
CLIENT BREAKDOWN - Social media management 

Situation 

J. runs a social media management business targeting start-ups and small SMEs. Primary enquiry 
source: networking groups. J. researches prospects before conversations, leads with benefits, and 
introduces pricing after interest is established - matched to a package based on stated needs. Pricing 
is visible on LinkedIn for some prospects before the conversation starts. 

The stated problem: people engage, express interest, and drop off when price is introduced. Her initial 
hypothesis is that it might be the people she is attracting, or how price lands when it arrives. 

What the conversation revealed 

The drop-off is not happening at the wrong moment because of pricing. It is happening at the wrong 
moment because qualification is arriving too late. 

J. already has a working instinct here — she researches prospects beforehand to form an impression. 
But that signal does not change how the conversation runs. The conversation follows the same 
structure regardless of what the research showed. Benefits first, price later. Every time. 

The result: by the time price comes up, both parties have invested time in a conversation that was 
never going to convert. The prospect who had not planned to spend feels awkward rather than 
honest. They do not say no clearly. They go quiet. 

Hypotheses 

These are working hypotheses based on the conversation and common patterns in similar 
businesses. They should be tested against what J. actually sees in her client data. 

Hypothesis 1 - Two client types are entering the same funnel 

There are likely at least two distinct groups coming in from networking. One already treats social 
media management as a line item - they are evaluating providers and comparing. The other is 
interested in the idea but has not yet decided they need to pay for it. There is probably a third, smaller 
group where the shift happens during the conversation itself. 

Right now both groups go through the same discovery process. The difference only becomes visible 
when price appears. If this hypothesis is correct, the fix is not in the pricing or the proposal — it is in 
separating the two conversations earlier. 

Hypothesis 2 — Price is functioning as a qualification filter, not a closing barrier 

When Jen describes drop-off at price, the instinct is often to adjust the price. But if the drop-off is 
coming from people who had not planned to spend, lowering the price does not fix the problem — it 
just attracts more of the same group at a lower rate. The price is not too high. It is arriving before the 
prospect has decided they need the thing at all. 

Hypothesis 3 — The networking context is producing unqualified interest by default 

Networking events generate warm introductions and genuine curiosity. They also generate 
conversations with people who are in early business-building mode, have no budget allocated, and 
are open to everything. This is not a problem with networking as a channel — it is a problem with 
treating all networking enquiries as equivalent. Some are already in buying mode. Most are not yet. 



Hypothesis 4 — LinkedIn price visibility is creating inconsistent entry points 

Some prospects see a number before the conversation. Others do not. That means two different 
types of prospect are arriving at the same conversation with different price expectations — but the 
conversation runs identically in both cases. If someone has already seen the price and booked a 
conversation anyway, that is a stronger signal of buying intent than someone who has not. That 
distinction is currently invisible in the process. 

Hypothesis 5 — The website is attracting the wrong segment 

The site explicitly targets start-ups. Start-ups are disproportionately represented in the group that is 
interested but not yet in buying mode. The headline positions around CSR and social responsibility 
rather than business outcomes. The pricing signal is absent from the site entirely. If someone arrives 
with no budget expectation and sees a values-led proposition, they are likely to engage out of interest 
rather than need. 

Where the breakpoint is 

The conversation is reaching the budget question after significant time investment from both sides. 
The prospect who was never going to spend has already received enough value from the 
conversation itself — education, clarity, a sense of what social media management involves — that 
there is no strong reason to commit further. The qualifying moment needs to move earlier, before that 
value exchange happens. 

What to look at next 

Map the existing paying clients against these questions: where did they come from, did they already 
have a budget allocated before the first conversation, how early did money come up, and what did 
they say they wanted versus what they actually bought. That group is what investment-mindset looks 
like in practice for this business specifically. Once it is described clearly, it becomes possible to 
recognise it at enquiry stage rather than at proposal stage. 

The prospects who did not explicitly say no but also did not move forward after a conversation are the 
second place to look. They reached the proposal stage, which means there was genuine interest. 
Understanding what shifted before commitment — whether it was the price itself, the timing, the 
business stage, or something else — will reveal more than refining the conversation structure in 
isolation. 

Repair points 

Move the qualifying question to the start of the conversation. Before the benefits conversation, one 
question needs to establish where the prospect actually is: have they already decided they need this, 
or are they still figuring out what the business needs right now. This is a routing question, not a 
gatekeeping one. The answer does not end the conversation — it changes how the rest of it runs. A 
prospect who is already in buying mode gets a different conversation than one who is still in early 
thinking. Right now both get the same one. 

Introduce a cost range before introducing a package. Pricing currently arrives after a full discovery 
conversation, at which point the prospect has to decide whether the number fits a budget they may 
not have formed yet. A rough range introduced early — before the package detail — gives the 
prospect a chance to self-select. People who had not planned to spend at that level will say so before 
significant time has been invested on either side. People already thinking in that range will move 
forward more naturally. The exact number can still come later. The range just removes the moment 
where price lands as a surprise. 



Map existing paying clients before adjusting anything else. The instinct when conversion drops is to 
change the offer, the pricing, or the follow-up. Before any of that, it is worth mapping who actually 
converted: where they came from, whether they had a budget allocated before the first conversation, 
how early money came up, and what they said they wanted versus what they bought. That group is 
what buying-mode looks like in practice for this specific business. Once it can be described clearly, it 
becomes possible to recognise it earlier — at enquiry stage rather than at proposal stage — and to 
spend less time on conversations that were not heading there. 

 

Business type and situation are real. This breakdown is based on a single conversation and publicly 
available information about the business. Hypotheses should be tested against actual client data 
before acting on them. 
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