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Congratulations! You’re one step closer to being seen as an expert and getting paid to think. No more order-
taking. No more design slave. You’re moving up!  

You may not think of yourself as this just yet, but because you are a creative thinker you are therefore a 
consultant. You can help entrepreneurs, founders, and CEO’s solve huge problems. And you do that by 
asking great questions. 

These 5 questions will enable you to: 
• Get the information you need to design great work. 
• Come up with great ideas and concepts.  
• Use your creative thinking to help your clients solve way bigger problems than just designing  

something pretty. 

Here are my top 5 questions I ask my clients:
1. What’s your goal for this meeting? 

I didn’t start out asking this question when I first started facilitating brand strategy workshops. Once I added 
it to the beginning of my workshops, I noticed there was more buy-in from the group. I once ran a strategy 
meeting with 8 people in it and it wasn’t utter mayhem! I attribute it to starting off the meeting on the right 
foot with this question.   

Asking the client, as well as everyone else in the room what their goal is is the first step in getting everyone 
aligned on the same page. It helps you find out what everyone’s agenda is and what they expect to leave with 
at the end of the workshop. You may even be surprised at the answers you get. It gives everyone a chance to 
be heard and validated, and that not only builds trust between you and your client, it sets the tone for the 
entire day.  

2. What’s your vision for your business? 

You may have asked some form of this question when you were trying to land this project in the first place, 
but I find it important to hear their vision in the workshop. When your client states their vision, they can’t 
help but get extremely excited about it. Their passion grows every time they get a chance to talk about it. The 
workshop is not only a time for you to uncover and gather the information you need, it’s a time to make sure 
all efforts and priorities are aiming at the grand vision. If it’s not, then there’s no point in doing strategy in 
the first place.  



3. Why do you do what you do?
 
I’ve asked this question in many different ways. I sometimes ask “what got you started in this business?” or 
“where did your love for this first begin?” but essentially, the core question is the same. I’m trying to find 
their “why.” 

Their “why” usually stems from something way back in their childhood. They may have grown up being 
bullied, or they had a tough time in school, or maybe it had something to do with their personality and what 
they did for fun. There is usually a root that is somewhere far back in their history and I won’t stop until I 
find the source of it. Once you find the root, you find so many other things that can play into the brand 
personality.  

4. What do you hate? 

Asking generic questions like “give me some words that describe the culture of your brand” result in the 
most boring answers. They can be as dry as plain toast. But when we ask “what do you hate?” our client’s 
vocabulary suddenly becomes a lot richer. Once I have words that describe what they hate, I can then write 
down the opposite word, which gives me a much better description than asking them flat out for a positive 
word.  

5. How so?

I always ask this as a follow up question when I want to get to the real golden nuggets of brand. When 
my client says that the look and feel of their brand is “clean and minimal” I follow it up with “how so?” 
This forces them to either give me an example of what they mean by “clean and minimal” or find a more 
descriptive word. The worst thing we can do is think we know what our client means but be completely off. 
We should never assume we know what they mean.  

I once asked a client if her brand was more classic or modern. When she said “classic” and I followed it up 
with a “how so?” I realized that how I pictured classic and modern were so different from what she had in 
mind. If I didn’t ask that follow up question, I could have gone way far down the opposite path when it 
came to designing the brand identity.  

Don’t forget to confirm your subscription and look out 
for Strategy Stories periodically in your inbox!


