
Step 3:  Envision
To concretize a specific vision (and choice of approach) among future states.  
By joint envisioning, the advisor and the client imagine how the end result 
might look, without prematurely giving into the temptation to solve the 
problem.  This is usually the point in the process where the client begins to 
understand his or her own true goals and defines them so that he or she can 
realistically be committed to achieving them.  (Flawless Consulting)

Step 4:  Commit
Help the client understand what is involved 
in achieving his or her vision.  Trust building 
comes from the candor when laying out chal-
lenges and risks.  

   What are we really aiming for here?

   What will it look like when we get there?

   How will we know we are there?

   Take a POV.

   “Now let me just float a trial balloon here.”

   “This is probably not where we’ll end up but...”

   “Hey, who knows where this might lead, but it occurs to me that...”

   Identify items the client needs to deliver (sample files, stimulus,  
past studies to review, questionnaire, and other approvals).

   Timing when these things need to be delivered.

   State potential risks up-front if they exist.

   State our time frame.

Objectives
   What is the objective(s)

   There seems to be several  
objectives.  Which would you  
say are the most important?

   What decisions will be made 
with the results?

   What decision would be made 
in absence of this study?  How 
would this study change that?

   Why do you think we have this 
problem/situation?

   Does any other research exist 
that might help us understand 
the situation?  Can we get a copy?

Step 1:  Understand the Objectives, Landscape, Deliverables
Many times the stated objective may not be the real objective. Or perhaps it is not the question that should be answered.  Still other times, the objective is so broad 
that it needs clarification so that we are more on-point with the deliverable.  Finally, if several objectives exist, capturing priorities will be necessary to ensure the most 
important objectives are met.

Step 2:  Frame The Issue – Re-State The Objectives
Frame and reveal and organize the client’s issues and help in the understanding of the problem coalesce into a common view. The act of crystallizing and encapsulating the 
client’s complex issues (and emotions) into a problem definition will provide insights and a fresh way of thinking about the problem.  In many advisory situations, an accurate 
problem statement is more than halfway to the solution.  (Flawless Consulting)

Company 
Landscape

   What are your biggest concerns 
with this project?

   Who asked for this study?

   Who will make the decision?

   Who needs to see the results?

   What is their biggest concern?

   How does this fit within any 
larger initiative?

   Do you anticipate any 
resistance to the findings?  
What would that be and where 
would that come from?

Project Scope
   Do you have an expected 
price range?  This will help us 
make sure we keep the plan 
within our size and scope.   
Of course if we can answer 
the question at a lower cost 
we will propose that.

   Are there any important 
sub-groups we should think 
about that might affect the 
decision?  Any customer  
segments to consider?

Deliverables
   Would you like a presentation 
or just a written report?

   To whom are you planning to 
deliver the results (e.g., work-
ing team, CEO)?

   Is there anything special you 
want to make sure is included 
in the report?

   Timing – when do you need  
the results?

   Would you like video clips 
included?

Project Scoping Question Checklist



Final Thought

Project Scoping Question Checklist (cont.)

Questions For Clarification And To Demonstrate We Are Listening
How we ask these questions matters.  The client needs to know we are truly trying to understand and address their issues.  They need to know that we see the issue as unique 
and we are not going to apply a cookie-cutter approach.  Our solution will fit their needs.  These questions also ensure we truly understand.

Demonstrate Our Knowledge, Experience, And That We Have Done Our Homework 

What Not To Do

   Interrupt – wait for the last syllable to be spoken before we ask the next question.

   Respond too soon – make sure the client has expressed their opinion completely.

   Match the client’s points (“Oh yes, I had that same thing happen to me.  Let me 
tell you about it.”).

   Editorialize in mid-stream (“Well, that’s a non-starter.”)

   Give our ideas before hearing the client’s ideas.

   Try to solve the problem too quickly.

   Take calls or interruptions in the course of a client meeting.

Additional Good Questions

   Are there any issues we haven’t discussed that you think are relevant to  
this particular challenge? (Power Questions)

   5-Whys:  After each response ask “why.”  Do this 5 times to get to  
the real issue.

General Planning Questions — Not Project Specific

   What are the major initiatives 
 you are working on?

   What will a successful year  
look like?

   How can I make your  
life easier?

   What does your boss  
expect of you this year?

   How is your competitor’s new ad/product/ 
competitive move affecting your business?

   Do you have any feedback on your  
competitor’s new ad?

   Competitor seems to be having success at 
doing X.  Have you thought about that?
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   Probe for clarification.

   Listen for the bigger story.

   Spot hidden assumptions.

   The 4 most important words – “what do you think?”

   Does that make sense?

   Reflective listening:  “What I hear you saying is...”

   Supportive listening:  “Gee, that must be tough!”

   Listing for possibilities:  “So how would you  
deal with that?”

   Understand hidden emotions: “How do you 
feel about that?”

People will forget what we say and what we do. They will not forget how we make them feel!


