Land Your First 10 Al Clients
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Chapter 1: Pick One Service You Can
Deliver This Week

Most people who want to sell Al services never sell anything. Not because they lack
skill, and not because the market is saturated. They fail because they spend four
months deciding what to sell, building a website nobody visits, watching tutorials on
tools they'll never use, and telling themselves they're "getting ready." Then a slow
month hits, the motivation drains out, and the whole thing quietly dies in a folder

called Business Ideas 2026.

This chapter exists to prevent that. By the end of it you will have chosen exactly one
service, defined its boundaries so tightly that a stranger could describe it back to you,
and known precisely what you'd hand a client on day five. Not a menu. Not a "range of

AT solutions." One thing.

Why One Service Beats a Menu — Every Time

Here's the uncomfortable math. When you offer six services, a prospect has to do
work: figure out which one they need, guess what it costs, imagine how it fits their
business, and then trust that you're good at the one they picked. Every step is a place
they can drop out — and most of them do, silently, by never replying.

When you offer one service, you've done that work for them. The pitch collapses into a
single sentence they can either agree with or not. There's no evaluation phase, just a
yes or a no. Nos come faster, which sounds bad and is actually the single most
valuable thing that can happen to you in your first month. Fast nos let you talk to

more people.

There's a second reason, and it's about you. The first time you deliver anything, you
will be slow. You will hit problems you didn't anticipate. You will discover that the
client's data is a mess, or that they don't have the login you assumed, or that the
"simple" thing takes six hours instead of two. That's normal. But if every client is
buying something different, you never climb the learning curve. Client three is as

painful as client one. If every client buys the same thing, client three takes half the



time of client one, and client eight takes a quarter. That compounding is where the

money actually is.

A third reason, less obvious: referrals need a handle. When your client tells someone
about you at a networking lunch, they have about eight words of attention. "She does
Al stuff" goes nowhere. "She rewrote all our product descriptions with Al and our
listings started converting" is a referral. Specificity is what makes word of mouth

actually move.

The Only Two Filters That Matter Right Now

Forget market size. Forget passion. Forget competition analysis. For your first ten

clients you need to pass exactly two filters.

Filter 1: Can you deliver a finished version of this in under five working

days, alone, starting Monday?

Not "could I learn it in five days." Not "if I hired someone." Alone, with tools you
already have access to, could you put a completed deliverable in a client's hands by
Friday? If the honest answer is no, the service is wrong for now. It might be right in
six months. Right now it will kill you, because unfinished work with a client waiting is

the most demoralizing state in business.
Filter 2: Can the buyer see the value without you explaining a technology?

If your pitch requires the client to understand what a vector embedding is, or why
retrieval-augmented generation matters, or what a fine-tune does, you have a service
that sells to technical buyers — and technical buyers are a harder, longer sale with
more scrutiny. For your first ten, you want a buyer who looks at the output and
immediately knows whether it's better than what they have. A business owner can
look at forty product descriptions and know within a minute if they're good. They

cannot look at a chatbot architecture diagram and know anything at all.

These two filters knock out roughly 80% of the ideas people bring to this. Good. That's
the point.

Eleven Services That Pass Both Filters



Below are services that a competent person with AI tools and no engineering
background can genuinely deliver in a week. For each one I've included what the
actual deliverable is, what it realistically takes you, and where it goes wrong. Prices
are what I'd consider defensible starting ranges for someone with no portfolio in 2026
— these are estimates based on what small-business service work generally clears, not

survey data, and your market, country, and client size will move them a lot.

1. Product description rewrites for e-commerce stores. Deliverable: 30-100
rewritten product descriptions, formatted for the client's platform (Shopify,
WooCommerce, Etsy), delivered as a CSV they can import or as a doc they can paste.
Time: 6—12 hours for your first batch of 40, dropping to 3—4 hours once you have a
prompt template and a workflow. Realistic first-client price: $400—$1,200. Where it
goes wrong: you write descriptions that sound like AI wrote them — same rhythm,
same three-adjective openings, same "elevate your everyday." Fix it by feeding the
model the client's five best-performing existing descriptions and instructing it to

match voice, then editing every single one by hand.

2. Email sequence writing for a specific trigger. Deliverable: a 5—-7 email
welcome sequence, abandoned cart sequence, or post-purchase sequence, written and
loaded into their email platform (Klaviyo, Mailchimp, ConvertKit) with subject line
variants. Time: 8—15 hours first time. Price: $600—$2,000. Where it goes wrong: you
write generic sequences that ignore what the business actually sells and what
objections its buyers actually have. Fix it by reading their existing customer reviews
before you write a word — reviews are the single richest free source of real customer

language you will ever get.

3. Meeting notes and CRM hygiene automation. Deliverable: a working setup
where the client's calls get transcribed, summarized into a consistent format, and
pushed into their CRM with action items. Tools: Otter, Fireflies, or Fathom for
capture, and Zapier or Make for the routing. Time: 4-10 hours including their
onboarding call. Price: $500—-%$1,500 setup plus a monthly retainer if you maintain it.
Where it goes wrong: their CRM is nonstandard, or they use a system with a bad API,
and you burn nine hours on plumbing. Fix it by confirming the exact CRM and

checking the integration exists before you quote.



4. SOP and process documentation from recordings. Deliverable: written
standard operating procedures for 5—10 recurring internal processes, generated from
screen recordings or interviews with the person who does them. Time: 10—16 hours.
Price: $800—-%$2,500. Where it goes wrong: the client doesn't record anything and
expects you to magically know their process. Fix it by making the recording step the

client's explicit, scheduled homework with a deadline in the proposal.

5. A first-line customer support assistant for a narrow question set.
Deliverable: a chatbot on their site or in their help desk that handles the top 20
questions they actually get, with an honest escalation path to a human. Tools:
Intercom's built-in Al, Tidio, Chatbase, or a Custom GPT if they live in ChatGPT.
Time: 8—20 hours. Price: $1,000-$3,500. Where it goes wrong: the bot confidently
invents a return policy that doesn't exist. Fix it by grounding it strictly in their actual
documents and testing every one of the 20 questions yourself, plus ten adversarial

ones.

6. Local SEO content packages. Deliverable: 8—12 location-and-service pages for
a business that serves multiple areas — plumbers, dentists, law firms, HVAC,
landscaping. Time: 10—14 hours. Price: $700-$2,000. Where it goes wrong: you
produce twelve near-identical pages that search engines treat as thin content, which
can actively hurt the client. Fix it by making each page genuinely different: local

landmarks, area-specific problems, actual jobs they've done there.

7. Sales call analysis. Deliverable: transcripts of 20—40 recorded sales calls,
analyzed for objection patterns, where deals stall, which reps say what, plus a written
summary with recommendations. Time: 8—14 hours. Price: $900—$3,000. Where it
goes wrong: you deliver a summary that says obvious things ("price is a common
objection"). Fix it by quoting verbatim customer language and counting frequencies —

specificity is the product.

8. Job description and hiring workflow cleanup. Deliverable: rewritten job
postings, a structured interview scorecard, and a screening question set for one role
they hire repeatedly. Time: 6—10 hours. Price: $500—$1,500. Where it goes wrong:
employment law. Hiring practices are legally regulated, and rules on what you may
ask and how you may screen vary by country, state, and city. Do not draft screening

criteria or automated filtering rules without telling the client in writing to have an



employment attorney or qualified HR professional review them before use. Nothing in

this book is legal advice.

9. Repurposing long-form content into social and email. Deliverable: from
one podcast episode, webinar, or long article — 10 social posts, 3 emails, and a set of
pull quotes with suggested images. Time: 4—8 hours per source. Price: $300-$800
per source piece, and this one retainers naturally at $1,000—$3,000/month. Where it
goes wrong: the posts read like an Al summarized something, because that's what
happened. Fix it by pulling actual quotes and building posts around a single idea each,

not around a summary.

10. Data cleanup and enrichment. Deliverable: a messy spreadsheet — customer
list, inventory, lead list — deduplicated, standardized, categorized, and enriched with
structured fields. Time: 5-12 hours. Price: $400—$1,500. Where it goes wrong:
privacy and data protection. If you're touching personal data, that's regulated —
GDPR in the EU and UK, various state laws in the US, PIPEDA in Canada, and more.
Get a written data processing agreement or at minimum written instruction from the
client, never move personal data into tools you haven't checked, and tell the client to

consult a qualified professional on their obligations. Again: not legal advice.

11. Internal knowledge search over company documents. Deliverable: a
searchable assistant over their SOPs, contracts, or product docs, so staff can ask
questions in plain language. Tools: NotebookLM, a Custom GPT with uploaded files,
or Claude Projects. Time: 6—14 hours. Price: $800-$2,500. Where it goes wrong:
their documents are contradictory or out of date, so the assistant is confidently wrong.
Fix it by auditing the source docs first and telling the client which ones conflict — that

audit is often more valuable than the assistant.

How to Choose Between Them in Twenty Minutes

Don't deliberate for a week. Use this scoring exercise and commit.
Write the eleven services down. Score each one from o0 to 3 on four questions:

1. Have I done something like this before, for anyone, even unpaid?

(3 = yes, repeatedly. 0 = never.)



2. Do I already know at least three businesses that would plausibly
need this? Not "types of businesses" — actual named businesses. (3 = five

Oor more names. O = Zero names.)

3. Can I show a finished example without a client? Meaning: could you
produce a sample this weekend using a public business's real, publicly

available material? (3 = trivially. 0 = impossible without client data.)

4. If it goes badly, how much damage can I do? (3 = low stakes, easily

reversed. 0 = touches money, law, health, or live customer-facing systems.)

Add the scores. Take the highest. If there's a tie, take the one where question 2 scored
higher — knowing actual named prospects beats everything else at this stage, because

your bottleneck in week one is not capability, it's conversations.

Now the hard part. Write the winner on a piece of paper, physically, and put it where
you work. For the next thirty days, that is the only thing you sell. If someone asks you
to do something else, you either refer them out or you say "that's not what I do — but

here's what I do." You'll be tempted to break this within four days. Don't.

Define the Boundaries Before You Sell Anything

"I do AI content" is not a service. It's a vibe. A service has edges. Before you contact
one person, write down the answers to these seven questions in a single document.
This document becomes the skeleton of every proposal you send, so the time is not

wasted.

What exactly does the client receive? Name the artifact. "A CSV file with 50
rows, each containing a product SKU, a 60-word short description, and a 180-word
long description." Not "improved product copy." If you can't name the file format, you

haven't defined the service.

How many of the thing? Pick a number. Fifty descriptions. Six emails. Ten SOPs.
Twenty support questions. Unbounded scope is how a $900 project becomes a

hundred hours of unpaid labor and a client who thinks you're slow.

What do you need from them, and by when? List it as a checklist. Logins,

existing files, brand guidelines, access to a person who knows the process, a



recording. Put a date on it. This is the single biggest cause of blown timelines, and it's

almost never your fault — but it's always your problem.

How long does it take? Quote in business days from the day you have everything
on the input checklist, not from the day they sign. Say that explicitly. "Five business

days from receipt of all inputs" is a sentence that will save you repeatedly.

How many revision rounds are included? Two is the standard answer. One
round of substantive feedback, one round of polish. After that, it's a new engagement
or an hourly rate. Write the hourly rate down now so you're not inventing it under

pressure.

What is explicitly NOT included? This is the most underused section in all of
freelancing. Write three to five things. "Does not include: publishing the content to
your site, ongoing updates, photography, or SEO keyword research." Every item you

list here is an argument you don't have later.

What does it cost? One number. Not a range, not "starting at." A range invites
negotiation toward the bottom; "starting at" invites a conversation about what makes

it go up. One number, for one clearly bounded thing.

Pricing Your First Engagements Without Guessing Blindly

You will be tempted to price low because you have no portfolio. Some of that instinct
is right and some of it will hurt you. Here's how I'd separate the two.

Pricing low is reasonable for your first two or three clients, because you are genuinely
buying something: proof, testimonials, a case study, and the experience of running a
real delivery cycle. Name that trade explicitly rather than pretending your low price is

your real price. There's a specific way to do this that protects your rates later.

Say this: "My standard price for this is $1,200. I'm building out my portfolio in this
specific niche, so I'll do it for $600 for the first two clients in exchange for a written
testimonial and permission to show the work as a sample. After that it goes to full

price."

Three things happen. The client knows the real value, so they're not anchored at $600

forever. You get an explicit deliverable back from them — the testimonial — which



makes it a trade, not charity. And you've pre-announced the price increase, so raising

it later isn't a betrayal.

What you must not do is price at $150 because you're scared. Very low prices attract
the worst clients in the market — the ones who negotiate hardest, demand the most,
and value the work least. This is not a motivational claim, it's a practical one: a buyer
who chose you because you were the cheapest option has told you what they care

about, and it isn't quality.

To sanity-check a number, work backwards from hours. Estimate your realistic hours
for the first delivery — then multiply by 1.5, because your first estimate is always
wrong. Decide what you need per hour to make this worth doing. Multiply. That's
your floor. If the floor is above what you think the market will pay, either the service is
too labor-intensive for the price it commands, or you're overbuilding the deliverable.

Both are worth knowing before you sell.

One more honest note. Al tools have compressed what people will pay for raw output.
Ten years ago 50 product descriptions was a copywriting project. Today the client
knows they could get *something* from ChatGPT in an hour, and any pricing
conversation that ignores that is going to feel dishonest to them. Your value is not that
you can generate text. It's judgment, editing, the research you do first, the format you
deliver in, and the fact that they don't have to do it. Price and pitch accordingly — the
labor you're selling is increasingly the thinking, not the typing.

Build One Sample Before You Contact Anyone

This is the step people skip, and skipping it costs more than any other mistake in this
book.

Before you send a single message, produce one complete, finished example of your
service. Not a portfolio. Not a website. One artifact that shows exactly what a client

receives.

Do it for a real business, using only material that's publicly available. Pick a local
company or a small brand you genuinely think could be doing better. Rewrite ten of

their product descriptions. Write the welcome sequence they should have. Build the



