue 
to maintain good relationships with them well after the project is officially over. 
 
 

 
 
 
Remember, great client communication is your responsibility; it starts with you. 
 
By planning ahead and setting boundaries and expectations at the outset, your process will run 
smoothly and - dare I say it - both you and your client will actually enjoy  the experience. 
 
But you have to think ahead, be firm, and be patient. Remember that even if a project goes 
wrong and client communication is less than ideal at the start, it gets better over time.  
 



If for any reason you drop the ball or get off track, pick it right back up, apologize to your client, 
and give it a greater effort for the remainder of the project timeline. You’re human and you’re 
going to make mistakes, but troubleshooting for hiccups in your process will save you a lot of 
time and frustration in the long run. 
 
So I encourage you, if you haven’t already, go back through your Trello boards and 
troubleshoot any of those hiccups ahead of time.  
 
Provide plenty of time for your clients to complete tasks, provide reasons for the decisions you 
make, provide incentives and accountability to keep things on track, provide expectations so 
that you and your client are always on the same page, and provide encouragement along the 
way. 
 
Great work, guys - you’ve reached the end of Module 5 and you’re so close to completing 
Freelance Academy!  
 
In our final module, we’ll cover legal and accounting matters for your freelance business. See 
you then! 


