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F RONT  MATT E R

Preface

The Creative Strategy Operating System (CSOS), paired with

adscreativestrategy.com/quiz, was built around one practical

question. What happens after a creative strategist or copywriter

understands the basics of creative strategy, but still cannot turn

that skill into serious paid work?

That question matters because ambitious creative strategists and

intermediate copywriters do not need another introduction to

hooks, briefs, ad libraries, UGC, or test hypotheses. They already

know enough to be dangerous. The problem is that the market still

sees them as task-doers. They can think strategically, but their

offer sounds generic. They can diagnose an account, but their

public proof does not show it. They can deliver the work, but their

price collapses as soon as a buyer pushes back.

THE  CSOS  LANE

This book starts after the basics

Skill side

hooks, briefs, ad libraries,

tests

Useful. Not the focus here.

Business side

offer, price, proof, calls,

delivery

The missing layer that gets paid.

NEXT

For creative strategists and copywriters who already know the craft and now need the business spine.

Skill side versus business side
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This book does not teach creative strategy from zero. If you do not

yet know what a creative brief, hook, ad library, creative test, or

paid social account is, this book will probably feel like you walked

into the second room first. That is not an insult. It just means you

should learn the skill side before using this guide.

This book starts one step later. It teaches the business side of

creative strategy: how to package the skill, price the work, make

your thinking visible, start better conversations, lead the sales call,

handle objections, and deliver in a way that makes renewal feel

obvious. That is the difference between a copywriter waiting to be

picked and a creative strategist building a business buyers

remember.

The guide is longer than a normal ebook for one reason: the

prompts are part of the product. The chapters explain the business

move. The AI master prompts make the strategist do it. They ask

the follow-up questions, refuse vague answers, and turn the ideas

into usable assets: an offer, a position statement, a pricing

structure, a content thesis, outreach scripts, an audit, objection

responses, and a delivery cadence.

This book is for creative strategists, new creative strategists, and

intermediate copywriters who already understand the basics of the

work and want the business around the skill to stop feeling like a

fog machine with a payment link attached. Media buyers, video

editors, producers, designers, and account managers can use it

too if they are moving toward higher-value strategy work.

Open the next page when you are ready to turn the skill into a

business.
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PHAS E  1

The non-negotiable foundation

CHAPT E R  1

Why most creative strategists
stay stuck at $500 to $2,000

What keeps a skilled copywriter or creative strategist stuck at
the bottom of the rate ladder, when the work itself is close to
the same work other strategists charge five times more for?

The work is rarely the bottleneck. Three ceilings hold most

creative strategists at the same monthly number for years. They

reinforce each other, and they lift in the same order they stacked.

THE  I D ENT I T Y  SH I FT

The craft is not the ceiling. The business side is.

$500 task-taker

Sells assets

Buyer compares on price

$2,000 freelancer

Sells projects

Buyer controls scope

$5,000 strategist

Sells diagnosis

Strategist controls

frame

CSOS moves the creative strategist from being chosen to being sought out.

From task-taker to strategy business
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1.1 The first ceiling: a generic offer

Most creative strategists describe themselves the same way. They

say they do paid social creative for direct-to-consumer brands, or

video ads for ecommerce, or performance creative for growth-

stage SaaS. Each description names a category. The category sets

the rate, because the buyer reads four similar profiles and

compares them on price alone. A generic offer caps the

conversation before it starts.

A specific offer behaves differently. It names a buyer, a specific

failure pattern in that buyer's account, and a defined sprint that

fixes it. The buyer who recognizes the pattern replies. The buyer

who does not recognize the pattern self-selects out, which is the

point.

1.2 The second ceiling: no demonstrated strategic

thinking

The second ceiling is invisible to most strategists who have it.

They send a portfolio when a buyer asks what they do. The

portfolio shows samples of past work. The buyer scrolls through,

nods, and either ghosts or quotes the category rate.

The buyer was not asking for samples. The buyer was asking for a

diagnosis of their own account. A creative strategist who has

published one teardown of a real ad library, or one written

diagnosis of a paid social pattern, hands the buyer something the

next four strategists in the inbox cannot match. Public thinking is

the credential that lets the buyer pay above the category rate.
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1.3 The third ceiling: an inability to lead the sales

conversation

The buyer books a discovery call. The buyer asks for a number.

The strategist gives a range. The buyer picks the bottom of the

range. The strategist accepts. The call ends with the strategist

having sold a senior engagement at a junior rate.

A strategist who leads the conversation does the opposite. The

strategist asks about budget cadence and scope before naming a

number. The strategist names one number, not a range. The

strategist holds the silence after the number lands. The buyer

either confirms the budget fits, or signals which lever to move. The

number itself rarely changes. The scope or the cadence does.

1.4 How the three ceilings show up

Ceiling
What the profile looks

like

What the discovery call

looks like

Generic

offer

A category title with no

buyer named

The buyer explains their

business for thirty
minutes

No strategic

thinking

Portfolio links and case

studies only

The strategist promises

to send work samples
after the call

Cannot lead

the sale

Headlines mention

"open to opportunities"

The buyer names a

number and the strategist
accepts it

Most new creative strategists and intermediate copywriters will

recognize themselves in all three rows. The three ceilings stack

because each one removes the foundation the next one needs. A

generic offer leaves nothing specific to demonstrate strategic
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thinking about. Without demonstrated thinking, there is nothing

concrete to defend a higher price with on the call. The buyer

prices the engagement like any other category gig.

1.5 What the creative strategist builds from here

The rest of the book turns the three ceilings into three visible

assets. Chapter 2 builds the offer that stops the category

comparison. Chapter 3 turns the offer into a position the right

buyer recognizes in three seconds. Chapter 4 prices the offer so

the number holds on a real call. Chapter 9 builds the strategic-

thinking artifact that fills the second ceiling. Chapter 10 builds the

conversation pattern that fills the third.

The order matters. The offer comes first, because every later move

depends on it. By the end of Phase 1, the creative strategist should

have one specific offer, one position paragraph, and one three-tier

pricing proposal. By the end of Phase 2, the strategist should have

a voice profile, a content thesis, and a conversation library. By the

end of Phase 3, the strategist should have an audit, a call

structure, objection responses, a retainer path, and a delivery

cadence.

The Phase 1 prompt at the end of this section walks the strategist

through the first build as a single multi-step session. Reading the

chapters without running the prompt leaves the work unfinished.

The chapters teach the concept. The prompt applies the concept

to the strategist's actual situation.
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CHAPT E R  2

How to build an offer that is
genuinely different

What separates an offer that closes from an offer that gets
compared to three others on price, when both look similar on
the surface?

A "better" offer competes on the same axis as everyone else in the

category, and the buyer picks the cheapest. A genuinely different

offer changes the axis. The buyer cannot place it on the

comparison spreadsheet, because it is not the same shape as the

other three quotes. The buyer either gets it and pays the rate, or

does not get it and self-selects out.

OFFER  BEFORE  AND  AFTER

Generic offer

I make paid social creatives for
DTC brands.

Buyer hears:

Send samples. What is your rate?

Business-side offer

I run a 14-day creative diagnostic
for supplement brands recycling
the same hooks.

Buyer hears:

This person sees the account
problem.

The premium offer changes the buyer's question.

Weak offer versus business-side offer

2.1 The seven-point offer architecture

A complete offer has seven components. Most strategists nail two

or three and skip the rest. The skipped points are exactly where

the buyer's hesitation lives, which is exactly why those offers do
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not close.

2.1.1 Reason for the offer

The offer opens with one sentence that names why this offer exists

in this shape, at this time, for this buyer. The reason reads as a

thesis, not a service description. A creative strategist working with

direct-to-consumer supplement brands might write that most

$30M to $80M supplement brands recycle the same three creative

hooks every month, and built a fourteen-day diagnostic that

identifies the patterns the account has not yet tested. The buyer

reads the reason and either nods or scrolls past.

2.1.2 Perceived value

Perceived value is the heart of the offer. It groups several

components tightly together. Benefits lead, with features sitting

underneath as proof. Quantified value uses numbers tied to the

buyer's profit and loss statement, never adjectives. Proof points

cite specific past results. A component value list shows each piece

with a standalone price next to it, so the buyer reads the math

before they read the offer price. Buyer-language quotes appear

inside the document, pulled from review sites and customer

interviews. A before-and-after table shows what changes after the

work. A future-state paragraph describes what becomes possible

six to twelve months out. A cost-of-inaction line names the dollar

number the buyer loses every quarter the offer goes unused.

2.1.3 Pricing anchor

Pricing has its own chapter. The offer document sets a

placeholder. The placeholder names one anchor number, the

strategy behind it (single fee, tiered, or per project), and the

payment terms.
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2.1.4 Premiums and bonuses

A premium is a specific deliverable that lands in the offer at no

extra cost. Premiums tip a hesitant buyer over the line. Each

premium is named specifically, not vaguely. A thirty-minute private

walk-through call where the strategist reviews the buyer's three

lowest-performing ad sets on screen reads better than a generic

"bonus call." Each premium carries a standalone price inside the

component value list. Two to four premiums maximum. More than

four reads as a hard sell.

2.1.5 Risk reversal and guarantees

The buyer's most expensive question is whether the work will

actually move a number. A defensible guarantee answers the

question before the buyer asks. Six common shapes apply: full

money-back, half-back tied to a defined outcome, performance-

based, replacement, time-based, or no-questions cancellation on

retainers. The strategist picks the shape that fits the engagement.

A creative diagnostic fits half-back. A retainer fits no-questions

cancellation. A media-buying engagement fits performance-

based.

2.1.6 Scarcity

Real scarcity is structural, not theatrical. Four honest forms apply.

Capacity scarcity caps the number of engagements the strategist

can run in a month. Cohort scarcity gates the next start window.

Pricing scarcity raises the anchor at a defined date. Niche scarcity

caps how many brands in the same vertical the strategist will take

in a quarter. The strategist picks the form that is genuinely true.

Theatrical scarcity ("limited spots, act now") signals inexperience.
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2.1.7 Urgency triggers

Urgency moves the decision off the buyer's mental list of things to

think about later. Booking-window urgency reserves the next slots

in reply order. Price-anchor urgency locks the current rate until a

defined date. Bonus-window urgency includes the premiums for

replies received before a deadline. The strategist picks one or two.

Stacking four urgency triggers reads as desperation.

2.2 What this looks like inside a creative strategy

engagement

A creative strategist working with direct-to-consumer supplement

brands rewrites the offer from "I produce paid social creative" to a

fourteen-day creative diagnostic that produces one document,

naming the three angle patterns the account has not yet tested and

a fourteen-day test plan ready for paid spend. The diagnostic

carries a fixed fee, a half-back guarantee on the test plan if the

recommended angles do not pass kill-or-scale criteria after the

fourteen days, and a capacity cap of two diagnostics per month.

The buyer reads the document and sees a thesis about their

account, a component value list that prices each piece, a future-

state paragraph about what one new winning angle every two

weeks does to their cost per acquisition, and a closing line on what

each unused quarter costs in unrealized creative wins.

The usable offer sentence follows a simple shape: "I help [specific

buyer] fix [specific creative failure] with [specific diagnostic or

sprint], so they can [specific operational outcome] inside [time

window]." A creative strategist who cannot fill that sentence yet

does not have an offer problem to polish. They have an offer

problem to build.
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2.3 Where this connects to the rest of Phase 1

The offer is the substance. The position chapter (Chapter 3) wraps

the offer for the buyer who needs it. The pricing chapter (Chapter

4) sets the anchor. The Phase 1 prompt at the end of this section

walks the strategist through every point of the architecture as a

multi-step session, refusing to advance until each point is locked.

The chapter teaches the seven points. The prompt applies them to

the strategist's actual offer. The offer that comes out the other side

is the foundation every other chapter in the book assumes the

strategist already has.
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CHAPT E R  3

How to position your offer for the
buyer who needs it

Why does a profile that reads "creative strategist for direct-to-

consumer brands" get ignored by the exact buyers it is
supposed to attract?

A generic position sentence makes a creative strategist invisible to

high-ticket buyers. The buyer scans four similar profiles and

cannot tell which strategist solves the specific failure pattern in

their account. Position is the wrapper around the offer. The offer is

the substance. A specific wrapper pulls the right buyer in three

seconds. A generic wrapper signals nothing.

POS IT ION  SENTENCE

Five parts turn a title into an identity signal

Buyer $1M to $10M DTC supplement
brands

Problem recycling the same three hooks

Mechanismaudit last 90 days of creative Outcome find one new winning angle every
14 days

Proof built from actual paid social tests

If the copywriter cannot fill all five, the market cannot remember them.

Positioning sentence builder

3.1 The five layers of a real position

A complete position has five layers stacked on top of each other.

Most strategists build one or two and wonder why the inbound

stays quiet.



18CSOS • adscreativestrategy.com/quiz

3.1.1 The specific buyer

A specific buyer names the industry, the revenue band, and the

role of the operator who would hire the strategist. A position that

reads "direct-to-consumer brands" describes a category. A

position that reads "direct-to-consumer supplement brands doing

$1M to $10M in annual revenue, where the head of growth runs

paid social in-house" describes a buyer. Industry plus revenue

band plus role gives the buyer a mirror to look at. They see

themselves, and they reply.

3.1.2 The specific problem in the buyer's words

The most common mistake is using strategist jargon for the

buyer's problem. "Creative fatigue" is jargon. The buyer says their

static ads stopped converting in February, or that their cost per

acquisition tripled in ninety days and nobody can explain why.

Buyer-language pulled from podcast appearances, review-site

comments, and recorded sales calls lands. Strategist jargon does

not.

3.1.3 The specific outcome with proof of what changes

The outcome carries a number, a window, and a unit. A position

that reads "better ad performance" describes nothing. A position

that reads "kill three losing creatives a week and find one new

winning angle every fourteen days" describes a specific change

the buyer can verify. The proof point is a defensible benchmark or

a real result the strategist has produced.

3.1.4 The specific mechanism

The mechanism is a verb sequence the buyer can picture. Job

titles do not work. Service categories do not work. The buyer

needs to see the work in order. A creative strategist who audits the

last ninety days of static ads, names the three angle patterns that
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fired and the three that flopped, and rebuilds the next fourteen-day

test plan around the survivors gives the buyer a verb sequence.

Two minutes of reading the mechanism tells the buyer whether

they want the call.

3.1.5 The specific reason it has to be the strategist

The fifth layer is the unfair advantage. A creative strategist who

spent five years writing video sales letters before moving into paid

social brings a perspective on hook construction that a strategist

who only worked on static ads does not. A creative strategist who

ran the post-purchase upsell flow at a supplement brand whose

average order value moved from $34 to $51 carries a credential

that lives in the work, not in a job title. The reason it has to be the

strategist almost always sits in the part of the strategist's past they

have been hiding from buyers. The work is to surface it.

3.2 What a complete position sentence looks like

A creative strategist working with growth-stage SaaS companies

stops the brand from launching the same three creative hooks

every month by auditing their last ninety days of paid Meta and

TikTok creative, naming the angle patterns that fired and the

patterns that flopped, and rebuilding their next fourteen-day test

plan around the survivors, so they cut their dependency on a

single winning ad and produce four to six fresh winners every

quarter, drawing on two years of running paid social tests across

three direct-to-consumer brands. The sentence carries all five

layers. The buyer who has the problem reads it once and books

the call. Everyone else scrolls past, which is exactly the filter the

strategist needs.
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The copywriter moving into strategy should build the sentence in

pieces before trying to make it elegant. The working order is buyer,

problem, mechanism, outcome, and reason to believe. Elegance

comes after the five layers are present. A smooth sentence

missing one layer still fails.

3.3 Generic versus specific position sentences

Generic position Specific position

Creative strategist
for direct-to-

consumer brands

Creative strategist for $1M to $10M direct-to-
consumer supplement brands stuck recycling

the same three hooks every month

Performance
creative for

ecommerce

Performance creative for $5M to $20M
ecommerce brands stuck running the same

hero video on Meta for nine months and

watching cost per acquisition climb every
quarter

Paid social
specialist for SaaS

companies

Paid social diagnostic for post-Series-A SaaS
companies turning fundraise dollars into a

paid acquisition engine

The right column tells the buyer who the strategist is for, what the

strategist fixes, and what changes after the work. The left column

describes a category. The buyer reading the right column either

has the problem and replies, or does not have the problem and

scrolls past. Both outcomes are useful. The buyer reading the left

column finds nothing to react to and moves on.
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3.4 Where this connects to the rest of Phase 1

Position wraps the offer built in Chapter 2 and prepares the

engagement for the pricing structure in Chapter 4. A specific

position changes how the buyer perceives the price before the

conversation about price even happens. The Phase 1 prompt at the

end of this section walks the strategist through the five-layer build,

refusing vague layers and requiring buyer-language samples

pulled from real research before the position sentence locks. The

chapter teaches the layers. The prompt applies them.
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CHAPT E R  4

How to price your offer so it does
not get negotiated down

Why does the same creative strategy work get priced at $500

by one buyer and $5,000 by another, and why does the
strategist often agree to the lower number even when they

know the work is worth the higher one?

Pricing fear is positioning fear in disguise. A buyer who does not

believe the position will negotiate the price down to the category

floor. A buyer who believes the position will pay the rate, because

the alternative is the cheaper version that did not work last time.

The number rarely matters as much as the posture the strategist

says it with.

PR IC ING  LADDER

Diagnostic

$750 to $1.5K

Prove you can think

Project

$2K to $5K

Solve a bounded
problem

Retainer

$4K to $8K/mo

Own the creative
cadence

Premium retainer

$8K+/mo

Strategy plus
direction

The creative strategist raises price by raising the problem they own.

Pricing ladder for creative strategy work

4.1 The three pricing anchors

There are three ways to attach a number to creative strategy work,

and each one fits a different shape of engagement.
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Per-deliverable pricing fits one-off, scoped, repeatable units, such

as a single creative diagnostic, a single ad concept set, or a single

video sales letter script. The strategist names the unit, names the

price, and ships the work. The trap is that per-deliverable pricing

caps the rate at the unit rate, regardless of the strategic thinking

inside the unit. A strategist who prices per ad concept sells the

concept, not the strategy.

Per-project pricing fits bounded scope with a defined start, end,

deliverable list, and "done" line, such as a ninety-day creative

sprint for a direct-to-consumer brand or a fourteen-day creative

diagnostic for a SaaS company. The buyer pays a single fee, billed

at signing or split into milestones tied to deliverables.

Per-retainer pricing fits ongoing creative direction with a monthly

cadence and a defined deliverable cap. A creative strategist who

runs weekly creative briefs, manages the test plan, and reviews

kills and scales every two weeks works on retainer. The retainer is

rarely the right anchor for a first-time engagement with a buyer

who has not seen the work yet. A diagnostic comes first, retainer

comes second.

The practical rule is simple. If the buyer has not seen the strategist

think yet, sell the diagnostic. If the buyer has a bounded launch or

sprint, sell the project. If the buyer already trusts the strategist's

judgment and needs cadence, sell the retainer.

4.2 The three-tier proposal structure

Once the anchor is set, the strategist stacks three tiers. The high

tier anchors the value. The middle tier reads as the obvious choice

next to the high tier. The low tier is the do-it-yourself floor that the
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buyer who cannot afford the middle tier still walks away with. Most

buyers in any given lane choose the middle tier, which is the

design.

A creative strategy engagement might tier as follows: a high tier

with the strategist plus production support running weekly briefs,

hands-on test management, and weekly reviews; a middle tier with

the strategist running bi-weekly briefs, handing the test plan

template to the buyer's team, and reviewing every two weeks; a

low tier with a one-time creative diagnostic, a one-page kill-or-

scale recommendation, and a fourteen-day test plan handed off

for the buyer's team to execute. The high tier costs roughly 1.5 to

1.8 times the middle tier. The low tier costs roughly 30 to 50

percent of the middle tier.

4.3 How to present the number

The number gets named flat. The strategist says the price and

stops talking. The justification is the leak. Every word after the

number lowers the number in the buyer's mind. A creative

strategist who says "the retainer is five thousand a month, there

are two other tiers in the proposal I just shared, take a minute to

look" closes the mouth and lets the silence do the work. The first

person to talk loses.

The strategist does not preface the number with apology. There is

no version where "this might sound like a lot" or "I usually charge

more, but for you" reads as confidence. The preface tells the

buyer the number is too high. The buyer believes the strategist and

negotiates accordingly. When the buyer pushes back on the

number, the strategist asks what is driving the budget concern: the

absolute number, the cadence of the spend, or the fit between the

scope and the buyer's actual need. Three different objections pull
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three different levers. The strategist moves scope, payment terms,

or tier. The strategist almost never moves the number on the same

scope.

4.4 Where this connects to the rest of Phase 1

The pricing structure assumes the offer (Chapter 2) and the

position (Chapter 3) are already built. A defensible price sits on top

of a specific offer wrapped in a specific position. Without the

upstream work, no pricing pattern saves the engagement. With the

upstream work, the price almost says itself. The Phase 1 prompt at

the end of this section walks the strategist through the anchor

decision, the three-tier numbers, the proposal language, and the

rehearsed delivery for the price moment in a discovery call. The

chapter teaches the patterns. The prompt locks the numbers.
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PHAS E  1  MAST E R  P ROMPT

Offer, position, and pricing
builder

This prompt walks you through Phase 1 of the Creative Strategy

Operating System (adscreativestrategy.com/quiz) in one session.

Open a new chat assistant. Paste the entire block below as your first

message. Answer one question at a time. Plan for 90 to 120 minutes

of real work. By the end you will have a ceiling diagnosis, a full offer

architecture, a locked position statement, and a three-tier pricing

proposal you can present out loud.

PHASE  1  OUTPUT

Run the prompt. Leave with assets.

Offer

one paid offer that
escapes price
comparison

Position

a sentence the right
buyer recognizes

Price

three tiers the
strategist can say out
loud

This is why the book is longer. The prompts turn reading into business infrastructure.

Phase 1 prompt output card

Run this prompt in: any capable chat assistant

You are the offer, position, and pricing builder for the Creative

Strategy Operating System (CSOS). You walk a creative strategist through
Phase 1 of the book in a single session. There are four steps, one per

chapter, and by the end of the session the strategist has artifacts they

can paste into a working document and use to run their business.

Voice rules for your own writing:

- Write directly, specifically, and confidently in a professional book
voice.
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- Use no em dashes and no en dashes, and replace any with commas,

periods, colons, or a restructure.

- Avoid the "It is not X. It is Y." cadence, the "X isn't this. Y is."

cadence, and any contrast-pair sentence shape used as a rhetorical move,
holding to direct framing only.

- Avoid corporate filler such as "full-funnel growth," "performance

engine," "in today's competitive landscape," and "to summarize."

- Avoid named teachers, marketers, or copywriters, and avoid borrowed

framework names, working with concepts only in original wording.

- Avoid clever phrasing, metaphor cleverness, and aphorisms.
- Use plain text dates such as "April 23, 2026" or "2026-04-23," and

never the slash format like "4/23."

- Avoid hedge words such as "might," "could," "perhaps," and

"hopefully."

- Recognize progress at every step, and after every step give a short

recap such as "You just locked X. That unlocks Y. Now we will do Z."

Refusal protocol when an answer is vague, generic, or off-template:

1. Name the specific weakness in one line, with examples like "That is a

deliverable, not a benefit," "That is the same offer everyone in your

market runs with one adjective swapped," or "That sentence reads like a

feature, not a structural difference."

2. Show one worked example of what good looks like, set inside a
creative-strategy engagement, where examples can come from DTC

supplements paid social, B2B SaaS lifecycle creative, e-commerce

performance video, UGC strategy for DTC apparel, or paid creative for a

Series-A SaaS company, and where examples carry no personal names, no

real client names, and no region attributions unless industry-relevant.

3. Re-ask the same question and do not advance.

There is no question limit on any step. Step 2 alone can run 30 or more

questions, which is normal and is the work itself.

Start the session now.

---

OPENING

Welcome to Phase 1 of the Creative Strategy Operating System. The

pairing for the book is adscreativestrategy.com/quiz, where you can find

your starting tier and the rest of the prompts.

This session has four steps:

Step 1, diagnose your ceiling. The step explains why you are stuck where

you are stuck.

Step 2, build your offer architecture. The step covers seven points,

runs as the heaviest step, and asks for 30 minutes minimum.
Step 3, lock your position statement. The step covers five layers and

produces one paragraph the buyer can read in eight seconds.

Step 4, set your price and a three-tier proposal. The step is practiced

out loud against three common prospect responses.

Here are the rules of engagement before we start.

I will refuse vague answers. I will name what is wrong, show you a
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worked example of what good looks like, and re-ask. We will not advance

until the answer is solid.

I will not let you off-template. If a step asks for a specific format
and you give me prose, I will restate the template and re-ask.

There is no time limit on any step. Step 2 alone might take 30 or more

questions. That is the work.

Confirm you are ready. Type "ready" and we will start with Step 1.

---

STEP 1. DIAGNOSE YOUR CEILING.

Walk through these five intake questions in order. Wait for each answer.

React to the specific content of each answer before moving to the next.

1.1 What do you currently sell, in one sentence? Name the deliverable,

the buyer, and the price. A weak answer is "I do creative strategy." A

solid answer is "I produce 10 paid social ad concepts a month for $5M to

$20M DTC supplement brands at $2,000 a month."

1.2 What do you charge, and how is the price structured? Tell me whether

the structure is per project, per deliverable, per retainer, or per

hour, and give me a specific number.

1.3 Walk me through the last five sales conversations you have had. For

each one: who was the buyer, what did they want, what did you offer,
what was the outcome? If you have had fewer than five, do however many

you have. If you have had zero, tell me why zero.

1.4 What does the last 30 days of your content look like? Where are you

posting, how often, what kind of posts, what inbound has it produced? If

you do not post, tell me why.

1.5 What is the last thing a buyer said no to, and what reason did they

give you?

After all five answers, diagnose. There are three ceilings. Assign one

or more, name the evidence from their answers, then explain what comes

next.

Ceiling 1, generic offer. Their offer is a commodity, and the price gets

shopped because nothing in the offer makes shopping irrational.

Ceiling 2, no demonstrated strategic thinking. Their content, samples,

and pitches are about execution, and nothing visible says they think

before they produce, which leaves the buyer with no reason to pay
strategy money.

Ceiling 3, cannot lead the discovery call. The buyer drives the call,

sets the price, and decides the scope while the strategist reacts, so

every deal is the buyer's deal at the buyer's number.

If the user pushes back on the diagnosis, ask: "Walk me through one

piece of evidence from the last 30 days that contradicts what I just
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said." If they cannot, the diagnosis stands.

Recognize: "You just diagnosed your ceiling. That unlocks the next three

steps. Now we build the offer that breaks it. Move to Step 2."

---

STEP 2. BUILD YOUR OFFER ARCHITECTURE.

Tell the user up front: "We are going to spend at least 30 minutes on
this step. There are seven points. We will not advance from a point

until it is solid. Most new strategists' first answer at every point is

generic. We will refine until each point is real."

Walk these seven points in order.

POINT 1. REASON FOR THE OFFER.

2.1 Why are you running this offer right now? Skip the "to make money"

answer and tell me the actual market reason. Has there been a shift in

the market, a new pressure on your buyer, a capability that came online,

or a pain that got worse? A solid answer names a specific change in the

buyer's market in the last 12 months.

2.2 What is the single shift in the last 12 months that makes this offer

urgent for your buyer right now?

POINT 2. PERCEIVED VALUE.

This is the longest sub-step, with twelve components. For each one, ask

the question, evaluate the answer, and refuse to move on until the

answer is solid.

2.3 What is the deliverable in features, meaning the actual things you

produce? A weak answer reads as "ad concepts." A solid answer reads as

"10 paid social concepts a month, each with a primary hook variant and
two secondary variants, plus a 60-second video walkthrough explaining

the strategic reason behind each set."

2.4 What is the benefit of each feature, written for the buyer? Refuse a

generic answer like "high-quality concepts," push for the buyer's

outcome, and accept only a solid answer that connects the feature to a
measurable result the buyer cares about.

2.5 Quantify the value the work returns. What does this work return for

the buyer in numbers? If you have no past data, build a defensible model

from public benchmarks.

2.6 Surface proof in numbers. What past result do you have, with a
number? If you have none, build a public-data analog by running a

teardown of a public brand, showing the change you would run, and

showing the math on what it would save them.

2.7 Surface social proof. Who has said good things about your work? Even

one quote from one client counts here, and even a comment on a public
post counts.
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2.8 Surface third-party validation. Is there an industry signal that

backs your offer, such as a research report, an industry benchmark, or a

public study?

2.9 Build the component value list by listing every piece the buyer gets

and what each would cost separately if hired alone. Sum the standalone

total and compare it to the offered price.

2.10 Voice of market. Quote one sentence from a real buyer in your

category, in their words. From a LinkedIn comment, a public discussion
thread, a podcast clip, or a sales call transcript. If you do not have

one, send the user to find one before continuing.

2.11 Map the before-and-after transformation. Where is the buyer the day

before they hire you, and where are they 90 days after? Make the answer

specific, with numbers where defensible.

2.12 Map the future state. What does the buyer's business look like 12

months after working with you, and what new problem do they have because

the old one is gone?

2.13 Run the value comparison against alternatives. The buyer has three

other options if they do not hire you: hire in-house, hire an agency, do
nothing, or hire a cheaper freelancer. For each option, name the

specific drawback.

2.14 Quantify the cost of inaction. What does it cost the buyer to do

nothing for 90 days? Quantify the answer in revenue lost, time lost, and

market position lost.

POINT 3. PRICING ANCHOR.

2.15 Is this offer priced per deliverable, per project, or per retainer,

and why that one? Refuse per-hour pricing, since per-hour pricing caps

the offer's value at the time you spend rather than the value the buyer

gets.

2.16 What is the rough price range? A single number is fine here, and we

refine the number in Step 4.

POINT 4. PREMIUMS.

2.17 What can you stack on top of the core offer that costs you almost

nothing but is worth real money to the buyer? Examples include a 30-day

audit, a video walkthrough of the strategy doc, a chat channel for 90

days, or a swipe file of winning ads in their category.

2.18 List two to four premiums with their standalone value.

POINT 5. RISK REVERSAL.

2.19 What is the buyer's biggest fear at the moment of paying you,

whether that is refund risk, no result, slow delivery, ghosting, or

getting a junior?

2.20 What guarantee can you offer that addresses the actual fear?

Examples include "I deliver the first concept in five days or I refund
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the deposit" or "If you do not get a measurable signal in 30 days, the

next 30 are free."

POINT 6. SCARCITY.

2.21 Why is your supply real-world limited? A solid answer reads as "I

take three retainer clients at a time because creative strategy needs

deep time per brand."

2.22 What is the actual cap, and is it defensible if the buyer
challenges it?

POINT 7. URGENCY.

2.23 Why does the buyer need to act this month rather than next quarter?

Give a specific reason tied to their business rather than yours, such as

a Q4 ad-cost spike, a launch window, or a competitor pulling ahead.

DIFFERENT-BEATS-BETTER STRESS TEST.

2.24 Name your top three competitors, using real names if possible. For

each one, tell me what they offer, what they charge, and how they

position.

2.25 Now compare your offer side by side with theirs. If your offer

reads as "the same thing but better," refuse to advance. Tell the user:

"The same thing but better is a dead lane, since every competitor also

claims to be better, and different is the real bar. What is structurally

different about your offer, whether the deliverable, the timeline, the
mechanism, or the buyer? Find the difference."

2.26 Push until the user names one structural difference. Examples that

pass: "Mine is a 90-day diagnostic-first sprint with a written audit at

day 7 while every competitor sells a 12-month retainer with no audit."

"Mine is priced flat per sprint while every competitor is per ad."

2.27 Lock the structural difference in one sentence.

OFFER ARCHITECTURE RECAP.

After all seven points are answered, print the architecture back to the

user in a clean structure they can paste into a working document:

1. Reason for the offer (one sentence)

2. Perceived value (deliverables, benefits, quantified value, proof,

social proof, third-party proof, component value list, voice of market,

before-and-after, future state, alternatives, cost of inaction)

3. Pricing anchor (per-X, range)

4. Premiums (list with standalone values)
5. Risk reversal (one sentence)

6. Scarcity (one sentence)

7. Urgency (one sentence)

8. The structural difference (one sentence)

Recognize: "You just locked an offer that structurally beats every same-
thing-but-better offer in your market. That changes how the next two

steps land. Move to Step 3."



32CSOS • adscreativestrategy.com/quiz

---

STEP 3. LOCK YOUR POSITION STATEMENT.

There are five position layers, and we walk through them in order.

3.1 Name the specific buyer by industry, revenue band, geography, and

role of the person who signs. A weak answer reads as "DTC brands." A

solid answer names the revenue band, the average order value, and the
role.

3.2 Name the specific problem in the buyer's words by pulling from the

voice-of-market work in Step 2. The layer carries the problem in the

buyer's actual phrasing.

3.3 Name the specific outcome the buyer will feel and measure in 90
days, with a number range if defensible.

3.4 Name the specific mechanism that produces that outcome, which is the

thing you do that is different from the alternatives.

3.5 Name the specific reason it has to be you, which is why this person,
with this background, is the one to deliver this.

3.6 Now write the position statement using this template:

"I help [specific buyer] solve [specific problem in their words] by

[specific mechanism] so they get [specific outcome] in [specific time].
Why me: [specific reason]."

3.7 Read the position statement back to the user. If any of the five

layers reads generic, refuse and re-ask the layer.

DIFFERENTIATION TEST.

3.8 Pick one of the competitors from Step 2 and write their hypothetical

position statement based on what you know about them. Compare it to

yours side by side. If yours and theirs would be indistinguishable to a

buyer, refuse to advance and push: "What in your position would make a

buyer pick you over them, in eight seconds, on a profile read?"

Recognize: "You now have an offer and a position the buyer can read in

30 seconds and know whether they are a fit. That is worth more than the

next 100 cold messages you would send without it. Move to Step 4."

---

STEP 4. SET YOUR PRICE AND BUILD YOUR THREE-TIER PROPOSAL.

4.1 Confirm the pricing anchor from Step 2 as per-deliverable, per-

project, or per-retainer. Refuse per-hour pricing, since per-hour caps

the offer.

4.2 Build three tiers using this structure.

Tier 1, entry. The entry tier carries the lowest commitment and a
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limited scope, designed for the buyer who says "I want to start small."

Examples include a 30-day diagnostic only, one ad-concept set, or one

creative sprint.

Tier 2, target. The target tier is the one you want them to pick, with

full scope, 90 days minimum, and the core offer from Step 2.

Tier 3, premium. The premium tier is for brands with the budget and the

urgency, and it adds chat access, weekly strategy calls, and a

guaranteed turnaround on emergency requests.

4.3 For each tier, lock the name, the scope (deliverables), the price,

the payment structure, the timeline, who it is for, and what is NOT

included.

4.4 Read the three tiers back. The middle tier should feel like the

right pick to the right buyer, the entry tier should feel a little too
thin for a serious buyer, and the premium tier should feel rich enough

that the middle one feels reasonable.

4.5 Practice presenting the price out loud. Write the script you would

say on a discovery call in three or four sentences. The script holds no

softening, no "is that okay?", and no "we can adjust," and the delivery
stays direct.

4.6 Now I am going to play three prospect responses, you write your

reply to each, and I will critique what you wrote.

Prospect response 1: "Our budget is $500."

The strong move is a clean disqualification: "I do not have a $500

offer. The smallest tier is $X. If $500 is the cap, this is not the

right fit, and I would rather you keep the budget than waste it on a

half-engagement that will not move your numbers." Refuse softeners and

refuse to invent a $500 offer.

Prospect response 2: "Send me a proposal."

The strong move is to push back on the call. "Proposals turn into

ghosting. Let us spend 15 minutes now on the three things I would put in

the proposal anyway. If we agree on those, I will send the proposal as a

confirmation, not a pitch."

Prospect response 3: "Let me think about it."

The strong move is to surface the actual hesitation: "What is the part

you are thinking about? Is it the price, the timeline, or whether this

is the right move at all? I would rather know now than wait."

For each, walk the user through their response, critique what they

wrote, show one stronger response per case, and re-ask the user to write

it again.

Recognize: "You can now present a price, defend a price, and respond to

the three objections that kill 80 percent of beginner deals. That is the
difference between a $500 conversation and a $2,500 one."
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---

PHASE 1 RECAP.

Print everything the user now has and walk them through it. Tell them to

paste each artifact into a single document titled "CSOS Phase 1." The

artifacts are:

1. Ceiling diagnosis (one paragraph)

2. Full offer architecture (the seven points plus the structural
difference)

3. Position statement (the one paragraph)

4. Three-tier pricing with presentation script and the three objection

responses

Close: "That is Phase 1. Two hours ago you had a generic offer and a

vague pitch. Now you have an offer the buyer cannot shop, a position the
buyer can read in eight seconds, and a price you can defend on a call.

Phase 2 is voice, content, and outreach. When you are ready, open the

voice, content, and outreach builder."
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PHAS E  2

Make the right buyers aware of
your work

CHAPT E R  5

How to find your voice

Why does cleanly written copy still fail to win the buyer, even
when every sentence is technically correct?

Good copy and your voice on the page are two different things.

Good copy means the sentences work. Voice means the buyer can

recognize the strategist after five sentences, on any channel, on

any topic. Imitating admired operators builds the floor. Voice builds

the ceiling. The buyer paying $5,000 a month is paying for the

ceiling.

A copywriter who has studied paid social copy for two years can

write a clean ad script, a clean proposal, and a clean direct

message, and still sound exactly like the four hundred other

creative strategists shipping the same shape of writing on the

same platforms this week. The buyer reads four profiles, finds

nothing to remember, and prices the work as a category. Voice is

the move that changes the category.

5.1 Three voice problems that keep the buyer scrolling

The first problem is the imitation voice. The writer studies a

successful operator, absorbs the cadence, and ships sentences

that read as if they came from that operator. The hook says "most

brands are leaving seven figures on the table." The transition says
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"here's the framework I use." The buyer has read this exact

sentence shape twice already today, so the writer reads as one of

many graduates of the same course rather than as an operator

with a real account in front of them.

The second problem is the corporate voice. The writer treats the

page as a formal channel, strips contractions, replaces clear verbs

with abstract nouns, and ships a paragraph that says "I would

welcome the opportunity to discuss how I could contribute." The

buyer feels nothing because there is nothing to feel. The page

contains no opinion, no specific account observation, no human

inside the sentences.

The third problem is the desperate voice. The writer leads with a

generic compliment, asks for a chat, offers flexible rates, and

signals every kind of accommodation in case the buyer is willing to

listen. The buyer reads the opening line and the auto-responder

fires before the second line lands.

5.2 Three exercises that surface the voice already in

the strategist's head

The unedited message exercise asks the strategist to scroll their

phone and copy the longest non-work message they have sent a

friend in the last sixty days. The strategist then writes the same

idea as a public post and compares the two drafts. The friend

message has contractions, asides, and a real rhythm. The public

post has a corporate cadence the writer applied without realizing.

The fix is to keep the rhythm of the friend message and strip the

platform polish.

The friend explanation exercise asks the strategist to record a

ninety-second voice memo answering "what do you actually do for

a living, no jargon." The strategist transcribes the memo and
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compares the transcript to their public bio and service-page intro.

The transcript almost always reads cleaner, more confident, and

four times more specific than the bio. The fix is to lift sentences

directly from the transcript into the public-facing pages.

The unfiltered version exercise asks the strategist to take a recent

post they softened during editing and write it again with the

irritation intact. The unfiltered draft is rarely the final version, but it

surfaces the opinions that the polished draft buried under

professionalism. The fix is to harvest the opinions from the

unfiltered draft and edit toward calm without removing the

substance.

5.3 Voice consistency across channels

The strategist publishes on more than one surface. LinkedIn

carries the long form, Twitter or X carries the short form, Facebook

carries the conversational form, email carries the warm form, and

direct messages carry the closest form. The voice stays consistent

across all five. The formality moves up or down depending on the

channel, and the rhythm of the writer's sentences stays the same.

A specific test makes the consistency visible. The strategist writes

the same observation about a paid social pattern in four versions,

one for each public channel and one for direct messages. A buyer

who reads the LinkedIn version and the email version on different

days should recognize the same writer. If a buyer cannot connect

the two pages to one person, the voice is not consistent yet, which

means the work to do sits inside the exercises in section 5.2 rather

than on the next post.

The useful output is a one-page voice document. It should contain

five phrases pulled from the strategist's own writing, three

opinions the strategist will defend in public, three sentence
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patterns that sound natural, and three patterns to avoid because

they make the strategist sound like everyone else. The document

becomes the filter for every post, message, and proposal that

follows.

VO ICE  ACROSS  CHANNELS

LinkedIn

Long form

Your hook rate dropped

in week six. The angle

pool stayed flat. Here

is what shifted.

SHIFTS

Most formal

Twitter or X

Short form

Hook rate dropped wk 6.

Angle pool flat.

Here's what changed.

SHIFTS

Tighter, sharper

Email

Warm form

Quick observation: hook

rate dropped in week

six and the angle pool

stayed flat.

SHIFTS

Direct, conversational

Direct messages

Closest form

Saw your hook rate dip

wk 6, angle pool didn't

move. Worth a chat?

SHIFTS

Most informal

STAYS  THE  SAME

Voice signature: rhythm, opinion, specificity, point of view

Voice consistency map

5.4 Where the chapter connects to the Phase 2 prompt

The Phase 2 prompt walks the strategist through the three

exercises as a single session, captures the surfaced phrasings and

opinions in a one-page voice document, and feeds that document

into the content and outreach steps that follow. The chapter

teaches the principle. The prompt produces the artifact the

strategist uses for the rest of the year.
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CHAPT E R  6

How to build content that brings
the right clients in

Why does most creative-strategist content stay invisible to the
buyers who could actually hire the writer at five thousand a
month and above?

The default content engine on LinkedIn, Twitter, and Facebook

optimizes for engagement, because engagement is the metric the

platform reports back. A creative strategist building a service

business needs a different objective. The work of the content is to

bring the right buyer into a conversation, not to collect

impressions. The buyer with budget rarely reads the post that goes

viral. The buyer with budget reads the post that names a specific

failure pattern in a paid social account that resembles their own.

6.1 The KPI hierarchy for service-based content

Sales of signed retainers sit at the top of the ladder. Qualified

leads, meaning direct messages from buyers who match the

strategist's Ideal Customer Profile (ICP), sit one rung below.

Discovery calls booked sit below that. Inbound direct messages

from non-qualified followers sit below that. Comments and saves

sit below that. Likes, impressions, and reach sit at the bottom. A

strategist who optimizes for the bottom of the ladder will see the

bottom-of-the-ladder metric grow while the top metric stays at

zero.

A working content engine reads the ladder top to bottom. The

creative strategist writes posts that filter for one specific buyer,

accepts that the post will repel everyone outside that buyer, and
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measures whether qualified direct messages are growing rather

than likes.

CONTENT  THAT  SELLS

Signed strategy work The only top metric

Qualified calls Right buyer, real problem

Buyer DMs Specific replies from the ICP

Comments and savesUseful signal, not the prize

Likes and reachThe vanity basement

A creative strategist does not build content for applause. They build it for qualified conversations.

Content KPI ladder

6.2 The three content pillars

Problem-aware education is the first pillar. The post names a

specific operational pattern the buyer is living through this quarter,

in the buyer's language, and proposes a frame the buyer can use

even before hiring anyone. A post about a paid social account

running the same hook for nine months, with the cost-per-

acquisition drifting upward, sits inside this pillar.

Proof of thinking is the second pillar. The post shows the work,

usually as a teardown of a public ad library, a written diagnosis of

a creative pattern, or a commentary on a competitor's recent

move. The strategist who has produced one written diagnosis

hands the buyer a credential the next four strategists in the inbox

cannot match.
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Position reinforcement is the third pillar. The post describes the

operational state the buyer reaches after the engagement, in

specific and granular terms rather than aspirational language. The

post about a brand running twelve ads across four angle clusters

with one wildcard test sits inside this pillar.

CONTENT  ARCH ITECTURE

Sales-aligned content engine
Built to bring qualified buyers into a conversation, not to collect impressions.

Problem-aware

education

P I L LAR  1

A post on a paid social

account running the same

hook for 9 months while

Proof of

thinking

P I L LAR  2

A written teardown of a

public ad library, naming

the three angle patterns

Position

reinforcement

P I L LAR  3

A post on a brand running

12 ads across 4 angle

clusters with one

Content pillars diagram

6.3 Five post types

Contrarian takes name a piece of advice circulating in the industry,

identify why the advice fails for the strategist's ICP, and propose

the alternative with grounded reasoning. Social proof posts tell one

specific buyer-side story with one specific outcome, structured as

situation, move, and result. Problem-and-pain posts describe a

real account state the buyer recognizes immediately, written in the

buyer's own vocabulary. Desired-outcome posts paint the

operational picture of the buyer's business after the work lands,

with specific numbers and concrete artifacts. Direct calls to action

announce a tangible offer with explicit qualification criteria, so the

wrong buyers stop replying and the right ones identify themselves.
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6.4 Five formats

Lists work when the audience is skim-reading and the items are

tightly themed around a single argument. Carousels work when the

teaching beat needs visual structure, especially for before-and-

after comparisons inside a paid social account. Stories work when

the post carries social proof or a contrarian opinion the buyer

needs to follow through to the resolution. Text-only posts work for

opinion pieces and reactions to industry news, because the

platform rewards the format with raw distribution. Breakdowns

work when the writer has a real artifact to dissect, and they carry

the highest credibility for a creative strategist because they show

the work at the level of an actual frame, hook, or CTA.

6.5 Filter content that repels the wrong buyers

The strategist writes posts that disqualify wrong-fit buyers in the

same paragraph that attracts right-fit buyers. A post that explains

why a brand under a specific revenue threshold is hiring the wrong

role saves the strategist twenty hours of unqualified discovery

calls every month. A post that explains why the writer does not

deliver unpaid work samples filters out the agencies whose model

depends on free trials. The strategist who writes filtering content

reads as a peer with standards rather than as a freelancer hoping

to be chosen.

6.6 Where ideas come from

Voice-of-customer mining is the underlying engine. The strategist

gathers exact phrasings from the buyer's world by reading public

communities the buyer participates in, scanning the language of

job postings for creative-strategy roles, and reading the public
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reviews of agencies the buyer's category has hired and fired. Each

session of mining produces eight to twelve post hooks built on the

buyer's own words rather than the writer's invented framing.

The strategist does not need a large idea bank to start. The first

useful bank has twenty hooks: eight problem-aware posts, six

proof-of-thinking posts, four position-reinforcement posts, and

two direct calls to action. That mix gives the strategist enough

range to publish for one month without waking up each morning to

invent a topic.

6.7 Where the chapter connects to the calendar and

the prompt

Chapter 7 turns these content principles into a repeatable weekly

rhythm so the strategist stops deciding what to post each morning.

The Phase 2 prompt builds the strategist's specific pillar mix, post-

type rotation, and idea backlog as a single multi-step session,

using the voice document produced in Chapter 5 as the anchor for

tone.
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CHAPT E R  7

The 100-day content calendar

Why does the morning question "what do I post today" kill more
content engines than weak ideas or thin distribution ever do?

A creative strategist who decides what to post each morning burns

thirty to sixty minutes of mental fuel before the writing starts, and

the post that ships is a weaker version of the post the same

strategist could have shipped if the topic had been chosen the

week before. After three months of that, the strategist concludes

that content does not work for service-based creative strategy,

when the actual issue was decision fatigue rather than the content

itself.

A calendar replaces the daily decision with execution. The

strategist spends one focused session building the next one

hundred days of post topics, post types, and formats, and the

morning routine becomes "open the calendar, write the post,"

every working day for fourteen weeks.

7.1 The four-pillar weekly rhythm

The content week runs Monday through Friday. The four pillars

repeat every week so the strategist's audience starts to expect

them, and the strategist's audience starts to read the cadence as a

publication rather than as a stream of disconnected posts.

Monday carries problem-aware education, because the audience

opens the week alert to the operational issues already on their

plate. Tuesday carries proof-of-thinking, because the proof

reinforces that the strategist can solve the kind of problem named

the day before. Wednesday carries the contrarian take, because
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mid-week distribution is strongest on most platforms and the

contrarian post benefits most from share velocity. Thursday

carries position reinforcement, painting the desired operational

state for the buyer who has now read three posts that frame the

gap. Friday carries network and curated content, with one direct

call to action per month replacing the curated post on the

appropriate Friday.

FOUR -P I L LAR  WEEKLY  RHYTHM

MONDAY

Problem-aware

education

Audience opens the

week alert to

operational gaps.

TUESDAY

Proof of

thinking

Reinforces that the

writer can solve the

problem named

yesterday.

WEDNESDAY

Contrarian

take

Mid-week distribution

is strongest. Share

velocity peaks.

THURSDAY

Position

reinforcement

Paint the operational

state the buyer

reaches after the

work.

FRIDAY

Network

and curated

Light Friday. Direct

call to action once a

month.

Repeats every week. Audience reads it as a publication, not a stream.

Four-pillar weekly content rhythm

7.2 The 10-week grid plus interleaved direct-message

days

The grid maps fifty posts across ten weeks. Each row is one week.

Each cell is one post, slotted to its day and its pillar. A parallel

direct-message grid runs alongside the post grid, with five

outbound conversations per working day mapped to four message

categories that rotate Monday through Friday. The post grid and

the direct-message grid feed each other, because the buyers who

reply to direct messages this week are often the buyers who

recognized the posts of the previous three weeks.
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After week ten, the strategist spends weeks eleven through

fourteen repurposing the top-engaged posts from the first ten

weeks into expanded carousels, threads, and short videos. The

repurposing weeks compound the back catalog without adding

new ideation, and they hold the strategist to consistent volume

during the period when most self-led content engines stall.

The calendar should name the buyer, the failure pattern, the post

type, and the format in every cell. "Creative fatigue post" is too

vague to write from on a tired morning. "Why a $10M supplement

brand can run 40 new creatives and still test only three angles"

gives the strategist a real starting line.

7.3 Seven idea wells that never run dry

After the obvious topics have been mined in the first three weeks,

the strategist pulls from seven deeper wells.

Client conversations carry the first well, because every team chat

message, video comment, and email exchange the strategist has

had with a paying client contains a question the buyer was willing

to pay for an answer to. Prospect objections carry the second well,

because every objection raised in a discovery call is the silent

objection of fifty other prospects this quarter. Public communities

carry the third well, including the public forums and private group

chats where the strategist's ICP gathers. The strategist's old work

carries the fourth well, because most of the strategist's current

followers were not following a year ago, which means the year-old

posts are invisible to the current audience. Industry news carries

the fifth well, paired with a specific take rather than a headline

rebroadcast. Peer competitors carry the sixth well, where the goal

is to find the post the strategist partially disagrees with and write

the disagreement. Long-form interviews carry the seventh well,
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because a long conversation between two senior creative

strategists contains many specific opinions, anecdotes, and

examples a strategist can mine.

Each session inside one well produces enough material for one to

two weeks of posts.

7.4 One idea, four channels

The strategist takes one idea, for example the difference between

a creative brief that contains a testable hypothesis and a brief that

lists assets, and expresses the same idea four times across four

channels. The long-form version carries the idea on LinkedIn at six

to seven hundred words. The short-form version compresses the

idea into a Twitter or X thread of six to eight beats. The

conversational version expands the idea on Facebook with more

context and a slower rhythm. The warm version condenses the

idea into a short email opener for the strategist's own list. Each

version fits the rhythm of its channel, and a buyer who lives on one

of the four sees one expression rather than the full set.

7.5 Where the prompt produces the strategist's

specific calendar

The Phase 2 prompt walks the strategist through the ICP definition,

the voice document, the pillar mix, and the seven idea wells as a

single multi-step session, then produces the strategist's actual

one-hundred-day calendar with each cell filled in for the

strategist's specific buyer. The finished calendar should remove

the morning decision, not add a new planning ritual. The chapter

teaches the structure. The prompt builds the calendar.
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CHAPT E R  8

How to start conversations as a
peer

Why do the direct messages that open with "I'd love to work
with you" trigger the auto-responder before the second line
lands, while a different shape of message reaches the same

buyer's inbox and produces a real reply?

The auto-responder fires on pattern. A buyer with budget receives

the same shape of message many times every week, and the inbox

filter learns the shape. A direct message that opens with a generic

compliment, asks for a chat, mentions flexible rates, and closes

with "looking forward to hearing from you" is the exact shape the

filter was built to catch. The shape gets caught regardless of how

skilled the writer is, because the filter is matching on pattern rather

than quality.

A different shape of message slips past the filter because the filter

does not recognize it as a freelancer message. The peer-equals

message arrives as one operator noticing something specific

about another operator's paid social account and starting a

conversation about that observation. The auto-responder does not

fire. The buyer reads it. The buyer often replies.

8.1 The peer-equals frame

The creative strategist is offering value, not asking for work. That

identity matters. A copywriter who wants strategy money cannot

write like a nervous vendor asking to be allowed into the room. The

framing changes which sentences belong in the message and

which sentences do not. A peer-equals message carries one



49CSOS • adscreativestrategy.com/quiz

specific observation grounded in real account work, one opinion

about what the observation suggests, and one open question that

invites a conversation. The message does not carry generic

compliments, vague offers to help, pre-discounted pricing, or

closing servility. The intent of the message is identical to the

desperate-freelancer version, because both messages want the

buyer to engage. The execution is what changes the outcome.

A buyer who reads two messages on the same morning, one in the

desperate-freelancer voice and one in the peer-equals voice,

processes them in two different parts of the inbox. The first goes

to mute. The second receives a real reply within the working day in

roughly one out of every five sends, often higher when the

observation matches a recent shift in the buyer's account.

TWO  SHAPES  OF  DM

Desperate freelancer DM

"Hi! I love your content

and your work looks amazing.

I'd love to work with you.

I can offer flexible rates and

quick turnarounds. Are you

available for a chat? Looking

forward to hearing from you!"

Generic compliment opener

Asks for a chat

Pre-discounts pricing

Closes with servility

Peer-equals DM

"Noticed nine of your last

fourteen ads run the same

identity-led hook with the

same body. Hook rate looks

like it dropped around week

six. Worth a quick read on

the angle pool if useful?"

Opens with a specific observation

Reads as one operator to another

No rate disclosed, no ask for a chat

Open question invites a real reply

VS

Peer-equals vs desperate-freelancer DM comparison
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8.2 The channel matrix

Different ICP types live on different platforms, and the channel

decides the approach more than the script does. SaaS founders

and chief marketing officers concentrate on LinkedIn, with Twitter

or X as a secondary surface for the technical and indie subset.

Course creators and coaches concentrate inside Facebook groups

and on Instagram. Indie hackers and technical founders

concentrate on Twitter or X, where reply threads carry warmth that

direct messages alone cannot replicate. Established chief

marketing officers at mature brands rarely respond to cold direct

messages on any channel; the working approach is to appear as a

guest on a podcast they already listen to and send a warm

message after the episode. Vertical specialists in a specific

industry live inside niche group chats, where the strategist lurks

for two weeks before sending any first message at all.

A strategist who picks one primary channel for one ICP and runs

that channel until they have sent one hundred messages will learn

more from the data than a strategist who multi-channels from day

one.

8.3 Four message categories

Introduction messages are sent without prior contact and carry the

entire weight of the relationship in one note. The script leads with

the specific observation, names what the observation suggests,

and asks one open question. Comment-based messages are sent

after the strategist has engaged on the buyer's public posts for at

least two weeks, and the message extends a conversation that the

comment thread started. Mutual-network messages are sent

through a shared connection or a shared community, and they

reference the bridge explicitly so the warmth carries into the inbox.

Value-first messages lead with a useful artifact already produced,
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usually a written teardown of the buyer's paid social account, and

they include the explicit line "no pitch, no follow-up" so the

strategist's intent stays clear.

Reply rates rise as the messages move from cold introduction

toward warm mutual-network and value-first. The strategist who

builds a working pipeline rotates across all four categories rather

than relying on cold introduction alone, because mutual-network

and value-first carry warmth that introduction messages cannot

manufacture.

Every message should pass one test before it gets sent. If the

buyer removed the sender's name, would the observation still

prove that the sender looked at the buyer's actual business? If the

answer is no, the message still belongs in draft.

8.4 What to do when the auto-responder fires first

The auto-responder is a wall on the first attempt and a

manageable obstacle on every attempt after that. The strategist

waits twenty-four hours, deletes the original message inside the

platform's edit window, and resends the same observation under a

different opening line. If the second attempt also returns the auto-

responder, the strategist switches channels and sends the same

observation on a platform where the buyer's filter has not

memorized the pattern. The strategist also engages with the

buyer's next public post in a substantive comment, so the third

message a week later arrives with the writer's name already

familiar. The auto-responder turns from a wall into a thirty-day

path to a real reply.
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8.5 Where the chapter connects to the Phase 2 prompt

The Phase 2 prompt customizes the message scripts for the

strategist's specific ICP, channel, and voice. The chapter teaches

the principle of peer-equals positioning. The prompt produces the

strategist's actual library of opening messages, follow-ups, and

reply moves, ready to send Monday morning of week one.
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PHAS E  2  MAST E R  P ROMPT

Voice, content, and outreach
builder

This prompt walks you through Phase 2 of the Creative Strategy

Operating System (adscreativestrategy.com/quiz) in one session. Run

the offer, position, and pricing builder first. Bring those outputs to this

chat. Open a new chat assistant. Paste the entire block below as your

first message. Plan for 60 to 90 minutes. By the end you will have a

written voice profile, a content thesis, a 100-day calendar with 50

specific posts, and a peer-equals DM library of 12 paste-ready

scripts.

PHASE  2  OUTPUT

Run the prompt. Leave with assets.

Voice

a one-page identity
filter

Content

50 posts that attract
the right buyer

DMs

12 peer-equals scripts
ready to send

This is why the book is longer. The prompts turn reading into business infrastructure.

Phase 2 prompt output card

Run this prompt in: any capable chat assistant

You are the voice, content, and outreach builder for the Creative

Strategy Operating System (CSOS). You take a creative strategist's Phase
1 outputs and walk them through Phase 2 in a single session. There are

four steps in this phase, one per chapter, and by the end the strategist

has a voice profile, a content thesis, a 100-day calendar, and a 12-

script DM library, all paste-ready.

Voice rules for your own writing:
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- Write directly, specifically, and confidently in a professional book

voice.

- Use no em dashes and no en dashes.

- Avoid the "It is not X. It is Y." cadence, the "X isn't this. Y is."
cadence, and any contrast-pair sentence shape used as a rhetorical move.

- Avoid corporate filler.

- Avoid named teachers, marketers, or copywriters, and avoid borrowed

framework names, working with concepts only.

- Use plain text dates only.

- Avoid hedge words.
- Recognize progress at every step.

Refusal protocol when an answer is vague, generic, or off-template:

1. Name the specific weakness in one line.

2. Show one worked example set inside a creative-strategy engagement,

with no personal names and no real client names.

3. Re-ask the question and do not advance.

There is no question limit on any step.

Start the session now.

---

OPENING

Welcome back to Phase 2 of the Creative Strategy Operating System,

paired with adscreativestrategy.com/quiz.

Phase 1 gave you the foundations of offer, position, and price. Now we

wrap those in voice, content, and conversations so the right buyer comes

to you.

There are four steps in this phase:

Step 1, surface your voice. Three exercises produce a written voice
profile.

Step 2, build your content thesis. Three pillars and the user's specific

spin produce five sample posts in the user's voice.

Step 3, generate your 100-day content calendar. Ten weeks at five posts

a week produce 50 specific post angles.

Step 4, customize your peer-equals DM library. The output is twelve
paste-ready scripts across four categories.

Plan for 60 to 90 minutes. We move when each step is solid, not before.

Before we start, paste in your Phase 1 outputs, specifically your offer

architecture (the seven points), your position statement, and your

specific buyer (industry, revenue band, role).

If you do not have those, stop here, run the offer, position, and

pricing builder first, and come back when Phase 1 is locked.

---

STEP 1. SURFACE YOUR VOICE.



55CSOS • adscreativestrategy.com/quiz

There are three exercises in this step. Run all three before assigning a

voice profile.

EXERCISE 1. The unedited message.

1.1 Open your phone and find the last message you sent to a close friend

explaining something you actually care about, whether that is marketing,

your day, a movie, or anything else. Paste 200 to 400 words of it

without editing, since the whole point is the unedited register.

If the user does not have anything like that, ask them to write 200

words right now to a friend explaining one frustration they have with a

current client or project. They can write it in their phone or any

messaging app and then paste it in.

EXERCISE 2. The friend explanation.

1.2 In 200 to 300 words, explain to a non-marketing friend what creative

strategy actually is and why it is worth paying for. Use the out-loud

register and no jargon, writing as if the friend will interrupt you

thirty seconds in when you start sounding like a guru.

EXERCISE 3. The unfiltered version.

1.3 Write 150 to 250 words about something in your industry that

genuinely annoys you, drawing on real annoyance rather than performative

annoyance. The annoyance might land on the way creative strategy gets

taught, the way prospects shop on price, the way agencies bill, or the

way the platforms reward bad posts. Pick whatever is actually under your
skin and write to that.

VOICE PROFILE OUTPUT.

After all three exercises, read the user's writing and produce a written

voice profile. Pull the actual words from their writing. Do not invent.

```

Voice profile

5 phrases that sound like you:

1. [pulled from the writing samples, exact phrasing]

2. [...]
3. [...]

4. [...]

5. [...]

5 phrases to never use again:

1. [generic phrasings they used, e.g., "drive results," "full-funnel

growth," "performance engine"]
[if none showed up, say "none of the standard generic phrasings

appeared, you write cleaner than most"]

Sentence rhythm:

[a one-paragraph description of how their sentences move. Use specifics

from their samples.]

Voice keywords:
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[5 to 8 words or short phrases that recur in their writing and that they

should keep using on purpose]

What you sound like:
[a one-line summary, drawn from the actual register of their writing]

```

Read the profile back to the user and ask whether it matches how they

hear themselves. If they push back, ask which line is off and rework

that line.

REFUSAL CHECK.

If the user's three exercises read like generic copywriter prose, refuse

to advance. Tell them: "That sounds like someone trying to sound like a

marketer, and your voice is somewhere underneath that. Walk into another

room, tell me out loud what you actually think, and type what you said.
We will redo this exercise."

Recognize: "You just locked your voice. From now on every post, every

DM, every email runs through this profile. Move to Step 2."

---

STEP 2. BUILD YOUR CONTENT THESIS.

There are three content pillars, and the step asks for the user's

specific spin on each.

2.1 Walk through the three content pillars.

Pillar 1, problem-aware education. These posts name a specific problem

the buyer feels and walk through how to think about solving it, which

builds authority and brings problem-aware buyers in.

Pillar 2, proof-of-thinking. These posts show how the strategist thinks
through teardowns, before-and-after analysis, and the reasoning behind a

real decision, which brings buyers who care about strategy depth.

Pillar 3, position-reinforcement. These posts reinforce the structural

difference from the offer architecture with stances like "Why I work

with X-revenue brands only," "Why I refuse per-ad pricing," and "Why my
retainers start with a 30-day audit," which brings buyers who already

need exactly what the strategist sells.

2.2 For each pillar, ask the user to write one post idea (topic and

angle, not the full post yet) that pulls from their voice profile,

speaks to their specific buyer, and reinforces their structural

difference.

Critique each idea, refuse generic ones, and push the user for

specifics.

2.3 Now generate five sample posts, one per category. Each post 150 to

350 words, in the user's voice, ready to ship.

Post 1, contrarian. State a position most peers in the user's market
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disagree with, and defend it with one specific creative-strategy

example.

Post 2, social proof. Write a teardown of one win, using a real
engagement if the user has one or a public-brand teardown if not. Lead

with the outcome and walk back the steps.

Post 3, problem post. Open with one sentence that names the buyer's pain

in their words, then walk through three things most people get wrong

about that problem.

Post 4, desired outcome. A post that paints what the buyer's business

looks like 90 days after the work is done, written specifically and

numbered where defensible.

Post 5, direct CTA. Write a post that ends with a soft pitch along the

lines of "Here is what I do. Here is who I do it for. If that sounds
like you, reply and I will send the brief."

2.4 Write each post, read each one back, and run each through the voice

profile. If a sentence reads more like a generic post than the user's

voice, rewrite it.

Recognize: "You just generated five posts that beat 90 percent of what

shows up in your feed. The pattern repeats. Now we do 100 days. Move to

Step 3."

---

STEP 3. GENERATE YOUR 100-DAY CONTENT CALENDAR.

Walk through these questions before generating the calendar.

3.1 What is your platform? Pick one of LinkedIn, X, Instagram, or

Threads for the first 100 days. Refuse if the user picks more than one,

and tell them: "We pick one platform, and after 100 days you can layer
the second."

3.2 What is your posting cadence? Five days a week is the target. If

less, push: "We need five a week to hit 100 posts. If you cannot commit

five, commit four and shift to 125 days. Do not go below four."

3.3 What time of day will you post, and what time of day are you in your

seat to engage? Engagement matters more than the post. Without 30

minutes of engagement after each post, the post dies.

3.4 What is your buyer's location and time zone? When are they on the

platform? Adjust posting time to match.

3.5 What is your existing content stock? List drafts, half-done

thoughts, voice memos, screenshots, and ideas in your notes, since

anything written down is something we can mine for the first 30 days.

3.6 What is the single result that would make 100 days of effort worth

it? The most realistic answer for most new creative strategists is three
to five inbound conversations from the right buyer.
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3.7 Is there a specific event in the next 100 days you want the calendar

to build toward, such as a launch, a sprint kickoff, or a sales window?

3.8 What is your idea-storage system? Where does a post idea go when you
have one at 11pm on a Tuesday? It can be a note-taking app, a single

doc, or any other tool. Pick one and use only that one for 100 days.

CALENDAR STRUCTURE.

Now generate the 100-day calendar across ten weeks at five posts per
week, using this four-pillar weekly rhythm.

- Monday carries problem-aware education.

- Tuesday carries proof-of-thinking.

- Wednesday carries position-reinforcement.

- Thursday alternates between problem-aware education and proof-of-

thinking each week.
- Friday alternates between position-reinforcement and a direct CTA each

week.

For each of the ten weeks, generate five specific post titles or angles

in the user's voice. The post should be specific enough that the user

could sit down and write it in 20 minutes. A title like "Lessons from my
first client" reads as too vague, while a title like "The 30-day audit I

ran on a $12M DTC supplement brand and the three patterns I had not seen

before" reads as specific.

Output format:

```

Week 1

Mon. [post angle, one line]

Tue. [post angle, one line]

Wed. [post angle, one line]

Thu. [post angle, one line]

Fri. [post angle, one line]

Week 2

[...]

```

After all ten weeks, list the seven idea wells the user mines after day
100:

1. Real client work, anonymized.

2. Public-brand teardowns from the ad library.

3. Discovery call patterns the user keeps hearing.

4. Disagreements with peers in the space.

5. Mistakes the user has made and what they learned.
6. Reader questions from DMs, comments, and replies.

7. Industry signals and what they mean for the buyer.

Run a critique pass by reading ten of the fifty post angles back to the

user. If any read generic, rewrite them in the user's voice.

Recognize: "100 days of post angles. You will not run out of ideas

before the calendar runs out. Move to Step 4."
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---

STEP 4. CUSTOMIZE YOUR PEER-EQUALS DM LIBRARY.

There are four categories with three scripts each, for twelve scripts in

total.

CATEGORY 1. INTRODUCTION DMs.

These messages run cold, but they are warmed by one specific

observation.

4.1 Walk through the template:

```

[Personal greeting + one specific thing you noticed about their work in
the last 30 days, in one sentence].

[One observation about a pattern in their category, ideally with a

specific number].

[A soft offer to share something useful, no ask].

[Sign-off].

```

4.2 Generate three customized intro DMs in the user's voice for the

user's specific buyer, and ground each one in real-feeling specifics.

4.3 Critique each DM, refuse generic openers like "Loved your post,"

refuse the pitch in the first DM, and push the user to make the

observation actually specific.

CATEGORY 2. COMMENT-BASED DMs.

The user sends these after two to four weeks of leaving thoughtful

comments on the prospect's posts.

4.4 Walk through the template:

```

Hey [name], [reference the comment thread or a recent post they made,

one sentence].

[One thing you have been thinking about in their space that connects to

that post].

[Soft pitch only if relevant: "I do X for Y. If that ever lines up,
would love to chat."]

[Sign-off].

```

4.5 Generate three of these, varying by post type across a post about
strategy, a post about a hire, and a post about a result.
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CATEGORY 3. MUTUAL-NETWORK DMs.

The user sends these after a connection acceptance, or after a shared

connection mentions them.

4.6 Walk through the template:

```

Hey [name], [name of mutual or context of connection].

[One specific reason you reached out, tied to their work].

[Question or soft offer, not a pitch].

[Sign-off].

```

4.7 Generate three of these mutual-network DMs.

CATEGORY 4. VALUE-FIRST DMs.

The user sends these with a specific resource, audit observation, or

piece of work, with no ask attached.

4.8 Walk through the template:

```

Hey [name], spent 20 minutes on your [specific asset: ad library, latest

landing page, last 30 days of posts].

[3 to 5 bullets: specific observations, with specific numbers or

specific patterns].

[Soft offer or no offer at all: "If you want me to walk through what I

would test first, send me a calendar link. If not, no worries, sending

this in case it is useful."]

[Sign-off].

```

4.9 Generate three of these value-first DMs, since the value-first DM is

the highest-converting category, and make each one especially specific.

DM LIBRARY OUTPUT.

Print all 12 scripts back in a clean format the user can paste into

their idea-storage doc. Label each (Intro 1, Comment 1, Mutual 1, Value-

first 1, etc.). The user adapts each one per prospect, but the

structures stay locked.

Recognize: "Twelve scripts in your voice that beat templated DMs. You

will send fewer DMs and get higher reply rates."

---

PHASE 2 RECAP.
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Print everything the user now has:

1. Voice profile (five phrases to use, five to avoid, sentence rhythm,

voice keywords, one-line summary)
2. Content thesis (three pillars with their specific spin)

3. Five sample posts in their voice

4. 100-day content calendar (50 post angles)

5. Seven idea wells for post-day-100 self-renewal

6. Twelve-script DM library

Tell the user to paste everything into their CSOS working document, in a

Phase 2 section.

Close: "That is Phase 2. The calendar gives you five months of content.

The DM library gives you outreach that does not sound like every other

freelancer's. The voice profile makes everything you write recognizable.

Phase 3 is the part where buyers reply, calls happen, and money moves.
When you are ready, open the closing and delivery operator."
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PHAS E  3

Sell, close, and deliver without
discounting yourself

CHAPT E R  9

How to do a creative strategy
audit

Why do most creative strategists open a first call sounding like
task-doers, and what auditing skill changes that perception

inside ten minutes?

9.1 The principle

The strategist who can read a brand's creative engine in ten

minutes earns the right to charge like a strategist. The strategist

who cannot earns task wages. Auditing is the central skill

underneath every other move in this book, because diagnosis is

what creative strategy actually is. The brief is downstream. The

hook is downstream. The price is downstream. The audit is the

work.

A creative strategy audit comes in two forms. The quick form

scans an ads library or a shared ad account in roughly ten minutes

and produces a sharp opening for a discovery call. The detailed

form runs the full pre-call analysis and produces the one-page

diagnostic that earns the engagement.
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AUD IT  SNAPSHOT

A strategist sees the pattern before they sell the work

Ad library scan

Hook A

Hook A

Hook B

Hook A
Pattern: 3 of 4 clusters repeat one hook.

Diagnostic read

The account is testing formats while the

message stays almost unchanged.

Next move: test two new problem-first angles

before producing more variants.

The audit makes the copywriter look like a strategist before the proposal exists.

Creative audit snapshot

9.2 The ten-minute creative strategy audit

This is the audit a strategist runs before a discovery call, or while

sitting on a podcast, or in the first ten minutes after a prospect

drops their ads-library link. The strategist makes five moves, and

each one is fast.

Count the active ads and the variant rotation cadence. A brand

running fourteen active ads with the last rotation eight weeks

ago has hook fatigue.

Cluster the ads by message angle, not by visual format. If nine

of fourteen ads use the same angle, the brand has been

testing format while keeping the message constant.

Compare the static-to-video ratio against the brand's stage. A

growth-stage DTC brand running eleven statics to three videos

is under-investing in the format that scales.

Check the audience identity inside the creative, which lives in

the talent on screen, the language, and the framing. If the

talent identity drifts across variants while the message stays
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solution-aware, the audience pool widened past what the

message was built to convert.

Read the hero offer on the destination page against the

strongest hook in the ad set. Misalignment between ad

promise and landing-page promise is the leak that no creative

test will fix.

Five moves and ten minutes give the strategist one defensible read

of the engine.

9.3 The detailed creative strategy audit

The detailed audit covers seven areas before the discovery call.

Each area produces one observation.

Audience identity inside the creative shows the pool the ads

are actually built to convert.

Hooks tested in the last ninety days form the angle map across

all active and recently retired ads.

Creative format mix covers the ratio of static, video, and UGC

against the brand's stage and channel.

Hypothesis pattern records whether each batch of ads tested

a real hypothesis or recycled the last winner.

Production cadence measures how often new variants ship

and how that pace compares to category benchmark.

Landing-page continuity shows whether the ad and the

landing page tell the same story.

Reporting and decision speed shows whether the brand reads

ad-level data weekly and acts on it.

The seven areas double as the question stack on the discovery

call. Some prospects open three of them upfront, others open all

seven, and the strategist follows the thread that surfaces.
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The creative strategist should not turn the detailed audit into a

twenty-page report. The useful version fits on one page because

the prospect needs a decision tool, not a research archive.

9.4 The critique pattern

The audit teaches a specific style of feedback. One strength

comes first. Two areas for improvement follow, framed as "room

for improvement," never delivered as raw critique. The reason is

simple: the prospect needs to feel seen, not graded, before they

will hand over the access required to do the work.

A worked sample sounds like this. "The strongest move in your

current creative is the founder-led UGC angle, which is doing the

heavy lifting on the original audience. There is room for

improvement on two layers. The variant pool has drifted from

solution-aware viewers to a wider mix of identities, and the hook

rate has fallen with the drift. The landing page still leads with a

benefit-first headline, while the strongest ads have moved to a

problem-first frame, and the gap is costing conversion."

The structure stays locked across every audit the strategist

delivers. One strength leads, two areas for improvement follow,

and the language stays framed as room rather than raw critique.

9.5 The one-page diagnostic deliverable

The detailed audit ships as a one-page diagnostic. The page fits

four sections, in order, and the prospect could quote the page

back to their team in the next meeting.

1. The summary. One short paragraph naming the state of the

engine in plain language.

2. The observations. Three to five specific observations, each

tied to a public source.
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3. The hypothesis. One short paragraph on the most likely

cause-and-effect story tying the observations together.

4. The recommended next step. One specific move with a

window and a measurable outcome.

DEL IVERABLE  STRUCTURE

CREAT I V E  STRATEGY  D I AGNOST I C

For [Brand Name] | Prepared by [Strategist]

01
The summary

One short paragraph naming the state of the
engine in plain language.

02
The observations

Three to five specific observations, each tied to
a public source.

03
The hypothesis

One short paragraph on the most likely
cause-and-effect story tying the observations

04
Recommended next step

One specific move with a window and a measurable
outcome.

Fits on one page. The buyer can quote it back to the team in the next meeting.

One-page creative strategy diagnostic

The deliverable does two things at once. It demonstrates that the

strategist can think, and it shows the prospect what working with

this strategist looks like before any contract is signed. The buyer

who reads the page and does not reply was never the buyer. The

buyer who replies usually replies fast.

9.6 The bridge

The audit is the foundation for the next two chapters. Chapter 10

walks the discovery call that runs from the audit. Chapter 12 walks

the delivery cadence that turns the audit into a renewable retainer.
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The audit is also the asset that opens the Phase 3 prompt, where

the strategist applies the seven areas to a real prospect and

produces the page. The work of becoming a creative strategist is

the work of running this audit until the moves become automatic.
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CHAPT E R  1 0

How to lead the discovery call

Why do most creative strategists lose the call inside the opening
ninety seconds, and what changes when the strategist sets the

frame instead of letting the prospect set it?

10.1 The principle

Every discovery call has a frame, and the first person to set it

controls the conversation. The frame is the unwritten agreement

about who is diagnosing whom. There are only two frames that

ever surface. Either the prospect is interviewing the strategist, or

the strategist is diagnosing the business. The first frame collapses

the call into a job interview where the prospect sets the agenda,

the scope, and the price. The second frame turns the call into a

Tuesday morning consult where the price becomes a function of

the diagnosis.

The strategist sets the frame in the opening ninety seconds. The

rest of the call carries the frame forward through five clean acts.

SALES  CALL  MAP

1

Set frame

diagnosis before

price

2

Expand problem

ask, echo,

narrow

3

Expose cost

month, quarter,

year

4

Show mechanism

why this work

fixes it

5

Anchor price

name tiers, stop

talking

The call is not an interview. It is a controlled diagnosis.

Five-act discovery call map
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10.2 The opening ninety seconds

The strategist speaks first and sets the agenda before any other

question lands. The opening goes something like this. The

strategist thanks the prospect for jumping on, names the agenda

for the call, sets the expectation that the first twenty minutes will

be questions about the business, and signals that pricing comes

after the diagnosis. The strategist then pauses and waits for the

prospect to agree. The agreement is the frame locking in.

The pause is the frame. A strategist who skips the pause hands

the steering wheel back to the prospect, and the call quietly slides

into frame one without anyone noticing.

10.3 The five-act discovery call structure

Each act has one purpose. Skip an act and the next one collapses.

Act one, set the frame, ninety seconds. The strategist opens with

the agenda, establishes that diagnosis comes before any proposal,

and waits for the verbal agreement that confirms the prospect is in

the chair.

Act two, expand the problem, fifteen to twenty minutes. The

strategist runs audit-style questions from Chapter 9 in a tree,

broad to narrow, takes notes visibly, and echoes the prospect's

exact language back into the room. The strategist sits with the

problem and never offers a solution inside this act, no matter how

obvious the fix becomes.

Act three, expose the cost of inaction, five to eight minutes. The

strategist moves the prospect from describing the bottleneck to

naming the cost of the bottleneck, asking the per-month cost, the
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per-quarter cost, the per-year cost, the team cost, and the

personal cost, in that order. Each question pulls the cost wider, and

the prospect names the urgency without the strategist selling it.

Act four, present the mechanism, five to seven minutes. The

strategist restates the diagnosis in the prospect's own language,

names the theory of why the work fixes the bottleneck, and only

then sketches the shape of the work in a few short clauses. The

mechanism is one paragraph of thinking rather than a list of

deliverables, because deliverables get negotiated while theories

get bought.

Act five, anchor the price, three to five minutes. The strategist

presents three tiers, names the middle as the recommended

option, and stops talking. The prospect either asks a clarifying

question, picks a tier, or asks for time. The strategist holds the

number, holds the silence, and never softens the price in real time.

The call succeeds when the prospect can repeat three things

before the call ends: the problem, the cost of leaving it alone, and

the shape of the work that fixes it. If the prospect only remembers

the list of deliverables, the strategist presented too early.

10.4 The "send a proposal" exit

When the prospect asks for a written proposal instead of saying

yes on the call, the request reads as a soft signal, not a literal ask.

The strategist redirects with one short move. The strategist asks

what specifically would help the prospect inside the proposal,

time-boxes the document to a short turnaround, and books a

fifteen-minute follow-up call to walk the document together. The

follow-up call is the move that keeps the deal alive. Without it, the

document lands in an inbox alongside forty other emails and dies.
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The proposal stays short. One page is a closing document. Six

pages is a stalling document. The page restates the diagnosis,

names the theory, sketches the shape of the work, lists the three

tiers, and ends with one sentence on what happens next.

10.5 The bridge

This chapter teaches the spine of the call. The Phase 3 prompt

runs the actual call simulation, refusing vague answers and

pushing the strategist through every act until the call lands clean.

The simulation is where the moves become automatic, and the

prompt is the surface where the work happens.
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CHAPT E R  1 1

How to handle objections and turn
projects into retainers

Why do creative strategists keep getting paid per task when the
actual work is strategic, and which specific moves turn one-off
projects into ongoing retainers?

11.1 The principle

Per-task pricing reflects per-task framing. The framing changes

when the strategist controls the conversation around outcomes

rather than deliverable lists. A creative strategist who answers

every prospect question through the lens of business outcomes

will produce retainer conversations. The same craft, framed

around tasks, produces five hundred dollar project quotes.

11.2 The six objections that kill price

Most prospect conversations stall on one of six objections, and

every other objection is a variant of these.
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OBJECT ION  MATR IX

What they say What it means Strategist response

Too expensive They cannot see the cost
of the problem

Ask what the current spend has
produced

Send proposal They want decision
safety

Book the follow-up before
sending it

Need sample They want risk removed Offer a paid diagnostic, not
free work

Cheaper option They compare you to
production

Reframe around diagnosis and
outcome

Objections are not attacks. They are places where the creative strategist has not created enough certainty yet.

Objection response matrix

The first sounds like a budget cap. The prospect says the budget

is five hundred dollars, or any number well below the quote. The

reframe acknowledges the number, then asks what that level of

spend has produced so far. The conversation moves from price to

outcome.

The second sounds like reflection. The prospect says they want to

think about it. The reframe surfaces what specifically needs

thinking, which moves the conversation from delay to a named

decision.

The third sounds like process. The prospect asks for a proposal.

The reframe asks what the proposal needs to contain and who else

will see it, which moves the conversation from document to

decision-making structure.

The fourth sounds like skepticism. The prospect mentions a

previous creative strategist who did not deliver. The reframe

names the two patterns that usually cause that outcome, a missing
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diagnosis or a tactical brief sitting on top of a strategic problem,

and asks the prospect which one they experienced.

The fifth sounds like risk reduction. The prospect asks for a free

trial or a sample variant. The reframe replaces the free trial with a

paid two-week diagnostic at a fixed lower fee, where the

deliverable is a written audit and a sixty-day plan.

The sixth sounds like comparison shopping. The prospect

mentions cheaper options on freelance marketplaces. The reframe

acknowledges the cheaper market as a real category, then

positions the work as a different category, diagnosis-led with

weekly reporting and a defined outcome.

11.3 The task-to-retainer transition

Most creative strategists stay stuck under two thousand dollars a

month because they keep closing five hundred dollar projects

when the same conversation could have produced a four thousand

dollar monthly retainer. The transition runs on four moves inside a

single conversation.

The first move is to diagnose before quoting. When a prospect

asks for three ad concepts, the retainer-aware response asks

about the larger creative system those concepts will sit inside. The

second move is to surface the bigger gap during the diagnosis,

naming the upstream pattern back to the prospect in their own

words, without pitching. The third move is to offer two paths in the

proposal: one as a fixed-fee project, the other as a ninety-day

creative strategy retainer that includes the project. The fourth

move adds a fourteen-day write-out clause to the retainer, where

the prospect can end the engagement after two weeks if the work

is not landing. The retainer becomes the safer choice because the

real commitment is structurally smaller than it appears.
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The strategist does not force every task into a retainer. Some

projects should stay projects. The retainer only belongs when the

diagnosis reveals an ongoing decision problem: weekly briefs, test

interpretation, kill-or-scale calls, and creative direction that repeats

every month.

TASK  TO  RETA INER

$500 task

"Write me 3 ad concepts."

START

$4,000 retainer

Manage the creative engine.

END

MOVE  1

Diagnose

before quoting

MOVE  2

Surface the

bigger gap

MOVE  3

Offer two

paths

MOVE  4

Add 14-day

write-out

Same conversation. Different framing. Diagnosis-led, not deliverable-led.

Task-to-retainer transition path

11.4 The fourteen-day, five-message follow-up

sequence

Most deals do not die, they go quiet. A paced five-message

sequence keeps the conversation visible without slipping into

desperate signaling.

The first message goes out two days after the call as a written

recap and a proposed next step. The second goes out on day five

as a relevant resource sent without an ask. The third goes out on

day nine as a light check-in that offers an honorable out if the

timing is wrong. The fourth goes out on day eleven as a graceful

exit, noting that follow-up will pause and that the door stays open.

The fifth goes out on day fourteen as an optional final touch, sent

only if the strategist has something genuinely useful to share.
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After day fourteen, the sequence stops. The deal will return in sixty

to one hundred and twenty days when the prospect's situation

changes, or it will not. Following up beyond day fourteen with no

response damages the relationship for any future re-engagement.

11.5 Closing tie-back

The Phase 3 prompt walks through the full conversation with the

strategist's actual ICP. The prompt simulates the six objections,

builds paste-ready responses in the strategist's voice, runs the

task-to-retainer transition on a real prospect scenario, and

constructs the five-message follow-up sequence specific to the

strategist's service line. The Creative Strategy Operating System

sits at adscreativestrategy.com/quiz, and the prompt at the end of

this phase is where the work happens.
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CHAPT E R  1 2

How to deliver work that gets you
renewed

Why do most creative strategists fail to get renewed even when
their work is good, and what changes when delivery starts with
a written diagnosis the client could quote in their next meeting?

12.1 The principle

The deliverable starts with a diagnosis. Tasks do not compound

into renewal conversations, because tasks read as activity rather

than strategic progress. Diagnoses compound, because every

weekly report ties back to the original frame and shows movement

against a named bottleneck. A creative strategist who ships a

written diagnosis early in the engagement gives the client an

artifact they can quote in their own internal meetings, which is

what makes the strategist memorable when the renewal question

arrives.

12.2 The deliverable-as-diagnostic frame

Every project opens with a one-page written diagnosis. The page

names the bottleneck in two or three sentences, states the theory

of the work, lays out the next ninety days in five to seven specific

weekly outputs, and commits to a falsifiable predicted outcome.

The client reads the page once and immediately knows what they

bought, which gives the work surface area beyond the strategist's

inbox.
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12.3 The weekly client report structure

The weekly report ships every Friday afternoon, in the same

channel, in the same format. The first section is a single short

paragraph at the top covering the most important strategic

observation from the week, written before anything else. The

second section is three bullets of what shipped, named

specifically. The third section is three bullets of what is next, with

expected ship dates. The fourth section is one strategic

observation about a broader pattern in the business, which is the

line the client forwards internally. The fifth section lists the

questions that need a client decision this week. Total length stays

around half a page.

The report should be written so the client can forward it without

explanation. If the client needs to translate the strategist's work for

their team, the strategist has added work to the client's week

instead of removing it.

12.4 The first thirty days

The first thirty days of a creative strategy engagement run on a

locked cadence:

Day one covers onboarding, access requests, and a written

kickoff doc that frames the relationship as professional from

the first hour.

Week one covers the data dive, two interviews with internal

stakeholders, and the one-page diagnosis shipped on day

four.

Week two covers the first quick win, scoped to be visible by

the end of the second week, with the first weekly report sent

on Friday.
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Week three covers the scaled work, with the second weekly

report covering early signal from the quick win.

Week four covers the first measurable result, with the third

weekly report carrying the result as the renewal anchor.

The day-four diagnosis is non-negotiable. The week-two quick win

matters more than the week-four scaled result, because clients

judge engagements on the first fourteen days. The week-four

measurable result is what anchors the renewal conversation in

week eight.

DEL IVERY  TO  RENEWAL

Day 1

Kickoff doc

client knows the

frame

Day 4

Diagnosis

client can quote

the problem

Week 2

Quick win

trust becomes

visible

Week 4

Measured result

renewal has proof

Week 8

Renewal ask

continuity is

obvious

Renewal is built in the first 30 days, not rescued in the final week.

First 30 days delivery map

12.5 The results board

The results board is a single running document that lists every

meaningful win across every client engagement, updated every

Friday after the weekly reports go out. Each entry names the client

(with permission), the service line, the date, what changed, why it

changed, the deliverable that drove the change, and a quotable

line that captures the strategic insight. The board feeds

testimonials, case studies, fresh ammunition for discovery calls,
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data behind the next pricing tier, and a content backlog where

every entry can become a teardown post or a strategic

observation thread.

12.6 Asking for renewal at month two

Renewal asks happen in week eight, not week twelve. By month

four the client is comparing the strategist against alternatives and

listening to cold pitches from other strategists. By month two the

client is still inside the trust window, and the conversation is about

locking in continuity. The ask is direct and short, recommends a

specific shape for the next quarter, and offers optionality for

expanded scope. Asking early surfaces a yes thirty days before

the current commitment ends, or a no with thirty days of runway to

find a replacement engagement.

12.7 Closing tie-back

The Phase 3 prompt builds the strategist's one-page diagnosis

template, weekly report template, and thirty-day plan, applied to a

specific current or prospective client. The prompt also runs the

renewal ask in the strategist's voice and constructs the results

board structure for the strategist's service line. The Creative

Strategy Operating System sits at adscreativestrategy.com/quiz,

and the prompt at the end of this phase produces the assets that

turn delivery into renewal.
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CHAPT E R  1 3

How to know which kind of brand
you are building

Why are most creative strategists and copywriters reading this
book building service-based brands, and why are the other two
brand types mentioned briefly so the strategist can decide

which game they are actually playing?

13.1 The principle

Most creative strategists working toward a first five thousand

dollar project are building a service-based personal brand. The

other two brand types exist, and a small number of strategists will

land on one of them, but they require different timelines, different

metrics, and different daily work. The rest of this book is written

for the service-based default.

13.2 Service-based brand

A service-based brand sells the strategist's time and thinking to a

small number of buyers at a high rate. The work runs on three

pillars. The Profile is where a visitor decides in five seconds

whether the strategist is for them. The Content is where the right

buyers decide the strategist knows the work. The Conversations

are where relationships turn into revenue. A great profile with weak

content produces no inbound leads, strong content with a leaky

profile loses the leads it does generate, and both of those without

proactive conversations leaves money on the table for the entire

first year.
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The KPI ladder for a service-based creative strategist runs from

sales closed at the top, down through qualified leads, discovery

calls booked, inbound DMs from potential clients, comments on

posts from the target audience, and finally general engagement at

the bottom. Most stuck strategists invert this ladder and spend

eighty percent of their effort on the bottom rung.

THREE  BRAND  TYPES

D E FAU LT  FO R  TH I S  BOOK

Service-based

PR IMARY  METR IC

Sales of signed retainers

WHO  I T  SU ITS

Strategists with under 12

months of runway, moving

from craft into business.

T IME  TO  F IRST  SALE

30 to 90 days

LONG  T IM E L I N E

Creator-based

PR IMARY  METR IC

Audience growth, then

product revenue

WHO  I T  SU ITS

Operators with 18-24 months

of runway and another

income source.

T IME  TO  F IRST  SALE

12 to 24 months

VA L I DAT I ON  F I R S T

Product-first

PR IMARY  METR IC

Product-validated demand

WHO  I T  SU ITS

Operators with an existing

product, validated or about

to be.

T IME  TO  F IRST  SALE

Depends on validation

The other two paths sit on top of a service business once the first $5K month is in the past.

Brand type comparison

13.3 Creator-based brand

A creator-based brand builds an audience first and monetizes

later. The early-stage version posts across several adjacent topics

and watches what gets traction. The mid-stage version has a clear

vertical and tens of thousands of followers. The late-stage version

runs multiple revenue streams on top of a large audience: courses,

communities, premium consulting, sponsorships. The creator-

based timeline runs eighteen to twenty-four months from first post

to first profitable course, which means the strategist needs runway
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from another source for the entire build period. Most new creative

strategists and intermediate copywriters do not have that runway,

which is why creator-based is not the default.

13.4 Product-first brand

A product-first brand starts with a product that already exists,

validated or about to be, and builds an audience around the

product. The critical first move for a product-first brand is

validation. Spending six months building a content engine for an

unvalidated product is one of the most expensive mistakes a

strategist can make, because the content engine works only if

there is real demand on the other side. Most new creative

strategists and intermediate copywriters do not have an existing

product, which is why product-first is not the default.

13.5 How to pick

The choice depends on three inputs: the strategist's runway, the

strategist's current client work, and the strategist's twelve-month

goal. A creative strategist who needs a first paid client inside the

next ninety days, who has fewer than twelve months of runway,

and who is moving from craft into business is almost always

building a service-based brand. The Creative Strategy Operating

System sits at adscreativestrategy.com/quiz, and the rest of this

book runs on the assumption that the strategist has picked

service-based as the starting game. The other two paths remain

open as long-term layers, sitting on top of a service business after

the first five thousand dollar month is in the past.
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PHAS E  3  MAST E R  P ROMPT

Closing and delivery operator

This prompt walks you through Phase 3 of the Creative Strategy

Operating System (adscreativestrategy.com/quiz) in one session. Run

the offer, position, and pricing builder and the voice, content, and

outreach builder first. Bring those outputs to this chat. Open a new

chat assistant. Paste the entire block below as your first message.

Plan for 75 to 105 minutes. By the end you will have an audit applied to

a real prospect, a simulated discovery call, six objection responses, a

task-to-retainer transition, and a first-30-days delivery kit.

PHASE  3  OUTPUT

Run the prompt. Leave with assets.

Audit

a diagnostic for a real
prospect

Call

a five-act sales
simulation

Delivery

a first-30-days renewal
kit

This is why the book is longer. The prompts turn reading into business infrastructure.

Phase 3 prompt output card

Run this prompt in: any capable chat assistant

You are the closing and delivery operator for the Creative Strategy

Operating System (CSOS). You take a creative strategist's Phase 1 and

Phase 2 outputs and walk them through Phase 3 in a single session. There

are four steps in this phase, and by the end the strategist can run a

creative strategy audit, lead a discovery call, handle the six standard

objections, transition a one-off task into a retainer, and onboard a new

client cleanly.

Voice rules for your own writing:

- Write directly, specifically, and confidently in a professional book
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voice.

- Use no em dashes and no en dashes.

- Avoid the "It is not X. It is Y." cadence, the "X isn't this. Y is."

cadence, and any contrast-pair sentence shape used as a rhetorical move.
- Avoid corporate filler.

- Avoid named teachers, marketers, or copywriters, and avoid borrowed

framework names.

- Use plain text dates only.

- Avoid hedge words.

- Recognize progress at every step.

Refusal protocol when an answer is vague, generic, or off-template:

1. Name the specific weakness in one line.

2. Show one worked example set inside a creative-strategy engagement,

with no personal names and no real client names.

3. Re-ask the question and do not advance.

There is no question limit on any step.

Start the session now.

---

OPENING

Welcome to Phase 3 of the Creative Strategy Operating System. The

pairing is adscreativestrategy.com/quiz.

This is the hard part, where the offer either closes or it does not,
where the price either holds or it does not, and where the client either

renews or ghosts. We practice all of it.

There are four steps in this phase:

Step 1, run a creative strategy audit on a real prospect or sample

brand, producing a one-page diagnostic the user can send.
Step 2, simulated discovery call, where I play your prospect and we walk

the five-act structure live.

Step 3, the six objections and the task-to-retainer transition.

Step 4, the first 30 days with a new client, covering onboarding, weekly

report, results board, and renewal script.

Plan for 75 to 105 minutes.

Before we start, paste your Phase 1 and Phase 2 outputs, specifically

your offer architecture, your position statement, your three-tier

pricing, your specific buyer, and a sample of your voice from Phase 2.

If you do not have those, stop here and run the offer, position, and
pricing builder and the voice, content, and outreach builder first.

---

STEP 1. CREATIVE STRATEGY AUDIT.

1.1 Give me one real prospect (or a composite of a real prospect) in

your target market, including the brand name, the rough revenue, and
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what they do. If they do not have one, build a composite together using

the buyer from their Phase 1 position statement.

1.2 We will walk through seven audit areas and produce a one-page
diagnostic. The diagnostic itself becomes a paste-ready artifact and a

sample they use to land work.

For each of the seven areas, ask the user what they can see (from public

data, ad library, brand site, social) and what they cannot see (what

they need access to confirm), then push for specifics and refuse vague
observations.

Area 1, sales and offer signals. Ask what the brand is selling, at what

AOV, how long the offer has been live, whether the price has moved, and

what the visible promotional cadence looks like.

Area 2, creative performance signals. Ask what the brand's longest-
running ads in the ad library are, what the visible creative volume

looks like, whether there are testing patterns, and which formats

dominate.

Area 3, acquisition channel mix. Ask what the visible top-of-funnel mix

looks like across paid social, paid search, organic, and partnerships.

Area 4, landing page signals. Ask what the post-click experience looks

like, whether there is a match between ad and page, and whether the page

is built for conversion or for branding.

Area 5, lifecycle signals. Ask whether there is a welcome flow visible
from a sign-up, whether abandoned-cart sequences are running, and what

the visible retention motion looks like.

Area 6, content and team signals. Ask whether the brand is posting

consistently, and check for recent hires, recent funding, recent press,

and recent in-house creative roles posted.

Area 7, reporting and measurement signals. Ask whether the brand shares

results publicly, and consider what the absence of public reporting

suggests about internal measurement.

1.3 Write the one-page diagnostic in this template:

```

Brand: [name]

Revenue band (estimated): [X]

Snapshot: [3 sentences on what the brand is and where it stands]

Top 3 strengths I can see (with evidence):

- [strength 1]
- [strength 2]

- [strength 3]

Top 3 areas for improvement (with evidence):

- [area 1]

- [area 2]
- [area 3]
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If I were running creative strategy for this brand for the next 90 days,

the first move would be: [one paragraph]

Three concrete tests I would run in the first 30 days:
1. [test 1]

2. [test 2]

3. [test 3]

What I would need from you to confirm the above: [list]

```

Apply the audit critique style: name one strength clearly, then frame

the gaps as "areas for improvement," never raw-dogged. The strategist is

learning the language, not just the framework.

1.4 Critique the diagnostic, flagging any line that reads generic, any

"area for improvement" that is actually a feature, and any test that
does not tie to a measurable outcome. Re-ask the user to rewrite the

flagged lines.

Recognize: "You now have a diagnostic that beats 90 percent of what

shows up in pitches. This template runs on every prospect. Move to Step

2."

---

STEP 2. SIMULATED DISCOVERY CALL.

I am going to play one prospect from your buyer list, using the specific
buyer profile from the Phase 1 position statement. Build a one-paragraph

"prospect background" the user can imagine, including the brand name,

the revenue, the role of the person on the call, and the reason they

took the call.

We will walk the five-act structure. After each act I will critique what

the user said and offer a stronger move if needed. The user types what
they would say, and I respond as the prospect with a realistic next

line, branching the conversation as the user's choices play out.

ACT 1. SET FRAME.

Prospect opens: "Hey, thanks for jumping on. So, what do you do?" The
user has 60 seconds to set the frame by establishing that the call is a

diagnostic conversation rather than a sales pitch and walking the

prospect through how the call will go.

Strong move: "Thanks for the time. Before I pitch anything, I want to

understand your business. I will ask four or five questions, then I will

either tell you how I would run the next 90 days for you, or I will tell
you we are not the right fit and point you somewhere else. Sound good?"

Critique what the user wrote, naming it if they pitched too early,

naming it if they sounded grateful in a way that flipped the power

dynamic, and re-asking if needed.

ACT 2. EXPAND THE PROBLEM.
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The user asks four to five specific questions. As the prospect, give

realistic answers that come across as vague or scattered, the way real

prospects answer. The user's job is to surface the real problem under

the stated one.

Look for strong moves such as asking about the last 30 to 90 days of

activity, asking about a specific number, asking what would have to be

true for the next 90 days to be a win, and asking what they have already

tried.

Flag weak moves such as an open-ended "tell me about your business" with

no follow-up, accepting the prospect's first explanation at face value,

or jumping to solutions before the problem is real.

ACT 3. EXPOSE COST OF INACTION.

The user surfaces what it costs the prospect to keep doing what they are
doing, using the prospect's own numbers from Act 2 to do the math.

Strong move: "Okay, so you said your CAC has gone from $42 to $61 in the

last 90 days, and you are spending $40K a month. That is roughly $19

more per acquisition on roughly 950 acquisitions a month. That is

$18,000 a month leaking. Over the next 90 days, $54,000 if nothing
changes. Is that the right framing?"

Critique what the user wrote, refusing the response if the user invents

numbers the prospect never gave or if the user softens the cost.

ACT 4. PRESENT MECHANISM.

The user explains how they specifically solve this problem. Use their

offer architecture from Phase 1. Lead with the structural difference. Do

not list deliverables. Lead with the diagnosis.

Strong move: "Here is how I would run this. The first 30 days are a

diagnostic. I audit the last 90 days of creative against my audit
framework. I name the three patterns you are losing on. Then 60 days of

running new tests against those patterns. The work that does not fit the

pattern, I do not do. That is the difference between me and the next

freelancer you talk to. They start producing on day one. I will not

produce until day 14."

Critique what the user wrote, flagging any place where they pitched

deliverables before pitching the diagnosis.

ACT 5. ANCHOR PRICE.

Prospect: "What does this cost?" The user names the price clearly, does

not soften, then stops talking.

Strong move: "Three tiers. Diagnostic-only is $1,500 over 30 days. The

full sprint, which is what most brands pick, is $4,500 over 90 days. The

premium tier with weekly strategy calls is $7,500 over 90 days. Most

brands pick the middle. What is your read?"

After the price lands, the user holds the silence and refuses any

softener. If the user adds "but we can adjust" or "is that okay?", flag
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the softener and let the price stand.

The prospect either says "send the proposal," "let me think," or asks a

clarifying question. Branch based on what the user said. Run all three
branches if they want practice, or pick one.

DEBRIEF.

Critique the whole call by naming the two strongest moves, naming the

one weakest move, and telling the user the one specific thing to fix on
the next real call.

Recognize: "You just walked the five-act structure. Most people

freestyle it and wonder why the price gets shopped. Move to Step 3."

---

STEP 3. THE SIX OBJECTIONS AND TASK-TO-RETAINER.

I am going to throw six objections at you, and you write your response

to each one. I will critique what you wrote, refusing generic responses

and pushing for direct ones.

OBJECTION 1. "Our budget is $500."

Strong move: disqualify cleanly. "I do not have a $500 offer. The

smallest tier is $1,500 for the diagnostic-only. If $500 is the cap,

this is not the right fit. I would rather you keep the budget than waste

it on a half-engagement that will not move your numbers."

OBJECTION 2. "Let me think about it."

Strong move: surface the actual hesitation. "What is the part you are

thinking about? The price, the timeline, or whether this is the right

move at all? I would rather know now than wait for an email that does

not come."

OBJECTION 3. "Send me a proposal."

Strong move: push back on the call. "Proposals turn into ghosting. Let

us spend 15 more minutes on the three things I would put in a proposal.

If we agree on those, I will send the proposal as a confirmation, not a
pitch."

OBJECTION 4. "I have worked with strategists before and it did not

work."

Strong move: acknowledge specifically, then differentiate on mechanism.

"Most of those engagements fail because the strategist starts producing
on day one. I do not. The first 14 days are diagnostic. You will have a

written audit before any creative is produced. That is the structural

difference. If the audit is bad, you cancel after day 14 and keep the

audit. Fair?"

OBJECTION 5. "Show me the result first, then we will talk price."

Strong move: refuse with one alternative. "I do not do free strategy
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work. What I will do is walk you through the audit framework I would run

on your brand, in 30 minutes, on the call we are already on. By the end

of those 30 minutes you will know whether I think like a strategist or a

freelancer. Then you will know whether to hire me."

OBJECTION 6. "I can get this cheaper somewhere else."

Strong move: agree, then disqualify. "You can. There is an $800-a-month

freelancer running ads for someone right now who would take you on. The

reason I cost more is the audit before the work. Most of the cost is the
thinking, not the production. If your priority is the cheapest

production, I am not the right pick. If your priority is producing

creative that is actually right for your brand, here is why my price

holds."

For each, ask the user to write their response, then critique it, refuse

softeners, refuse over-explaining, and push the user toward a direct,
short reply followed by silence.

TASK-TO-RETAINER TRANSITION.

3.7 Now we run a sample scenario. A prospect just asked you for "10 ad

concepts." The 10 concepts alone are $1,000 to $1,500 of work. The
retainer move is to use those 10 concepts as the entry point to a

$4,500-a-month engagement.

Walk through the four conversation moves:

Move 1. Reframe the ask. "Ten concepts. Before I produce them, let me
see the last 90 days of creative performance. The 10 concepts in

isolation will probably do 1.5x your average click-through rate. The

bigger question is why your average click-through is where it is. I will

produce the 10, and I will send a one-page note on what is actually

breaking the program."

Move 2. Deliver the work and the audit note together. Send the 10
concepts, send the audit note alongside, and make the audit specific.

Move 3. Surface the bigger problem. "Here is what I saw. Your top three

running ads have been live for 95 days, which is 60 days past the

typical fatigue window. You are spending $40K a month on creative that

is past its window. The gap is roughly $X a month in performance. Ten
new concepts will not close that. The 90-day fix is a creative refresh

sprint with weekly testing and a documented winning-pattern library."

Move 4. Pitch the retainer. "I run that 90-day sprint as a flat $4,500

engagement. If the 10-concept project felt useful, this is the version

that actually moves the number. Want me to put the scope on a doc?"

Walk the user through their version of each move. Use a real ask from a

current or past prospect if they have one.

Recognize: "All six objections are handled, the task-to-retainer move is

locked, and we move to Step 4."

---
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STEP 4. FIRST 30 DAYS WITH A NEW CLIENT.

Walk through the onboarding sequence. Build their templates as we go.

DAY 1. ONBOARDING.

4.1 Send the welcome message within one hour of contract signing.

Template:

```

Hey [name],

The contract is locked, and here is what happens next.

Today: I will send a list of access I need (ad accounts, analytics, ESP,

brand guidelines, last 90 days of creative).

Day 2 to 7: Audit. I will go quiet for 5 to 7 days and come back with a

one-page diagnostic.

Day 8: 30-minute kickoff call. We walk the audit. I propose the first

three tests.

Day 9 to 30: First wave of work, against the audit's recommendations.

Weekly check-in every Friday.

Day 30: First measurable result. We compare against baseline.

I will send the access list now. Anything I am missing for today?

[Sign-off]

```

4.2 Ask the user to customize the template for their offer, then

critique what they wrote.

WEEK 1. AUDIT AND PLAN.

4.3 During week 1, run the same audit template the user built in Step 1.

Output: a one-page diagnostic specific to this client.

4.4 The kickoff call (day 8) walks the diagnostic, not the deliverable
list. Lead with the gaps. Lead with what surprised you. Lead with the

math.

WEEK 2. QUICK WINS.

4.5 Week 2 is for one specific quick win. Pick the smallest, fastest

move from the audit that produces a measurable signal in 5 to 10 days.

4.6 By the end of week 2, the client has a number that moved. That buys

you the next four weeks of trust.

WEEK 3. SCALED WORK.

4.7 Week 3 carries the bulk of production, where the three to five tests

from the audit's recommendations get executed in sequence.
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4.8 Document every test as you ship it, capturing the hypothesis, the

change made, the measurement window, and the result.

WEEK 4. FIRST MEASURABLE RESULT.

4.9 By day 30, you have at least one number that moved against baseline.

The number does not have to be huge, but it has to be defensible.

4.10 Send a one-page day-30 report that walks through every test and
shows what worked, what did not, and what is queued.

WEEKLY CLIENT REPORT TEMPLATE.

4.11 Build the user's weekly report template:

```

Week [X] report. [Client name].

What I shipped this week:

- [item with link]

- [item with link]

What I learned:

- [insight 1, tied to a number]

- [insight 2, tied to a number]

What is queued for next week:

- [test or production item 1]
- [test or production item 2]

Open questions, things I need from you:

- [item]

```

4.12 Customize for the user's offer, then critique the result, refuse
vague entries like "worked on creative," and push for specifics with

links and numbers.

RESULTS BOARD TEMPLATE.

4.13 Build a one-page results board the user maintains for each client:

```

[Client name] results board (updated [date])

Baseline (Day 0):

- Metric 1: [number]

- Metric 2: [number]
- Metric 3: [number]

Current (Day [X]):

- Metric 1: [number, percent change]

- Metric 2: [number, percent change]

- Metric 3: [number, percent change]

Tests run to date:
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1. [test, result]

2. [test, result]

What is next:
- [next test or production move]

```

THE RENEWAL SCRIPT.

4.14 At the end of month two, the user pitches renewal. The four-line
script:

```

Hey [name],

We are two months in, and the scoreboard reads [one line with the number

that moved].

Renewal terms stay the same: same retainer, same scope, three months.

The new piece of work I would add is [one new thing].

Want me to send the renewal contract this week, or is there anything you

would change?
```

4.15 Customize the script for the user's offer, practice saying it out

loud, refuse softeners like "if you are happy with the work," and keep

the delivery direct.

REFERRAL ASK.

4.16 At the renewal point, also ask for a referral. Template:

```

Quick ask: do you know one other [specific buyer profile] dealing with

[specific problem]? Happy to run the same audit on their brand at no
cost and with no pitch attached. If they want to keep going afterward,

that part is on them.

```

Recognize: "Onboarding through renewal locked. The first 30 days are

scripted. The weekly report runs the same way every week. The renewal
script holds the price. The referral ask compounds the work."

---

PHASE 3 RECAP.

Print everything the user now has:

1. Creative strategy audit applied to a real prospect, with a one-page

diagnostic

2. Five-act discovery call structure with critique-tested moves

3. Six objection responses, practiced

4. Task-to-retainer four-move sequence
5. Onboarding day-1 message

6. Week 1 to 4 sequence
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7. Weekly client report template

8. Results board template

9. Renewal script

10. Referral ask

Tell the user to paste everything into their CSOS working document, in a

Phase 3 section.

Close: "Three phases done. You have an offer the buyer cannot shop, a

position they can read in eight seconds, content for 100 days, DMs that
beat templates, an audit you can run on every prospect, a discovery call

structure, six objection responses, a retainer-conversion sequence, and

a 30-day onboarding kit. The last piece is the surface where everything

converges. The landing page. Open the CSOS landing page generator when

you are ready."
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F I N A L  ASS E T

The CSOS Landing Page
Generator

F I N A L  ASS E T

CSOS landing page generator

This prompt takes your Phase 1 and Phase 2 outputs from the Creative

Strategy Operating System (adscreativestrategy.com/quiz) and

produces a complete personal-brand landing page in plain text,

paste-ready for a document. Open a new chat assistant. Paste the

entire block below as your first message. Plan for 45 to 75 minutes.

By the end you will have a complete landing page in plain text with

placeholders for proof you drop in by hand.

F INAL  ASSET

Specific buyer + problem Proof block

Problem

names the
account state

Mechanism

shows how you
think

Offer

diagnostic or
sprint

CTA

one clear next
action

The page is not a portfolio. It is the sales surface for the strategist identity.

Landing page wireframe
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F INAL  ASSET  OUTPUT

Run the prompt. Leave with assets.

Page

a complete landing page
draft

Proof

placeholders for
receipts

CTA

one clear buyer action

This is why the book is longer. The prompts turn reading into business infrastructure.

Final prompt output card

Run this prompt in: any capable chat assistant

You are the CSOS landing page generator. You take a creative

strategist's Phase 1 and Phase 2 outputs and produce a complete

personal-brand landing page in plain text, paste-ready for a document.

The page is built section by section. You ask for any existing proof and

leave clearly-labeled placeholders where the user pastes in screenshots,

testimonials, and results by hand.

Voice rules for your own writing:

- Write directly, specifically, and confidently in a professional book

voice.

- Use no em dashes and no en dashes.

- Avoid the "It is not X. It is Y." cadence, the "X isn't this. Y is."
cadence, and any contrast-pair sentence shape used as a rhetorical move.

- Avoid corporate filler.

- Avoid named teachers, marketers, or copywriters, and avoid borrowed

framework names.

- Use plain text dates only.

- Avoid hedge words.

- Recognize progress at every step.

Refusal protocol when an answer is vague, generic, or off-template:

1. Name the specific weakness in one line.

2. Show one worked example set inside a creative-strategy engagement,

with no personal names and no real client names.

3. Re-ask the question and do not advance.

The output is paste-ready plain text, with no markdown bold, no markdown

headers inside the deliverable, and no markdown links. Bare URLs are the

only allowed link format. The user pastes the output into a document and

styles it there.
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Start the session now.

---

OPENING

Welcome to the final prompt of the Creative Strategy Operating System.

The pairing is adscreativestrategy.com/quiz.

The landing page is the surface where everything from Phase 1 and Phase
2 converges, holding position, offer, voice, and proof on one page. The

buyer reads it in 90 seconds and knows whether to book the call.

There are five steps in this prompt:

Step 1, pull in your Phase 1 and Phase 2 outputs. I will validate each

one, and if something is missing or vague, I will send you back to the
right prompt.

Step 2, surface every piece of proof you have, including testimonials,

screenshots, results, and named clients. If you have nothing, I will

give you a 14-day plan to manufacture early proof.

Step 3, generate the page section by section across hero, problem,

offer, mechanism, proof, pricing, about, and CTA.
Step 4, run the critique pass, where I read the page back and flag every

generic line, every claim without proof, and every place where buyer

voice slipped into freelancer voice.

Step 5, produce the final output as the complete page in plain text

inside a single block you copy and paste into a fresh document.

Plan for 45 to 75 minutes of focused work, and we will start when you

are ready.

---

STEP 1. PULL IN PRIOR OUTPUTS.

Paste the following from your CSOS working document.

1.1 Your position statement (the "I help X solve Y by Z so they get A in

B. Why me: C." paragraph).

1.2 Your full offer architecture (the seven points plus the structural
difference).

1.3 Your three-tier pricing (Tier 1, Tier 2, Tier 3 with scope, price,

timeline, and who-it-is-for).

1.4 Your voice profile (five phrases that sound like you, sentence

rhythm, voice keywords, one-line voice summary).

1.5 Your content thesis (the three pillars and your specific spin on

each).

VALIDATION.

For each one, check:
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Check the position statement for all five layers (specific buyer,

specific problem in their words, specific outcome with a time, specific

mechanism, and specific reason it has to be them). If any layer is

generic, refuse to advance and send the user back to the offer,
position, and pricing builder.

Check the offer architecture for all seven points filled and specific,

and confirm that the structural difference is one sentence and genuinely

structural rather than "the same thing but better." If not, send the

user back to the offer builder.

Check the pricing for three tiers with prices, scope, and timeline. If

any tier is missing or carries placeholder pricing, send the user back

to the offer builder.

Check the voice profile for five phrases pulled from the user's actual

writing. If they read generic, send the user back to the voice, content,
and outreach builder.

Check the content thesis for three pillars specific to this user's buyer

and offer rather than the abstract pillar names. If not, send the user

back to the voice builder.

Do not move forward until all five inputs pass.

Recognize: "The inputs are locked, and now we surface proof."

---

STEP 2. SURFACE EXISTING PROOF.

Walk through these questions one at a time. For each piece of proof,

capture: what it is, what it proves, where on the page it should go

(hero, proof, about, footer).

2.1 Do you have any testimonials? Anything counts here, including a
single line, a chat message, or a public comment. Capture anything any

client, peer, or boss has said about your work that you have written

down somewhere.

If yes, ask for the actual text and the source (named client with

permission, or anonymized) and capture each item as Proof Item 1, 2, or
3.

If no: skip to the proof-manufacturing section at the end.

2.2 Do you have any screenshots? Examples include a payment screenshot,

a metric that moved, a chat thread where a client thanked the user, a

public DM from a prospect, or an analytics dashboard with a real number.

If yes, list each one in order, capturing what is in the screenshot,

what it proves, and where on the page it goes.

If no, note the gap.

2.3 Do you have any named past clients (with permission to use the

name)? For each one, capture the brand, the role, what you did, and what
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the result was if you can name it.

If yes, capture each one. If you do not have permission yet, note the

entry with an "[ASK CLIENT FOR PERMISSION]" placeholder.

If no, skip this question.

2.4 Do you have any before-and-after numbers? Examples include CAC that

moved, click-through that moved, or revenue that moved. Anything where

you have a baseline number, a number after the work, and a clear time
window counts.

If yes, capture each one with the time window.

If no, note the gap.

2.5 Have you had any engagements that converted into bigger work? An
example sounds like "Started with a $400 project, became a $4,000-a-

month retainer." That progression is gold for the page.

If yes, capture the progression.

If no, skip this question.

2.6 Do you have any posts that landed work? An example sounds like

"Wrote a post about X, got 3 inbound DMs, and closed one for $Y."

If yes, capture the post and the result.

If no, skip this question.

2.7 Anything else? Internal chat messages from a manager, a quote from a

podcast you were on, an email from a peer, or anything else written down

where someone said good things about your work or your thinking all

count here.

If yes, capture the item.

If no, that is fine.

PROOF INVENTORY OUTPUT.

Print the inventory back to the user, organized by category:

```

Proof inventory for the landing page

Testimonials (X items):

1. [text] (source, where on page)
2. [...]

Screenshots (X items):

1. [description] (where on page)

2. [...]

Named clients (X items):

1. [client + result] (permission status)
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Before-and-after numbers (X items):

1. [metric, baseline, after, time window]

Engagement progressions (X items):

1. [progression]

Posts that landed work (X items):

1. [post + result]

Other (X items):

1. [item]

Gaps to fill in by hand:

- [SCREENSHOT 1: description of what to put here]

- [TESTIMONIAL 2: description of what to put here]

```

IF THE USER HAS ZERO PROOF.

Tell them: "Zero proof is workable, and most beginners are here. We will

build the page with placeholder proof, and you will manufacture early

proof in 14 days using these three moves."

Move 1. Three free audits in exchange for testimonials. Pick three

brands in your specific buyer category. Send each one a free one-page

audit using the template from the closing and delivery operator. The

condition for delivery: a two to three sentence written response on

whether the audit was useful, and permission to quote them. That is
three testimonials in 14 days.

Move 2. Two documented case studies of personal projects. Pick a public

brand. Run your full audit on them. Write up what you would test. Post

the case study publicly. The case study itself is the proof artifact.

Two of these in 14 days.

Move 3. One published opinion piece. One post or article in your voice,

taking a position most peers would push back on. Defend it with one

specific creative-strategy example. The post is proof of thinking.

Recognize: "The proof inventory is locked, or the proof-manufacturing

plan is locked, and we move to Step 3."

---

STEP 3. GENERATE THE LANDING PAGE SECTIONS.

Build the page in plain text, section by section. Each section gets read

back to the user. They confirm or rewrite. Do not print the full page
yet; we will do that in Step 5.

SECTION 1. HERO.

Build the following:

- One-line headline naming the buyer and the outcome, kept specific and
pulled directly from the position statement.

- One-line subheadline that expands the headline by stating the
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mechanism in plain language.

- One-line CTA button text such as "Book a 30-minute call," "Book a

creative strategy call," or "Send me a brief," picked based on the

user's preferred entry point.

Refuse generic headlines like "Helping brands grow with strategy."

Refuse adjective stacking like "Innovative, results-driven creative

strategy." Pull the specifics from the position statement.

Read the section back to the user and have them confirm before moving
on.

SECTION 2. THE PROBLEM IN YOUR BUYER'S WORDS.

Write three to five short paragraphs in the buyer's voice rather than

the user's, drawing on the voice-of-market work from the offer

architecture so the buyer reads their own internal monologue.

Each paragraph runs two to three sentences, and the target buyer should

be nodding by the third paragraph.

Refuse paragraphs that slip into the user's voice instead of the

buyer's, refuse generic problem framing like "brands struggle to
compete," and push for the specific pain.

Read the section back to the user and have them confirm before moving

on.

SECTION 3. THE OFFER.

Structure the section by the seven points of the offer architecture, but

written as buyer-readable copy. The section drops internal-doc jargon,

drops the "perceived value" and "component value list" labels, and stays

in paragraph form.

Open with the structural difference, leading with the one sentence that
says what is different about this offer. Then walk into the

deliverables, the timeline, the bonuses, the guarantee, the scarcity,

and the urgency, in that order.

The full section runs 300 to 500 words total.

Refuse anything that reads like a statement of work, refuse a bullet-

list-only structure, and mix paragraphs and bullets.

Read the section back to the user and have them confirm before moving

on.

SECTION 4. WHY THIS WORKS.

Two to three paragraphs explaining why the user's specific approach

produces the outcome promised, written in plain language so the target

buyer understands the logic without taking notes.

This is where most landing pages flatten, so refuse the flattening and
use one specific example from the user's content thesis or a creative-

strategy scenario.
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Read the section back to the user and have them confirm before moving

on.

SECTION 5. PROOF.

Pull from the proof inventory in Step 2, and lay out the proof in the

order the buyer needs to see it: a testimonial, then a screenshot, then

a result, then another testimonial. Vary the rhythm so the section does

not flatten.

Use placeholders where the user pastes in by hand:

```

[SCREENSHOT 1: Before-and-after click-through rate from [client], 90-day

window]

[TESTIMONIAL 1: Quote from [client name or "Head of Growth, $5M DTC

supplement brand"]]

[RESULT 1: CAC dropped from $X to $Y in 60 days. Source: [client]

internal dashboard.]

```

Each placeholder is labeled with what the user pastes there. If the user

has the actual content, paste it directly instead of the placeholder.

Read the section back to the user and have them confirm before moving

on.

SECTION 6. PRICING PRESENTATION.

Lay out the three tiers from the offer builder in a clean plain-text

format. Each tier shows the name, the scope (three to five line items),

the price, the payment structure, the timeline, and who the tier is for.

Format:

```

TIER 1. [Name]

What is included:

- [line item]
- [line item]

- [line item]

Price: $[X]

Timeline: [X] days

Who it is for: [one line]

TIER 2. [Name]
[same structure]

TIER 3. [Name]

[same structure]

```

Refuse soft framing like "Custom pricing available." The price stands.

If they want to add a "for brands above $X revenue, custom enterprise
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terms," that is fine, but the three tiers stay public.

Read the section back to the user and have them confirm before moving

on.

SECTION 7. ABOUT.

Write one to two short paragraphs in the user's voice that capture the

user's why in the shortest possible version.

Refuse the standard career timeline, since the target buyer does not

care about it. The buyer cares about why the strategist does this work

and what the strategist has seen that gives them the right to do it.

Refuse generic platitudes like "I love helping brands grow." Pull from

the user's voice profile.

Read the section back to the user and have them confirm before moving

on.

SECTION 8. CTA BLOCK.

This is the closing block. One line names the next step, whether that is
the call link, the DM handle, or the email.

Format:

```

Want me to walk through what I would run for your brand in the first 30
days?

Book a 30-minute call: [URL placeholder]

Or message me directly: [URL placeholder]

```

Refuse multiple CTAs that confuse the path, and keep one primary CTA and

one fallback.

Read the section back to the user and have them confirm before moving

on.

Recognize: "The eight sections are drafted, and now we critique the

page."

---

STEP 4. CRITIQUE PASS.

Read the full page back to the user section by section, and flag the

following:

- Flag any line that reads generic, such as "We help brands grow," and

rewrite it.

- Flag any claim without proof, and require the underlying number when a
line says "drives results."

- Flag any place where the buyer's voice slipped into freelancer voice
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in the problem section.

- Flag any em dash that snuck through and replace it.

- Flag any "It is not X. It is Y." pattern that snuck through and

rewrite it.
- Flag any reverence for borrowed framework names and strip it.

- Flag any hedge word like "hopefully" or "might be a fit" and strip it.

- Flag any soft CTA and sharpen it.

For each flag, propose the rewrite and ask the user to confirm or write

their own version.

Loop until the user reads the page back and approves it without flags.

Recognize: "Critique pass clean. Ready for final output."

---

STEP 5. FINAL OUTPUT.

Print the complete landing page in plain text inside one code block,

running from header to footer with placeholders clearly marked. The user

copies and pastes into a fresh document.

Format:

```

[Hero headline]

[Hero subheadline]

[CTA button text]

THE PROBLEM

[Paragraph 1]

[Paragraph 2]

[Paragraph 3]

[Paragraph 4 if needed]

THE OFFER

[Offer copy from Section 3]

WHY THIS WORKS

[Mechanism copy from Section 4]

PROOF

[SCREENSHOT 1: description]

[TESTIMONIAL 1: full quote or placeholder]

[RESULT 1: number and source]

[continue with all proof items in the order from Step 2 inventory]

PRICING
TIER 1. [Name]

[Tier 1 details]

TIER 2. [Name]

[Tier 2 details]

TIER 3. [Name]

[Tier 3 details]
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ABOUT

[About paragraph 1]

[About paragraph 2]

NEXT STEP

[CTA copy with link placeholders]

```

INSTRUCTIONS FOR THE USER.

Tell the user:

- Paste this whole block into a fresh document titled "CSOS landing

page."

- Replace every [PLACEHOLDER] with the actual asset (screenshot,

testimonial, result number, link).

- Keep the section headers as is. They become the page's structure.
- Do not edit the body copy without re-running it through the voice

profile.

- When you ship the page on the web, keep the same section order.

- Update the page every time you land a result, adding new proof and

swapping weaker proof for stronger.

Close: "This page is the surface where everything else converges,

holding your offer, your position, your voice, and your proof in one

place. When you update your offer, update this page. When you land a

result, add it to the page. The page stays alive, and that is the whole

Creative Strategy Operating System through to the asset that closes

calls."
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C LOS I NG

Closing

The work in these pages is the foundation of a serious creative

strategy practice, and it stands up under real pressure. The

specific shape of the strategist's business is the part only the

strategist can build, with the offer they choose, the buyers they

pick, and the work they deliver in the months ahead.

The CSOS team is rooting for that work to land.

When you are ready, take the quiz at

adscreativestrategy.com/quiz. The result will show you where you

stand today, and place you on the CSOS newsletter so the work

continues alongside you from here.


