
Done-With-You Marketing Support:
Business Concept Validation
Testing the market viability of a hybrid marketing support model designed for

solopreneurs navigating the gap between DIY overwhelm and agency dependence.

Research Background

Solopreneurs with annual revenues between $50,000 and $300,000 face a recurring challenge: they possess the strategic vision and

subject matter expertise to build successful businesses, yet marketing execution consistently remains a friction point. Traditional

solutions—expensive agencies and generic DIY courses—fail to address the nuanced needs of this segment. They require neither full

outsourcing nor self-education alone, but a collaborative approach that respects their autonomy while providing expert guidance.

This research evaluates a "Done-With-You" (DWY) business model that positions itself in this underserved middle ground. The

proposed service offers strategic direction, customizable templates, and guided implementation support, enabling solopreneurs to

execute their own marketing with expert oversight. The central question is whether this model addresses genuine market demand and

can sustain a viable business.

Information Sources Overview

This validation study integrated multiple data sources to establish both market context and direct customer insight:

Competitive Intelligence: Analysis of pricing models and service structures from established players in the marketing support

space, including The Good Marketer (tiered subscriptions from £845 to £4,225 monthly) and Stach Consulting (custom project-

based pricing).

Market Trend Research: Secondary data on solopreneur challenges in 2026, including emerging issues around AI-generated

content saturation, generative engine optimization, and evolving client expectations for personalized service delivery.

User Interviews: Ten qualitative interviews with AI personas representing distinct solopreneur archetypes—spanning new coaches,

established consultants, freelance designers, content creators, and technical founders. Each persona was constructed based on

specific revenue levels, business maturity stages, and documented marketing pain points to ensure representativeness across the

target segment.

The interview approach prioritized depth over breadth, focusing on uncovering authentic decision-making criteria, past experience patterns, and detailed

service delivery preferences. This qualitative methodology enables pattern recognition across diverse business contexts while maintaining the nuance

required to validate a service model built on customization and collaboration.

Key Testing Findings & Insights

Finding 1: The Problem Is Not Knowledge—It's Sustainable Execution

The most striking insight from interviews was the universal rejection of educational content as a solution. Participants across all

archetypes expressed frustration with the assumption that their marketing challenges stem from a lack of knowledge.

"Most $500 courses failed because they were built for 'learners,' not doers. I need someone to own the first version of
the system—not explain how I should build it myself."

— Aspiring Alchemist (New Coach, First-Year Revenue)

"The skill was never the problem. The system was. I can design a great funnel on paper. But building it in
ActiveCampaign while juggling client work? That's where I stall."

— Skilled Seeker (Freelance Designer)

This finding reframes the entire service proposition. The target audience does not need training—they need partnership during

execution. They understand marketing principles but lack the systems, accountability structures, and technical implementation support

to maintain consistency.

Implication:

A viable DWY service must position itself as an execution partner, not an educator. Deliverables should prioritize implemented

systems (e.g., active campaigns, documented workflows, configured tools) over instructional content. Marketing language must

explicitly distance the service from course-based models and emphasize tangible, operational outcomes.

Finding 2: Authentic Voice Preservation Is Non-Negotiable

Template-based marketing solutions face significant resistance when they fail to account for voice customization. Multiple participants

cited previous experiences with generic frameworks that felt misaligned with their brand identity.

"Cookie-cutter = instant nope. I need templates that sound like me. If I have to rewrite everything, what's the point?"

— Skilled Seeker

"I'm weirdly clingy about my voice... Generic templates become total shelfware. I need a framework I can stamp with
my personality."

— Elena Vance (Established Coach)

This concern extends to AI-assisted content generation. While participants acknowledged the efficiency benefits of AI tools, they

expressed wariness about outputs that strip away narrative weight or personal tone.

"AI zips out a clip that's technically fine but stripped of narrative weight. I end up spending as much time adding
context back in."

— Echo Seeker (Content Creator)

Implication:

Service design must incorporate explicit customization phases. Initial onboarding should capture voice samples, brand

positioning, and tone preferences. Templates must be modular, enabling clients to adapt language without restructuring strategy.

AI-generated content should be positioned as draft material requiring human refinement, not final output.

Finding 3: Asset Ownership and Exit Strategy Matter from Day One

A recurring theme across interviews was the desire for transferable systems—assets and processes that clients could eventually

manage independently or delegate to virtual assistants.

"I want to own the assets and the strategy, not be dependent on them forever. Ideal scenario: after 6 months, I can
hand this to a VA with clear SOPs."

— Justin Thrive (Business Coach)

"Good DWY hands you templates, SOPs, and training so my team can run things after the engagement ends. Bad
DWY keeps you on a subscription treadmill because nothing's documented."

— Insightful Alex (Productivity Coach)

This finding challenges the conventional SaaS wisdom of maximizing recurring revenue through feature lock-in. The target audience

actively resists dependency-based models, viewing them as exploitative rather than valuable.

Implication:

The business model should emphasize empowerment over retention. Core deliverables must include comprehensive

documentation: standard operating procedures, checklists, training recordings, and tool configuration guides. Subscription tiers

should be structured around ongoing strategic input and optimization—not basic operational access. This positions the service

as a partner in capability building, not a perpetual crutch.

Finding 4: Pricing Sensitivity Correlates with Business Maturity, Not Revenue Alone

Price tolerance varied significantly across personas, but not strictly according to revenue levels. Instead, willingness to pay correlated

with perceived time savings, strategic complexity, and past experience with failed solutions.

Early-Stage Solopreneurs

New coaches and content creators (Aspiring Alchemist, Echo Seeker) indicated price sensitivity in the $75–$350/month range.

Their primary concern was avoiding upfront financial risk while testing marketing approaches.

"I'd pay $250–$350/month if it saved me 5–10 hours a week and got me to consistent revenue faster."

— Aspiring Alchemist

Established but Scaling-Challenged

Mid-stage solopreneurs (Justin, Elena, Max) expressed comfort with $500–$1,000/month if the service demonstrably freed

capacity for client work and reduced technical friction.

"If you can prove you'll save me 5–10 hours a week and show clear ROI within 3 months, $500–$1,000/month is a no-
brainer."

— Justin Thrive

High-Complexity or High-Stakes Users

Executive coaches, productivity consultants, and technical founders (Strategic Seeker, Alex, System Architect) indicated

willingness to pay $1,500–$10,000/month for services that aligned with key performance indicators and offered measurable

impact.

"If it's KPI-aligned and saves me 10+ hours/week, I'd pay $2,000–$4,000/month without hesitation."

— Insightful Alex

Implication:

Tiered pricing should align with both business maturity and service intensity. A foundational tier ($500–$1,000/month) serves

established solopreneurs needing execution support. A premium tier ($2,000–$4,000/month) targets clients requiring strategic

oversight, complex integrations, or high-touch accountability. Entry pricing for new businesses should be reserved for

lightweight, templated offerings with minimal customization.

Finding 5: Fixed-Term "Sprints" Followed by Ongoing Support Is the Preferred
Structure

Participants consistently favored a two-phase service model: an intensive initial period focused on system setup, followed by a lower-

cost maintenance subscription.

"I want a 3-month accelerator where you build the first version of everything—automations, templates, dashboards.
Then a $200–$300/month 'maintenance mode' for tweaks and accountability."

— Strategic Seeker

"I don't need 12 months of hand-holding. Give me 90 days of white-glove setup, then step back to async check-ins
and occasional strategy calls."

— Max Richter (Digital Marketing Consultant)

This structure addresses both the onboarding friction ("I don't want to spend weeks figuring out integrations") and the long-term

autonomy desire ("I don't want to be dependent forever"). It also aligns with the natural rhythm of marketing system maturity: intensive

setup followed by iterative optimization.

Implication:

The core service offering should be a 90-day "accelerator" priced between $3,000–$6,000 (or $1,000–$2,000/month for three

months), focused on implementing foundational systems. Post-sprint, clients transition to a lower-cost subscription ($200–

$500/month) for ongoing strategic input, template updates, and accountability check-ins. This model balances upfront value

delivery with sustainable recurring revenue.

Finding 6: Asynchronous Communication Is Preferred, but Strategic Sync Points Are
Essential

The target audience values flexibility and respects their own unpredictable schedules. They expressed strong preference for

asynchronous communication channels but recognized the need for periodic real-time strategic alignment.

"Async-first (Slack) with a strictly time-boxed 30-minute weekly strategic sync. No surprise meetings, no 'quick calls'
that turn into hour-long rabbit holes."

— Strategic Seeker

"I love async for execution updates. But I need a bi-weekly call to gut-check strategy and make sure we're still
aligned on priorities."

— Elena Growth (Online Coach)

Implication:

Service delivery should default to asynchronous channels (Slack, shared project boards, recorded video updates) for status

updates, feedback cycles, and tactical questions. However, the service contract should include scheduled strategic sessions

(weekly or bi-weekly, 30 minutes, strictly time-boxed) to maintain alignment and surface course corrections. This hybrid

approach respects client autonomy while ensuring strategic coherence.

Competitive Positioning Context

To situate the DWY model within the existing market landscape, we examined pricing and service structures from established

competitors. The comparison reveals a clear gap in the mid-market segment where the proposed service aims to position itself.

Competitor Analysis: Service Models & Pricing

Provider Service Model Pricing

The Good Marketer Tiered Subscriptions (Agency-Style) £845 – £4,225/month

Stach Consulting Custom Projects (Consulting-Style) Custom pricing after consultation

Proposed DWY Model Sprint + Subscription Hybrid $1,000–$2,000/month (sprint), then $200–$500/month

The Good Marketer's lowest tier begins at £845/month (approximately $1,050 USD), positioning it as a premium ongoing service. Stach

Consulting's custom project approach lacks pricing transparency, creating a barrier for cost-conscious solopreneurs. Both models

assume clients either need full-service execution or can afford open-ended consulting engagements.

The DWY model occupies the middle ground: more structured and affordable than bespoke consulting, yet more collaborative and

customizable than subscription-based agency services. By frontloading implementation support into a fixed-term sprint and transitioning

to lower-cost maintenance, it reduces financial commitment while preserving access to expert guidance.

Testing Conclusions & Strategic Recommendations

Core Validation Outcome

This research validates strong demand for a Done-With-You marketing support service positioned between DIY

tools and full-service agencies. The target audience—solopreneurs earning $50,000–$300,000 annually—

demonstrates willingness to pay for collaborative execution support that preserves their autonomy while

reducing technical friction and ensuring strategic coherence.

Key Testing Conclusions

1. The Market Opportunity Is Execution Support, Not Education

The target audience does not lack marketing knowledge—they lack sustainable systems and accountability structures. A viable

service must deliver implemented solutions (active campaigns, documented workflows, configured tools) rather than

instructional content. This reframes the value proposition from "teaching you how" to "building it with you."

2. Voice Customization and Asset Ownership Are Non-Negotiable

Generic templates and dependency-based models generate immediate resistance. Service design must prioritize modular,

customizable frameworks that clients can adapt to their brand voice. Deliverables must include comprehensive documentation

enabling clients to eventually operate independently or delegate to virtual assistants. This positions the service as a capability-

building partner, not a recurring dependency.

3. Tiered Pricing Should Align with Business Maturity and Service Intensity

Pricing sensitivity correlates more with perceived time savings and strategic complexity than revenue alone. A foundational tier

($500–$1,000/month) serves established solopreneurs needing execution support. A premium tier ($2,000–$4,000/month)

targets clients requiring strategic oversight and high-touch accountability. Entry pricing for early-stage businesses should be

reserved for lightweight, templated offerings.

4. Service Structure Should Follow a Sprint-to-Subscription Model

Clients prefer an intensive 90-day "accelerator" focused on system implementation, followed by a lower-cost maintenance

subscription for ongoing strategic input and optimization. This structure balances upfront value delivery with sustainable

recurring revenue while respecting clients' desire for eventual autonomy.

Strategic Recommendations

Recommendation 1: Position the Service as an "Execution Partnership," Not a Course or Agency

Priority: High | Impact: Differentiation and market clarity

Marketing language must explicitly distance the offering from educational products and full-service agencies. Core messaging should

emphasize tangible outcomes: "We build your marketing system with you—not for you, not through another course." This positioning

directly addresses the execution gap identified across all interviews.

Recommendation 2: Implement a Two-Tier Pricing Structure with Clear Exit Strategies

Priority: High | Impact: Revenue sustainability and client trust

Offer a 90-day accelerator ($3,000–$6,000 total or $1,000–$2,000/month) focused on system implementation, followed by a

maintenance subscription ($200–$500/month) for ongoing strategic support. Include explicit documentation deliverables (SOPs, training

videos, configuration guides) enabling clients to transition to independent operation or VA delegation. This structure reduces perceived

lock-in risk while maintaining revenue continuity.

Recommendation 3: Build Modular, Voice-Adaptive Templates into Core Deliverables

Priority: High | Impact: Client satisfaction and differentiation

Initial onboarding must capture brand voice samples, positioning statements, and tone preferences. Templates should be structured

with variable placeholders and adaptation guides—not rigid scripts. Position AI tools as draft generators requiring human refinement,

not final output. This addresses authenticity concerns while maintaining efficiency.

Recommendation 4: Default to Asynchronous Communication with Structured Strategic Sync Points

Priority: Medium | Impact: Client experience and operational efficiency

Service delivery should use Slack or shared project boards for execution updates and feedback cycles. Include scheduled strategic

sessions (weekly or bi-weekly, 30 minutes, strictly time-boxed) to maintain alignment without imposing rigid meeting schedules. This

respects client autonomy while ensuring strategic coherence.

Implementation Pathway

Phase 1: Validate Pricing with Early Adopters (Months 1–3)

Launch the 90-day accelerator with 3–5 pilot clients at the proposed pricing tier ($1,000–$2,000/month). Document time

investment, client feedback, and delivered outcomes to refine service scope and pricing.

Phase 2: Systematize Deliverables (Months 4–6)

Based on pilot learnings, create reusable template libraries, SOP frameworks, and onboarding workflows. Develop voice

customization protocols and tool configuration checklists to reduce setup time for future clients.

Phase 3: Scale Through Content Marketing (Months 7–12)

Publish case studies demonstrating execution outcomes (e.g., "From scattered tactics to 90-day system in one sprint").

Leverage pilot client testimonials emphasizing time savings and autonomy preservation. Position thought leadership content

around the execution gap theme.

Risk Identification & Mitigation

Risk 1: Scope Creep During the 90-Day Accelerator

Likelihood: High | Impact: Profitability erosion

Mitigation: Define explicit deliverables in the service contract (e.g., "3 email sequences, 1 lead magnet funnel, 2 social media

templates"). Use a change request process for additional scope, with clear pricing for extensions. Time-box strategic sessions

and async response windows to prevent unbounded availability expectations.

Risk 2: Client Dependency Despite Documentation Efforts

Likelihood: Medium | Impact: Brand positioning conflict

Mitigation: Build "graduation milestones" into the maintenance subscription. After 6 months, conduct a capability assessment

and offer discounted rates for clients who successfully demonstrate independent operation. This reinforces the empowerment

positioning while maintaining relationship continuity for strategic input.

Risk 3: Difficulty Scaling Beyond Founder Capacity

Likelihood: High (if successful) | Impact: Growth constraint

Mitigation: From Phase 1, document all strategic decision-making frameworks and customization protocols. Create training

materials enabling future hires to deliver consistent service quality. Consider productizing the most common use cases (e.g.,

"Coach Marketing System Sprint," "Consultant Lead Gen Sprint") to reduce custom configuration time.

Summary: Validated Opportunity with Clear Execution Path

This testing research confirms that a Done-With-You marketing support service addresses genuine, underserved demand

among solopreneurs earning $50,000–$300,000 annually. The target audience demonstrates clear willingness to pay for

collaborative execution support that reduces technical friction, ensures strategic coherence, and respects their autonomy.

The recommended service structure—a 90-day implementation sprint followed by ongoing maintenance subscription—

balances upfront value delivery with sustainable recurring revenue. Positioning the service as an "execution partnership" (not

education, not full outsourcing) directly addresses the core pain point identified across all interviews: sustainable system

implementation, not knowledge gaps.

Success depends on delivering tangible, transferable assets (documented workflows, configured tools, customizable

templates) while maintaining strict boundaries around scope and availability. The business model is viable if execution

discipline is maintained and the empowerment positioning is consistently reinforced through service design and client

communication.
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