
 

 



HOW TO WIN WORK AND REMAIN CREDIBLE 

Inside this guide 

You are taken on a journey from subject matter expert to commercially successful trusted adviser in 10 
steps.  The guide lays out strategies for creating the most commercial value for you in delivering your 
knowledge and services to your client base; all without compromising your integrity. 

Section What it helps you do 

Prologue Why commercial clarity matters for experts who do not 
want to sound salesy. 

1. The Expert’s Paradox Why expertise is not enough unless the client can see the 
commercial value. 

2. The Translation Problem How to move from methods and jargon to outcomes, risk 
and client priorities. 

3. Diagnostic Framework How to stop pitching and guide the client toward the real 
problem. 

4. Quantifying Impact How to explain value across money, risk, time and 
confidence. 

5. Positioning Formula How to say what you do in a way that makes you easier to 
engage. 

6. Commercial Conversation How to move from rapport to agenda naturally. 

7. Qualification How to choose better opportunities and protect credibility. 

8. Proposal Story How to structure proposals that connect price to purpose. 

9. Objections and Failures How to handle resistance without becoming defensive. 

10. Roadmap How to turn the ideas into repeatable commercial 
confidence. 

Appendix A Worksheet A practical reference for translating services into 
commercial outcomes. 

 

How to use it: Read the chapter, answer the reflection prompt, then apply the worksheet to one live client 
opportunity. The aim is not to memorise sales lines; it is to become commercially clear. 
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Prologue 

 

You are not short of expertise but may be short of a reliable way to turn that expertise into commercial 
conversations that lead somewhere. 

This guide is for experienced professionals who know they can create value, but do not want to feel like they are 
selling themselves. 

Consultative commercial engagement is the ability to help a client understand their problem, recognise the value 
of solving it, trust your expertise, and take the next sensible step — without pressure, hype or pushy selling. 

This ebook is not about sales tricks. It is about consultative commercial engagement. 

This guide is for you as an individual or a consulting practice if: 

• You have years of experience but struggle to turn that experience into consistent revenue. 

• You are good at solving problems but uncomfortable “selling”. 

• You have promising conversations that do not turn into paid work. 

• You know your work creates value but find it hard to justify your fee. 

• You want to win work without sounding pushy, needy or salesy. 

• You struggle to get your team enough work to keep them going. 

 

Reflection: Which of these scenarios apply to you? 
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1. Introduction: The Expert’s Paradox 

 

 

 

 

 

 

The Kitchen Table Reality 

Most specialists assume that if they are good enough, the market will eventually recognise their value. 
Sometimes it does. More often, it doesn’t. 

The problem is not that clients do not care about expertise. They do. But they care about it in context. They want 
to know what your expertise means for them. They want to understand what problem you solve, what risk you 
reduce, what result you help create, and why acting now is better than waiting. 

This is where many experts get stuck. 

They explain what they do from their own point of view. They talk about their method, qualifications, background, 
tools, programs, frameworks or years of experience. All of that may be true. All of it may be impressive. But it still 
requires the client to translate your capability into their commercial reality. 

And most clients will not do that work for you. 

They are busy. They are distracted. They are weighing up risk, cost, timing, internal politics and competing 
priorities. If your value is not clear, they will delay. If the problem is not urgent, they will wait. If the outcome is 
vague, they will compare you on price. If the proposal feels like a cost rather than an investment, they will 
hesitate. 

This is why skilled professionals often lose work they were well qualified to win. 

They do not lose because they lack value. They lose because the value was not translated. 

You have tried giving away advice in the first meeting, only to have the prospect thank you and leave. You have 
tried explaining your process, only to be met with polite nods and no signatures. You have even tried lowering 
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your price, only to lose to someone who sounded clearer. This is the expert’s paradox: being exceptional at what 
you do is no longer enough to ensure you get paid for it. 

Defining the Goal 
This is a roadmap for professionals, consultants, and technical specialists to transition into commercial leaders. 
We are moving away from traditional sales tactics and moving toward a model of professional leadership. You 
will learn to lead commercial conversations that feel natural, establish deep trust, and turn your knowledge into 
revenue. 

You are helping the client see the story clearly: where they are now, what is getting in the way, what better looks 
like, and why your approach is the sensible next step. 

You show them in their minds what the future will look like once they have engaged you to solve their problem.  

The Translation Dilemma 

In the modern market, expertise is the entry fee, not the winning bid. There is a critical gap between being an 
authority and being able to convert that authority into a commercial engagement. 

To bridge this, you must internalise a vital principle: “You do not have a sales problem. You have a translation 
problem.” Success does not require a personality transplant; it requires a fundamental shift in how you lead the 
buyer toward a decision. 

A shift is required from methods, services, expertise to outcomes, risks, and pressure points. Your role is to 
bridge that gap. 

You need to become the translator between your expertise and the client’s commercial reality. 

The expert who can do this becomes easier to understand, easier to trust, easier to engage and easier to pay. 

What does the client need to believe before they say yes? 

Commercial confidence is not created by hype. It is created when the client feels that you understand their 
situation, can explain the value of solving it, and have a practical way to help them move forward. 

Your story needs to answer three quiet questions sitting in the client’s mind. 

1. What problem does this service solve? 

Clients do not buy your methodology, system or process on its own. They buy the confidence that it can be 
applied to a problem they recognise. 

Your role is to make the link clear. 

Do not start by explaining the detail of your method. Start by naming the problem in terms the client understands. 
Show that you understand what is happening, why it matters, what it is costing them, and what needs to change. 

Once the problem is clear, your methodology becomes relevant. It is no longer just a process. It becomes the 
practical way to solve a real business issue. 

2. Does it work? 

The client is not only asking whether your idea is good. They are asking whether it is safe to trust. 

They may be thinking: 

●​ “Am I risking my reputation by backing this?” 
●​ “Will others in my industry understand this?” 
●​ “Has anyone else achieved results from this approach?” 

This is where credibility matters. Case studies, referrals, industry awards, strong results, client feedback, media 
attention and practical examples all reduce perceived risk. 

You do not need to exaggerate. You need to provide enough evidence for the client to feel that your approach is 
grounded, tested and credible. 
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HOW TO WIN WORK AND REMAIN CREDIBLE 
Confidence comes from proof, not noise. 

 

 

3. Will it work for me? 

Even if the client accepts that your approach works, they still need to believe it can work in their environment. 

This is where trust is built. 

You need to address the practical realities: budget, time, resources, internal resistance, existing systems, 
leadership support and the impact on day-to-day operations. 

The more you understand their situation, the easier it is to explain how your approach can fit. 

This is why rapport and diagnosis matter. When you have taken the time to understand the client’s world, your 
recommendation feels less like a pitch and more like a sensible next step. 

 

 

 

Reflection: What business problem do you solve?  (See appendix A worksheet) 
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2. The Translation Problem: ​
    Why Expertise Fails to Convert 

 

Methods vs. Outcomes 

Surveyors do not just provide surveys. They help projects proceed with boundary certainty, compliance 
confidence and reduced risk of costly redesign or disputes. 

WHS consultants do not just deliver safety culture. They help businesses improve productivity and reduce 
operating costs by lowering injury risk, claims exposure, downtime and rework. 

Most experts suffer from a "translation problem." You speak in methods and qualifications; the client thinks in 
pressures and problems. When you describe your process, you see a solution; the buyer hears a cost and sees 
a "calendar slot" or a "checkbox" to be ticked. If you make the client do the hard work of translating your jargon 
into their value, you become invisible. 

What the Expert Says 
(Jargon/Process) 

What the Buyer Hears (Cost/Checkbox) 

"I run interactive workshops." "A calendar slot and a cost." 

"I provide leadership training." "A checkbox for HR to tick later." 

"I use a proprietary six-step method." "A complicated, time-consuming hurdle." 

"I offer comprehensive advisory 
services." 

"I am not sure how this solves my specific crisis." 
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The Five Reasons Experts Undersell 
Experts fail commercially for five specific reasons. Address these, or continue to lose work where you are well 
qualified to win: 

1. Confusing Credibility with Clarity: Assuming experience speaks for itself. Buyers do not buy your 
experience; they buy the result that experience produces. 

2. Giving Advice Too Early: If you solve the problem for free in the first meeting, you haven't been 
"helpful"—you've eliminated the reason for an engagement. 

3. Focusing on Services vs. Outcomes: Describing what you do (e.g., "I do performance management") 
instead of what they get (e.g., "I help managers have better conversations so performance issues are 
addressed before they become formal problems"). 

4. Avoiding Money: Delaying the fee discussion makes the price a shock. Fees must feel like the logical next 
step after value is established. 

5. The Persuasion/Manipulation Myth: Fearing persuasion is dishonest. If you can truly help, guiding the client 
to act is your professional responsibility. 

The Solution 

The solution is to become a "Translator." You must bridge the gap between your technical knowledge and the 
client's business reality. The principle is simple: The expert who learns to translate experience into business 
value becomes easier to engage, easier to trust and easier to pay. 

 

Reflection: Which underselling habit applies to you? 
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3. The Diagnostic Framework: ​
     Stop Pitching, Start Guiding 

 

Reframing the Pitch 

A "pitch" is a performance focused on you. A "diagnosis" is a consultation focused on the client. For specialists, 
diagnosis is far more powerful because it demonstrates insight without pressure. When you diagnose effectively, 
the client feels understood, and your expertise becomes relevant before you even suggest a solution. 

The Four Questions That Turn Interest Into Opportunity 

Lead the diagnostic journey using this four-step “SFCD” sequence to identify the "Pressure" point prospects 
face: 

1. Situation: Understand the current state. "What is the current approach?" or "How are you handling this at the 
moment?" 

2. Friction: Identify the breakdown. "Where is it frustrating?" or "What have you already tried that didn't work?" 

3. Consequence: Explore the cost of inaction. "What does this cost the business in time, money, or risk?" or 
"What happens if nothing changes?" 

4. Direction: Map the desired future. "What would a better outcome look like?" or "What would make this worth 
fixing?" 

Identifying the 'Real' Problem 

Clients usually present symptoms. Your value rises when you name the problem better than they can. Your skill 
is to identify what the real issue is so that you can translate that into the benefits. 

For example: 

• Symptom:  
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"We have high injury claim rates despite doing lifting training. So training doesn’t work." 

• The Real Problem:  

"The processes developed do not prioritise safety over performance. The workers are performance driven 
and see safety second. How can we change culture while maintaining productivity?" 

Or 

• Symptom:  

"Prospects tell us that they can get the same level of recruitment services cheaper through AI." 

• The Real Problem:  

"You have not differentiated yourself in the market and your value proposition isn’t clear. Let’s look at how 
you solve their key issues. Is it recruitment speed, quality of candidates or are their gaps in the job 
descriptions or other factor they may not be aware of?" 

 

 

Reflection: What customer question helps you best get to the root of the problem? 
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4. Quantifying Impact: ​
    The Four Types of Commercial Value 

 

Value as Relevance 

Value is not about your ego; it is about relevance. You are not telling the client how amazing you are; you are 
demonstrating that their problem matters and that you have a practical way to fix it. 

There is an old joke about paying an engineer to fix a problem in a minute by hitting a motor with a hammer to 
get it started. The client questions him and asks “why would I pay you $10,000 for 1 minute of your time to hit the 
motor with a hammer?” The answer is “You’re not paying me for the 1 minute, you’re paying me for 15 years 
work to know where to hit. That’s expertise.” 

The Value Matrix 

To justify your investment, articulate value across these four categories: 

Value Type Commercial Focus 

Financial Value Increased revenue, better margins, or improved productivity. 

Risk Value Avoiding compliance issues, safety incidents, or reputational damage. 

Time Value Faster onboarding, reduced rework, or quicker decision-making. 

Confidence Value Stronger leadership or the ability for a team to make decisions without the 
owner. 

 

Why your fee needs a story 

A fee without context is a cost. A fee attached to a problem and a valued outcome is an investment. 

Clients do not reject fees only because they are too high. They reject fees when the value is unclear, the 
problem is not urgent, the outcome is vague, or the risk of doing nothing has not been made visible. 

New Suite Pty Ltd  |  Strategic Growth Architects |  Page 11 



HOW TO WIN WORK AND REMAIN CREDIBLE 
This is why you should never present price as a lonely number. Your fee should sit inside a story: 

• We understand the issue. 

• We know why it matters. 

• We know what it is costing. 

• We know what needs to change. 

• We know how we will approach it. 

• We know the value of getting it right. 

• This is the investment required. 

You must help the client see the "cost of staying the same." If there is no cost to doing nothing, there is no 
reason to hire you. 

 

Reflection: What is the one key financial benefit your clients get from you that they don’t get from anyone 
else? 
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5. The Positioning Formula: Articulating Your Worth 

 

Moving Beyond Vague Titles 

Answering the question "What do you do?" with "I'm a consultant" or "I do training" is commercially weak. It 
makes you invisible to the buyer. It forces them to do the translation work you should have already done. 

The Results-Oriented Formula 

Use this formula to anchor your value: “I help [Specific People] solve [Specific Problem] so they can [Specific 
Result].” 

 

Practical Examples: 
 

• WHS/Technical Specialist:  

"I help site managers solve recurring safety compliance gaps so they can pass audits without 
halting production." 

 

• Allied Health Consultant:  

"I help clinic owners move from owner-dependence to a systemised team model so they can scale 
without burnout." 

 

• Consultant:  

"I help technical specialists turn their experience into revenue by packaging their knowledge into 
services clients can understand, trust, and buy." 

 

Reflection: What specific result do clients get when your work is done well? 
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6. The Commercial Conversation: ​
    From Rapport to Agenda 

 

 

Transitioning Naturally 

Transitioning from social rapport to a commercial agenda shouldn't be awkward. Use a simple, professional 
opening: "Before I talk about how I might help, it would be useful to understand what is happening in your 
business right now." 

These appear to be “salesy” techniques, but in reality, the answers are vital for a good working relationship. 
Ensure that the outcomes are what each party expects. 

Armed with this knowledge your pitch goes from a selling point to a commercial engagement. 

The Commercial Conversation Script 
Lead with these specific questions to uncover commercial drivers with questions that invite conversation, not 
simply “is this a problem for you?”: 

 

1.​ Context: Set the scene and build understanding.  

"Tell me what’s happening with your workers now." 

 

2.​ Problem: Uncover the real problem.  

"What prompted this conversation?" and "What is not working as well as it should?" 

 

3.​ Impact: Explore the impact of the status quo.   

"What does that mean for the business now?" and "What happens if nothing changes?" 
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4.​ Outcome: Clarify the outcome they want and why it matters. 

"What would a good result look like?" and "How would you know this had been worth doing?" 

 

5. Role: Position your role in helping them achieve the outcome 

"Based on what you’ve described, the issue is [Real Problem]. This is where I can help." 

 

6. Approach: Now is the time to introduce your approach to solving the problem 

"The way I would approach this is to measure staff knowledge now, then identify the gaps..." 

 

7. Next Step: Agree the next step to keep momentum and set a time. 

"The sensible next step is a short diagnostic to identify the real opportunity. We can get that underway 
next Tuesday or Thursday if that works." 

 

Active Listening 

Successful commercial leaders listen more than they talk. Use open-ended questions to find the "commercial 
drivers." This transforms the process from a hard sell into a collaboration. 

 

Reflection: What question could you ask every client to uncover the real commercial driver? 
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7. Qualification: Choosing Your Opportunities 

 

The Expert as Gatekeeper 
Saying yes to every lead is usually a sign that you are reacting to opportunity rather than choosing it. 

A professional leader acts as a gatekeeper of their own time. If you accept work that isn't a fit, you damage your 
reputation and your margins. 

 

The Five Qualification Criteria 

Before writing a proposal, run this checklist: 

• Real Problem: Is there a substantive issue or just a minor annoyance? 

• Urgency: Does the client need to act now? 

• Budget: Is there financial capacity for an investment? 

• Authority: Am I talking to the person who can say "yes"? 

• Willingness to Change: Is the client actually prepared to do things differently? 

 

Walking Away 

Being a "trusted advisor" means having the courage to walk away if a lead is not a good fit. This transparency 
builds more long-term credibility than any "close" ever will. 

Reflection: Which qualification question do you currently avoid asking? 
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8. The Commercial Story: ​
    Structuring Proposals That Win 

 

The 'Story' vs. The 'Spreadsheet' 
Every proposal needs a narrative. A spreadsheet of costs is easily deleted; a commercial story that connects 
those costs to business value is not. The story takes purchasers on a journey that they can use to explain the 
benefits to other stakeholders. 

The Seven-Part Proposal Structure 

1. The Issue: Describe the problem using the client’s own words. 

2. The Impact: Detail what the problem is currently costing or risking (Time, Money, Growth). 

3. The Desired Outcome: Define success from the client’s perspective. 

4. The Recommended Approach: The practical steps you will take to close the gap. 

5. The Value Created: The strategic and commercial benefits of the solution. 

6. The Investment: The fee, stated clearly and confidently. 

7. The Next Step: A clear instruction on how to proceed. 

 

Reflection: How closely does this align with your proposal structure? 
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9. Overcoming Resistance: ​
    Handling Objections and Failures 

 

Objections as Interest 
Objections are not always rejections. Often, they are signs that the client has an unresolved question, an 
unspoken concern, or a value gap that has not yet been closed. 

The Reframe-Clarify-Resolve Method 

• Reframe: View the objection with curiosity, not defensiveness. 

• Clarify: Ask open-ended questions to understand the real concern (is it price, or is it risk?). 

• Resolve: Provide the context needed for a confident decision. 

Rejections on price can mean they have budget constraints or more likely they cannot yet identify with the value 
they get. 

A question to ask may be: “Can I ask whether the concern is the amount itself, or whether the value is not yet 
clear enough to justify the investment?” 

Responding to Past Failures 

When a client mentions past efforts that didn't work, respond with these exact professional scripts: 

• Workshops that didn’t stick: “Workshops are fine. The issue is retention and application. Let’s design 
follow-up that makes the learning stick.” 

• Underpricing to win: “Lowering price rarely solves the real problem. Let’s show the return so the fee looks like 
an investment.” 

• Free advice that disappeared: “I can give a quick fix now, or we can map a short program that ensures the fix 
lasts.” 

Reflection: What past client situation made you realise that expertise alone was not enough? 
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10. Conclusion: The Roadmap to Commercial 
Confidence 

 

Summary of the Path 

To turn your expertise into revenue, follow this five-step path: 

1. Diagnose: Stop explaining; start identifying what creates pressure. 

2. Sell Outcomes: Move from listing services to promising results. 

3. Build Value: Ensure the client understands the cost of staying the same. 

4. Qualify: Act as the gatekeeper of your expertise. 

5. Lead via Story: Use proposals that connect price to purpose. 

Final Credo 

Selling is not about being pushy, aggressive, or "sleazy." It is about professional leadership. It is the act of 
helping a client understand their problem, the value of solving it, and why you are the right person to guide them. 

Call to Action 

You already have the expertise. The final step is to apply these frameworks to your daily interactions. By 
translating your experience into business value, you will become easier to trust, easier to engage, and easier to 
pay. Start your next commercial conversation by asking, "What's happening now?" and lead your way to 
success. 

Asking for help isn’t weakness; it’s growth 

Teaming with a growth architect allows you to test your approach in a safe environment and get valuable 
feedback before damaging a valuable opportunity.  An investment in support can mean years of greater income 
and less stress. Get it right before you tackle the big opportunity so that your confidence shines and the prospect 
will say yes. 
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The Final Thought 
You do not need to become a salesperson; you need to become commercially clear. 

When you can explain the problem, show the cost of inaction, define the value of solving it, and guide the client 
toward a sensible next step, selling stops feeling like selling. 

It becomes leadership. That is how you win work and remain credible. 

Your Next Step 

Reading this guide will help you see the problem.  The program helps you apply the solution. 

In our program How to Win Work and Remain Credible, you will work through your own expertise, your own offer, 
your own client conversations and your own proposal story. 

You will learn how to define the problem clients will pay you to solve, explain your value clearly, stop giving away 
too much advice too early, qualify better opportunities, and justify your fee without sounding pushy. 

You already have the expertise. Now build the commercial confidence to turn it into revenue. 
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Appendix A Worksheet: 
What Experts Really Sell 

Experts often describe their work by the activity they perform. Clients buy the problem solved, the risk reduced, 
the time saved, or the value created. 

The expert’s mistake is to describe the deliverable. The commercial leader describes the consequence of the 
deliverable. 

Here are examples you can use or adapt and then apply this to your specific situation. 

Expert They don’t just provide… They help clients… 

Surveyors Surveys, measurements and reports Keep projects moving with boundary certainty, planning confidence, compliance 
evidence and reduced risk of costly redesign or disputes. 

WHS Consultants Safety audits, manuals or safety 
culture programs 

Improve productivity and reduce operating cost by lowering injury risk, claims 
exposure, downtime, rework and supervision burden. 

Accountants Tax returns and financial statements Give business owners control, visibility and confidence so they can improve cash 
flow, reduce tax risk and make better commercial decisions. 

Lawyers Legal advice or contracts Reduce uncertainty, protect commercial interests and help clients avoid disputes, 
penalties and the cost of poorly structured agreements. 

HR Consultants Policies, job descriptions or 
performance processes 

Help businesses reduce people risk, improve management consistency and deal 
with workplace issues before they become expensive formal problems. 

Recruiters Candidates or resumes Reduce the cost of poor hiring by helping businesses find people who can 
actually succeed in the role, not just interview well. 

Training Providers Workshops or courses Improve retained capability so staff apply what they learn, reduce mistakes and 
compliance risk while they perform better after the training is finished. 

Leadership Coaches Coaching sessions Give leaders confidence with better decisions, handle difficult conversations 
earlier and build teams that need less rescue and correction. 

Business Consultants Advice, reports or strategy sessions Help owners move from confusion to commercial clarity so they can focus effort, 
make better decisions and grow without wasting resources. 

Marketing Consultants Campaigns, content or branding Help businesses attract better-fit customers, explain their value clearly and 
reduce wasted spend on marketing that does not convert. 

Sales Consultants Sales training or scripts Help businesses turn more enquiries into profitable work by improving how value 
is explained, qualified and converted. 

IT Consultants Systems, software or support Reduce operational friction, downtime and security exposure so the business 
can work faster, safer and with fewer interruptions. 

Cybersecurity Consultants Security reviews or technical controls Protect trust, revenue and continuity by reducing the risk of data loss, fraud, 
business disruption and reputational damage. 

Engineers Designs, calculations or technical 
reports 

Help projects proceed safely, efficiently and with confidence by reducing 
technical risk, failure points and approval delays. 

Architects Drawings and design concepts Turn ideas into buildable, compliant and valuable spaces that meet the client’s 
needs while reducing planning, cost and usability problems. 

Environmental Consultants Environmental reports Help projects gain approval faster by reducing environmental risk, compliance 
problems and delays caused by poor site understanding. 

Finance Brokers Loan options Help clients structure finance so they can fund growth, manage cash flow and 
avoid unsuitable debt. 

Insurance Brokers Insurance policies Protect business continuity by identifying risks the client may not see and 
arranging cover that reduces exposure when things go wrong. 

Allied Health Consultants Assessments or treatment plans Improve function, reduce injury impact and help people return to work or daily life 
with greater confidence and less long-term cost. 

Workplace Physios / 
Ergonomists 

Assessments or ergonomic advice Reduce business risk with lower claims, absenteeism and productivity loss 
through lower injury risk, improved work design and helping people stay 
productive. 
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Project Managers Schedules, meetings and 
coordination 

Protect time, budget and accountability by keeping people, decisions and 
resources aligned. 

 

Your Turn: Build your value proposition 
 

Complete the worksheet as it applies to you and your customers.  

Keep it short and try to think of situations you have found yourself in with real prospects.  

​
I help a client to: ​ ​ ​ ​ ​ ​ ​ ​ ​ ​ ​  

​
The problem I solve is: ​ ​ ​ ​ ​ ​ ​ ​ ​ ​ ​  

​
The value created is: ​ ​ ​ ​ ​ ​ ​ ​ ​ ​ ​  

​
The client can justify the fee because: ​ ​ ​ ​ ​ ​ ​ ​ ​ ​
 

I don’t just provide: ​ ​ ​ ​ ​ ​ ​ ​ ​ ​ ​ ​
 

I am different from the others because: ​ ​ ​ ​ ​ ​ ​ ​ ​
​ ​ ​ ​ ​ ​ ​ ​ ​  

 

A useful formula for you: 
 

I don’t provide [service]. 

 

I help [client] achieve [commercial outcome] by solving [real problem]. 
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About the Author 

Garry Gosling — Strategic Growth Architect 

Garry builds commercial clarity and stronger growth outcomes for founders, technical specialists and 
professional practices. His award-winning strategic experience across diverse markets demonstrates the 
effectiveness of his models. His approach works because it aligns value propositions with customer priorities and 
gives teams a clear, confident path to revenue. 

New Suite — Strategic Growth Architects 

 

 

Are you ready to apply this to your own offer? 

 

How to Win Work and Remain Credible 

Let me run through a practical program for specialists who want to turn ​
expertise into revenue without sounding like a salesperson. 

Contact: garry@newsuite.com.au 
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