AARUSH CHOUBEY / RESOURCE

IFIHAD TO GET MY

FIRST CLIENT
TODAY

A practical playbook for going from no client and no clear system to a repeatable process for skill,
proof, offer, prospecting, outreach, calls, delivery and referrals.

THEFIRST-CLIENT ROADMAP

SKILL |_, | LEARN |_ | PROOF |_ | OFFER |_ PROSPECT_ QUTREACH | CALL |_, | CLIENT _,EEFE&M\]

Start the process today. Build the system properly. Improve each stage as you learn.

THE PREMISE

You are not trying to magically get a client in one day. You are starting the process today and building the system properly.
Every stage gives the next stage something to work with.

Inside this playbook
BUILD PROVE SELL IMPROVE
Skill + 100-hour benchmark Proof + samples Prospecting + outreach + calls Delivery + referrals + diagnostics
Aarush Choubey
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o Start Here

The easiest way to make client acquisition feel impossible is to treat “get a client” as one giant task. It is not one task. It isa
chain. If one link is weak, the next link becomes harder. The goal of this playbook is to make each link visible so you always
know what to improve.

Choose Skill -> Learn -> Build Proof -> Create Offer -> Pick Prospect -> Outreach -> Call -> Client -> Referral

What each stage actually does

Stage Purpose

Choose Skill Decides what problem you are capable of solving.

Learn Builds enough ability to create a useful result.

Proof Makes your ability visible before a stranger has to trust you.

Offer Turns your skill into a clear outcome someone can buy.

Prospect Finds people who actually have the problem you solve.

Outreach Starts a relevant conversation.

Call Helps both sides understand the problem and whether there is a fit.
Client Turns the agreement into delivery, communication and results.
Referral Uses trust from good work to create new conversations.

The rule for using this playbook

* Do not perfect later stages while ignoring an earlier weak stage.

® Do not hide behind learning when you need proof.

¢ Do not hide behind proof when you need outreach.

* Do not chase outreach volume if the prospect is wrong or the offer is unclear.

®  Treat the system as a loop: use real feedback to improve the stage that is weakest.

A USEFUL DIAGNOSTIC

No replies can mean weak targeting, weak personalisation or a weak offer. Calls but no clients can mean the fit, diagnosis,
proof or offer needs work. Delivery but no referrals can mean the experience or result is not strong enough yet.

» Choose the Right Skill

Your first client does not begin with a message. It begins with a useful ability. The skill does not need to be rare,
revolutionary or something you have mastered for years. It needs to be useful enough that a real person or business has a
reason to care about the outcome.

The 3-circle test

How to use the test before you score anything

Do not score each circle from a feeling. Give yourself one piece of evidence for each. For enjoyment, look at what you have
voluntarily spent time learning or doing. For demand, look for real people or businesses already trying to solve the problem.
For ability to pay, ask whether the outcome saves time, makes money, reduces risk, improves quality or is important enough
that the prospect already spends money around it.

USE EVIDENCE, NOT EXCITEMENT

A skill can sound exciting and still be a poor service choice. A skill can also score well on paper but be something you hate
doing. Use the scorecard to compare options, then choose one skill you are willing to test through real practice and real
market feedback.
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IT CAN PAY WEL

The strongest starting skill sits near the overlap of three questions. First: do you enjoy the work enough to keep improving?
Second: does the market actually need the result? Third: are there buyers with enough value at stake that paying for help
makes sense?

L I enjoy it
You do not need to love every minute. You need enough interest to practise when the novelty disappears. Enjoyment matters
because client work includes repetition, revision and problem solving.

2. The market needs it

Demand is not “people say this skill is cool.” Demand means the skill connects to a real problem, opportunity, risk or
desired outcome. Examples include saving time, improving communication, creating content, generating leads, building a
website or improving a process.

3. It can pay well
This does not mean chasing the highest-paying trend. It means asking whether the outcome has enough value for the type
of prospect you want to serve. A useful skill with no economic value attached to the outcome is harder to sell as a service.

DECISION PRINCIPLE

Do not choose only from passion. Do not choose only from money. Choose a skill you can stay interested in, that solves
something real, and that can create enough value to justify a transaction.

Skill selection scorecard

- EnjOY? - Abmty - PIOOfI-S = /25

Choose one
The skill I am choosing:

Why this skill makes sense for me:
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The type of result this skill can create:

AARUSH CHOUBEY / RESOURCE

Once you choose a skill, your job is not to consume everything that exists about it. Your job is to become useful. Learning
matters only when it changes what you can produce, solve or improve.

The approximate 100-hour principle

Use 100 hours as a personal benchmark for serious exposure and practice, not as a scientific law and not as a guarantee of
professional competence. Some skills take far longer. Some simple service tasks become usable earlier. The value of the
benchmark is that it stops “I watched a few videos” from feeling like mastery.

Milestone

First 10 hours

25 hours

so hours

100 hours

Focus

Map the skill. Learn vocabulary, basic tools,

common mistakes and what good work looks like.

Repeat core tasks. Copy strong examples for
practice. Start producing imperfect work
independently.

Work on realistic projects. Compare your output
with stronger work. Ask for critique.

Increase complexity. Work faster. Improve
judgement. Build proof under real constraints.

Learning sources - use them for different jobs

Source

YouTube

Courses

Al

NotebookLM

Books /resources

Practical work

NON-NEGOTIABLE

Best use

Fast demonstrations, walkthroughs and multiple
perspectives.

Structured sequence when the course is genuinely
organised well.

Explaining concepts, generating practice,
critiquing drafts and answering questions.

Working through a focused collection of sources
and notes.

Depth, frameworks and slower thinking.

Turns knowledge into actual ability.

‘What you should be able to see

You can explain the basics and complete simple
guided work.

You can complete basic work without step-by-step
guidance.

Your work is becoming consistent enough to show.

You have enough evidence to judge where you are
genuinely useful and where you still need support.

Watch out for

Random watching without a clear skill gap.
Buying courses as a substitute for practice.
Assuming every answer is correct or letting AI do

all the thinking.

Using weak sources and treating the synthesis as
authority.

Collecting highlights you never apply.

Avoiding projects because you do not feel “ready”.

Learning without practice is not enough. If the skill is supposed to create an output, solve a problem or improve a result, your
learning must repeatedly force you to do that thing.

Skill-building tracker

Hours practised

What I built /did

‘What needs improvement

Date Hours learned
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L s e

-« Build Proof Before You Sell

A prospect who does not know you has a simple problem: they cannot see your ability yet. Proof reduces the size of the trust
leap. You are not trying to manufacture authority. You are making the work visible.

Route A - build for yourself

Use your own project, account, business, portfolio or problem as the first case study. This is useful because you control access,
speed and the standard. If you offer web design, improve your own site. If you offer content, create your own content. If you
offer automation, automate something you personally use.

Route B - free or low-cost initial work

Early work can be useful when the goal is experience, testimonials, proof and confidence. The trade-off needs to be
intentional. Free work should have a reason and a boundary. You are not promising to work for free forever; you are using a
specific project to build evidence and learn what client delivery actually requires.

Route C - personalised sample

Create something specifically for a prospect before asking for a large commitment. A sample can show that you understand
their business and that your skill can be applied to their situation. It should be small enough to create efficiently and specific
enough to feel useful.

PROOF PRINCIPLE

Give value before asking for trust. Your proof should answer the prospect’s silent question: “Why should I believe you can help
with this?”

What strong proof looks like

[ 1Tt is directly related to the service I want to sell. [T have permission to share client work where permission is
required.

[ 1 It shows the work, not just a claim that I can do the work. [ 1 do not exaggerate results or invent numbers.

[] The before/after, reasoning or outcome is easy to [T can point out what I would improve next time.

understand.

[IIcan explain what I did and why.

Personalised sample worksheet

Prospect:

Problem or opportunity I noticed:
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What value would it give them:

A skill is what you can do. An offer is how that ability becomes useful to a specific buyer. A good offer makes the problem,
outcome, work and expectations easier to understand.
Build tiers around scope - not arbitrary labels

Entry, standard and high-touch offers can help people understand different levels of involvement, but the point is not to
force everyone into a package. The real goal is to tailor the work to the client’s actual need.

Offer dimension Quegstion to answer

Amount of work How much is actually being produced or changed?

Speed Does faster delivery require extra capacity or prioritisation?

Support How much communication, implementation support or hand-holding is
required?

Strategy Are you only executing, or also diagnosing and deciding what should be
done?

Revisions What reasonable revision scope is included?

Access Does the client need more direct access or faster responses?

Complexity How difficult is the environment, problem or implementation?

Customisation How much work is bespoke rather than repeatable?

Three useful levels

Entry offer Narrow scope, lower complexity, clear outcome. Useful when the
client needs one important thing solved.

Standard offer The main service you expect many good-fit clients to need.

High-touch offer More strategy, complexity, access, speed or customisation when the
problem genuinely requires it.

IMPORTANT

Do not build packages simply so you can show three boxes. If the client needs something different, tailor the offer. The offer
should fit the problem - not force the problem to fit the offer.

Offer builder
Their problem:

Desired outcome:
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What I can do:

How long it takes:

What support they need:

What is outside scope:

Prospecting is not finding a giant list of people and hoping someone says yes. It is finding people where your skill, their
problem and their ability to act are reasonably aligned.

Prospect checklist

(] They clearly need the service or have a visible opportunity. [| They already value or spend money in the category.

L] The problem is specific enough for me to describe. [T can reach them through a realistic channel.

(] They can realistically afford paid help.

Prospect scorecard

Need 1-§

Visible problem 1-§

[T can genuinely help without pretending to have capabilities
Ido not have.

Ability to pay 1-5 Values category 1-§ Reachability 1-5
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Visible problem 1-5 Ability to pay 1-5 Values category 1-§ Reachability 1-5 Ican help1-5 Ao

What “visible problem” means

A visible problem is something you can observe without pretending you know the entire business. Examples: inconsistent
content, a broken customer journey, an outdated site, unclear messaging, poor follow-up, missing email capture or a
repetitive process that looks manual. Treat it as a hypothesis until you speak to them.

PROSPECTING PRINCIPLE

You are not diagnosing a company from the outside with perfect certainty. You are finding a reasonable reason to start a
conversation.

-» Choose Outreach Channels

Different services, prospects and markets respond differently. A local business owner may answer a phone call. A creator may
respond faster to Instagram. A professional may live on LinkedIn. A company may have a better route through email.

Often useful for

LinkedIn Professional services, B2B, founders, Easy context from profile and recent Generic connection spam is ignored.
operators, consultants. posts.

Cold email Businesses with public business contact ~ Direct, trackable and asynchronous. Weak subject lines or mass templates
details and clear relevance. feel disposable.

Cold calls Local businesses, time-sensitive services,  Fast feedback and real conversation. Requires confidence, timing and respect
prospects comfortable with phone. for boundaries.

Instagram /Facebook / socials Creators, consumer brands, local Recent content gives strong DMs can be crowded; keep the reason
businesses, people active on the personalisation material. for contacting clear.
platform.

Pick the channel based on the prospect

Do not use a channel simply because someone online says it is “best.” Ask where the prospect is active, where business
conversations naturally happen, what information you need for personalisation and whether the service benefits from
conversation or demonstration.

Outreach tracking table

Name Company Channel Date Personalisation / Next step
trigger
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« Personalised Outreach Structure

The point of outreach is not to squeeze every prospect into one script. The point is to show that you have a genuine reason
for contacting that specific person.

Aarush’s five-part structure

1. Look at recent content, updates, launches, website pages or activity.

2. Find a genuine point of connection. Mention something you actually noticed - not fake praise.
3. Identify a problem or opportunity that connects to your skill.

4. Ask whether they are interested in discussing it.

s.  Ifthere is interest, move naturally to a sample, previous work or a short call.

The four lines you need to think through

Personal connection:

Next-step question:

What personalisation is - and is not

Type Example /principle

Useful “I saw you recently launched X. The product page explains the features
well, but I noticed the follow-up journey after signup could be clearer.”

Weak “Love what you are doing! I help businesses scale. Interested?”

Useful A specific observation connected to a real service and a reasonable next
step.

Weak Adding the person’s first name to a generic mass message.

RULE

Do not use the template as a script. Use it as a thinking structure. If the message could be sent unchanged to so people, it is
probably not personalised enough.

o Follow-Up + The 100-Attempt Test

One follow-up max

Aarush’s preference is simple: follow up once, then move on. The purpose is to make sure a relevant message was not missed
- not to spend weeks chasing someone who has not shown interest.

SIMPLE FOLLOW-UP
“Hey, are you still interested?”
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You can make the wording slightly more contextual, but keep the philosophy the same: polite, short and easy to answer. If

there is no response, move on. Your time is better spent finding another relevant prospect than repeatedly chasing a dead
lead.

The 100-attempt benchmark

Do not declare a channel broken after five messages. Give the channel meaningful volume while keeping quality high.
Aarush’s benchmark is 100 attempts per channel before making strong conclusions. This is a benchmark, not a guarantee
of a client and not a reason to send 100 low-quality messages.

WHAT THE TEST IS FOR

The 100-attempt test gives you enough repetitions to notice patterns: who replies, which messages start conversations, which
objections repeat, whether your prospect choice is wrong, and whether the channel fits your service.

Channel progress tracker
LinkedIn

Email

Calls

Social DMs

Diagnose before switching channels

®  Ifpeople do not open or see the message, the delivery route may be the problem.

®  Ifthey see it but never reply, targeting, relevance, personalisation or the offer may be weak.

¢ Ifthey reply but will not book a call, the next step may feel too large or the value is unclear.

e Ifcalls happen but nobody buys, improve discovery, proof, fit and offer before blaming outreach.

» Sales Call Framework

The call is not a performance where you prove how impressive you are. It is a conversation where both sides work out
whether there is a real problem, whether it matters, and whether your service is a sensible fit.

SALES CALL FLOW

[ UNDERSTAND ]

YN

[ FIT DIAGNOSE ]

[ BOTTLENECK H QUESTIONS ]

Understand -> Diagnose -> Ask -> Identify bottleneck -> Fit

Understand
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Let them explain what they do, what they are trying to achieve and what is happening now. Do not interrupt their context

with a pitch.

Diagnose
Explore the gap between where they are and where they want to be. Treat your outside observation as a hypothesis, not a
fact.

Ask questions
Good questions help the prospect think. Useful areas include current process, desired outcome, previous attempts,
constraints, timing and the cost of leaving the problem unsolved.

Identify the bottleneck

The first visible problem may not be the real problem. A business that “needs more content” may actually need clearer
positioning, a stronger conversion path or a system for following up.

Offer help only if'it fits
If your skill can genuinely help, explain the relevant approach. If it cannot, do not force the sale. A bad-fit client creates
delivery problems later.

SALES PRINCIPLE

Treat them like a person, not a target. The goal is not to make them feel pressured. The goal is to understand the problem
clearly enough that the right next step becomes obvious.

Pre-call checklist

[T understand what they do. [T can explain my proof clearly if asked.

[T reviewed the relevant page, profile, content or business [T know what outcome they may care about.
information.

[T know the problem I suspect - and I know it is only a [T know what I can and cannot realistically help with.
hypothesis.

[T have s-7 useful questions ready.

Question bank

e  What are you trying to improve right now?

®  How are you currently handling this?

®  What is working well already?

®  Where does the process break down?

®  What have you tried before?

e What would a useful outcome look like?

®  Why does solving this matter now?

¢  What constraints should I understand before suggesting anything?

= Confidence Without Arrogance

A prospect may be older, more experienced, have a bigger company or know things you do not. That does not mean you
need to approach the conversation feeling beneath them. You are not asking them to validate your worth. You are checking
whether a specific problem and a specific ability are a good fit.

“I don’t need to prove I’'m better than them. I need to prove I can help them.”

What confidence looks like

®  Being honest about what you know and what you do not know.

®  Asking direct questions without pretending to understand everything.
*  Showing proofinstead of making exaggerated claims.

®  Saying no when the job is outside your ability or the fit is poor.

aarushchoubey.com/resources



AARUSH CHOUBEY / RESOURCE
*  Explaining your recommendation clearly and letting the prospect decide.

What arrogance looks like

®  Assuming you understand the entire business from the outside.

®  Talking down to the prospect because you know a newer tool or tactic.

®  Promising outcomes you cannot control.

®  Turning every objection into something you must “overcome.”

®  Acting as if getting the client matters more than whether you can genuinely help.

Reframe the conversation

Unbhelpful Better frame

Begging mindset “Please give me a chance.” Fit mindset “I noticed something specific. If it
matters to you and I can help, we can
explore it.”

Ego mindset “Ineed to prove I am smarter.” Service mindset “I need to understand the problem
and show useful thinking.”
Fear mindset “I cannot lose this lead.” Pipeline mindset “This is one conversation inside a

larger system.”

» Turn the First Yes Into Good Work

Getting a client is not the finish line. It is the point where your claims meet reality. Your first delivery teaches you about
scope, communication, timelines, revisions, client expectations and where your skill still needs improvement.

Before starting
[ The problem and desired outcome are clear. [ Timeline and key milestones are agreed.
[ 1 Scope is written down in plain language. ] You know what access, assets or information you need.
[ ] What is not included is clear. [ ] The client knows how communication and revisions will

work.

During delivery

¢  Communicate early if something changes. Silence creates uncertainty.

* Do not surprise the client with a completely different direction if alignment was possible earlier.
®  Keep evidence of decisions, feedback and agreed changes.

®  Askfor clarification when the brief is unclear instead of guessing repeatedly.

®  Use the project to identify what should become a repeatable system next time.

After delivery

®  Confirm that the agreed work is complete.

®  Ask what was most useful and what could have been better.

®  Where appropriate, request a testimonial or permission to use the work as proof.

®  Write down what took longer than expected so future offers become more accurate.

FIRST-CLIENT MINDSET

Your first client is not proof that you have mastered business. It is a real learning environment. Deliver seriously, stay honest,
and use the experience to improve the system.

» Getting Referrals

Referrals become possible when good work creates trust. The loop is simple: good work -> trust -> introductions -> more
conversations. A referral is easier to receive when the client can clearly explain what you helped with and who else might
benefit.
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REFERRAL LOOP
GOOD WORK
[CONVERSATIONS TRUST ]
NTRODUCTIONS
Ask after value exists

Do not make referral requests the centre of the relationship before you have delivered. The strongest time to ask is when the
client is satisfied, the outcome is visible, or they have already said something positive about the work.

Aarush’s referral incentive idea - treat it as a test

One strategy Aarush would test is rewarding someone after roughly 3-5 paying referrals, or around 10 genuinely useful
introductions. The reward could be temporary lower pricing or another benefit for around 3-4 months. The important idea
is that the reward is limited, tied to real value, and not a lifetime discount.

NOT A UNIVERSAL RULE

Referral incentives depend on margins, the service, local rules, client relationships and what actually feels appropriate. Test
carefully. Do not promise discounts that make delivery unsustainable.

Referral quality checklist

[1 The client actually knows the person they are introducing. [ The referral does not involve invented claims or pressure.
[ The introduction is relevant to the service. L] The reward structure is clear and temporary if you use one.

[ ! The new prospect has a plausible need. ! You still qualify the referred prospect instead of assuming
they are automatically a fit.

« The Full Action Plan

This is the entire system in sequence. Do not wait until every phase is perfect before moving. Move when you have enough
to learn from the next stage, then come back and strengthen weak links with real feedback.
[IPHASE 1 - Choose skill Choose one skill using the 3-circle test and scoring sheet.

[ IPHASE 2 - Build skill Learn and practise until you can create useful work independently.

[ PHASE 3 - Create proof Build for yourself, complete an initial project or create a personalised sample.
[/ PHASE 4 - Build offer Define the client problem, desired outcome, scope, support and value.

[/ PHASE s - Choose target client Score prospects for need, ability to pay, relevance and reachability.

[ PHASE 6 - Start outreach Use the channel that fits the prospect and personalise the conversation.

[ PHASE 7 - Track replies Record attempts, replies, objections and next steps.

[/ PHASE 8 - Book call Move interested prospects to a short conversation when appropriate.

[ IPHASE g - Close first client Agree on a good-fit offer without exaggerating outcomes.

[ IPHASE 10 - Deliver well Set scope, communicate, produce the work and learn from delivery.
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LI PHASE 11 - Ask for introductions After creating value, test a simple referral loop.

SYSTEM RULE

When results are weak, do not randomly change everything. Identify the stage closest to the failure, improve that stage, and
run the system again.

s 30-Day First Client Tracker

This tracker is not a promise that a client will arrive within 30 days. It is a way to make your inputs and learning visible. The
goal is to finish the month with better skill, stronger proof, a clearer offer, more real conversations and enough data to
improve your approach.

What to record

e Skill practice: meaningful practice, not passive watching.
Samples created: proof you can show or use to learn.
Prospects researched: people you genuinely qualified.

®  Messages sent / calls made: outreach attempts completed.
®  Replies and calls booked: response to your targeting and message.
¢ Lessons learned: what you will change because of real feedback.
Day Skill practice Samples Prospects Messages Calls Replies Booked
I
2
3
4
5
6
7
8
9
10
heg
12
13
14
I
Days 16-30

Day Skill practice Samples Prospects Messages Calls Replies

20
21

22
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Day Skill practice Samples Prospects Messages Calls Replies Booked Lesson /change
23
24
25
26
27
28
29

30

s Reflection + Iteration

Reflection stops the system from becoming blind repetition. The goal is not to keep sending the same message 100 times if
evidence shows the problem is your prospect choice or offer. Use the questions below to identify what should change next.

What skill did I choose and why?
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What did I learn this week from real conversations?

» Client System Diagnostic

Use this page when the process stalls. Rate each stage honestly. The lowest score is usually a better place to work than adding
more tactics.

My score Evidence /next improvement

Skill I cannot produce useful work I can complete basic work. I can produce consistent
reliably. useful work and explain my
decisions.
Proof Mostly claims. A few relevant samples. Clear relevant proof with

reasoning or outcomes.

Offer Vague list of services. Problem and scope are mostly  Specific fit, outcome, scope
clear. and value are easy to
understand.
Prospecting Random lists. Some qualification. Consistent scoring around

need, fit and reachability.

Outreach Generic. Some personalisation. Specific, relevant
conversations tied to a visible
reason.

Calls I pitch too early. T ask useful questions. I diagnose clearly and only
offer help when fit is real.

Delivery Unclear scope / Work gets completed. Professional scope,
communication. communication, learning
and proof capture.
Referrals Never asked /no trust. Occasional introductions. Good work naturally creates
relevant introductions.
USE THE LOWEST SCORE

Client acquisition is a system. More outreach cannot permanently compensate for weak skill, proof or fit. More learning
cannot compensate for never entering the market. Improve the weakest link that real evidence points to.

= START WITH STEP ONE

You do not need a perfect website, perfect pricing, a huge following or a complicated sales system before you begin. You
need the next real step.

Choose the skill. Build it. Create proof. Turn that proof'into an offer. Find a relevant prospect. Start a real conversation. Then
use what happens to improve the next attempt.

The first client is not one trick. It is the result of enough skill, proof, relevance, trust and repetition that a good-
fit yes becomes possible.
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