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ABOUT THE BOOK

From the founder and bestselling author of  Flying Solo, this is the 
only guide to working for yourself  you’ll ever need.

Robert Gerrish has spent decades helping Australians turn things they enjoy 
doing into a business they enjoy running. In The 1 Minute Commute, Robert reveals 
how to take creative charge of  your career and be your own boss. 

Map your path, define your work style and seize your market. From freelancers 
and soloists to entrepreneurs and micro-business owners, this book will give you 
the knowledge and skills to shape your professional life to fit your lifestyle. 

Ditch your job and work for yourself  by learning to:

• Cut through to your market in 30 seconds

• Build your loyal following

• Craft a business that runs itself

• Get the fees you deserve

• Compete in an online world

• Get the most out of  your time and still take the pressure off.

Work for your best boss yet – you.

This book is full of  anecdotes from those Robert has helped fly solo who are 
proof  of  how his advice can create a lifestyle-friendly business. 

What are you waiting for?

For al l  media enquires please contact Klara Zak
02 9285 9135 or klara.zak@macmil lan.com.au



ABOUT ROBERT GERRISH

Robert Gerrish helps people turn things they enjoy doing into a 
business they enjoy running. He spent his early career with a small 
marketing and design agency in London, becoming joint head 
honcho after selling to Saatchi & Saatchi Advertising in the late 
1980s. After a decade as a freelance marketing man, his pursuit of  
a more balanced lifestyle took him to Sydney where he now lives 
with his wife Jane and son Jay.

In 2000 he established Flying Solo, a resource to support others 
going it alone. Today the community enjoys a membership of  over 
100,000 independent businesses. Robert co-authored his first book, 
the bestseller Flying Solo: How to go it alone in business in 2005, and it 
ignited his work as a presenter and advocate of  all things solo. The 
National Library of  Australia declared Flying Solo ‘a site of  national 
significance’, preserving it in their Pandora web archive since 2009.

Robert sold the Flying Solo business to David Koch’s Pinstripe 
Media Group in late 2017, and today he works as a coach and 
consultant to those seeking to excel as an independent professional. 
Alongside this he’s a presenter and podcaster, and can be found 
online at www.robertgerrish.com.



TESTIMONIALS

‘I just wanted to let you know that Flying Solo has 
helped this soloist jump all the mind/logistics hurdles 

and tackle my solo venture head on.’ 

CHRIS BLACK, MELBOURNE

 ‘I am right in the process of  starting up my own 
company and the advice in the book is making a big 

contribution to the way I think about things…’ 

MATHEW PATTERSON, SYDNEY

‘…so practical and accessible…’ 

LYNDEL DONALDSON, SYDNEY

‘…it taps the true essence of  what really  
matters in business.’ 

ADAM LEACH, GOLD COAST

‘A remarkable book…sure to fill its  
readers with inspiration…’ 

JOANNA TOVIA, THE DAILY TELEGRAPH

‘…a really handy, readable guide written  
by experienced soloists…’ 

MELINDA FINCH, HUMAN RESOURCES MAGAZINE

‘Flying Solo is my recommended read for aspiring  
and new solo entrepreneurs…’ 

TERRI ZWIERZYNSKI, SOLO-E.COM

‘…anyone who needs a change in their lifestyle… 
should definitely have a thorough read.’ 

eBALMAIN & ePARRAMATTA MAGAZINES, SYDNEY

‘No-one should attempt to run a solo business without 
first heeding the advice in this wonderful book.’ 

TONY STEVENSON, HOBART



‘I’d like to say how fantastic your book is – it really 
speaks to me at this point in my business and 

personal revolution.’ 

DR CHRIS KANG, BRISBANE

‘…I have enjoyed reading it from cover to cover twice 
now. Thanks for your insight and inspiration.’ 

GORDON WHITESIDE, MELBOURNE

‘I love it and it has helped me through moments of  
stress and desperation!’ 

CIEL FULLER, BRISBANE

‘I’ve been running my own independent sales firm for 
a year now, and had hit a wall…thanks to your  

input we plan to start “flying” again…’ 

DAVE DWYER, BLUE MOUNTAINS

‘The thing that impresses me the most and is truly 
useful to me is the amount of  examples you use.’ 

DARRYL BUTLER, CANBERRA

‘To get your business soaring, read Flying Solo…’ 

EDITORIAL FROM MADISON MAGAZINE, AUSTRALIA

‘It is a great book, easy to read and lots of   
practical information and ideas.’ 

KATE MARSH, SYDNEY

‘It was a thoroughly inspiring, exciting, informative, 
stimulating and enjoyable read. Thank you.’ 

KAREN LOW, BRISBANE

‘Opening up Flying Solo is like having coffee  
with a good friend.’ 

ANGELA JAMES, HOMEBIZBUZZ, NEW ZEALAND
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WHY WORK SOLO?
Joining the soloism movement

Why do so many people dream of  working for themselves?

There are lots of  reasons. The big one, though, is that you 
can be so creative with your career. Work your own hours, on 
your own terms, on projects you care about, with clients you 
choose.

You get to shape your professional life to accommodate all 
areas of  your personal life – family, health or travel. Not to 
mention a one-minute commute (if  that!). In short, it’s about 
flexibility and control.

Now that’s pretty attractive. Who wouldn’t want this?

However, with all that freedom and choice, it can be hard to 
know where to start, and what steps to take. Fear not, I’m 
here to share the blueprint for going it alone.

But first, what exactly is a soloist? Is it the same as a small- 
business owner? Are they entrepreneurs or freelancers? Well, 
there’s crossover, for sure, so let’s untangle it.

In the context of  this book, a soloist is someone going it alone 
in business – working for themselves and by themselves.  
The term solopreneur is also common, as is one I particularly 

like, independent professional. Officially, you might call 
yourself  a sole trader … but few people use this term out loud 
– it’s more something for your tax return!

As a soloist, the success, prosperity, enjoyment and work- load 
is all down to one person: YOU!

So does this mean that you have to do everything? Thank- 
fully not. In this book I’ll explain how to avoid getting 
overwhelmed, and lots of  other common pitfalls along the 
way.

Some soloists start out with the intention of  growing bigger, 
but research undertaken at Flying Solo revealed that over 
two- thirds are happy staying small . . . so long as they’re nice 
and profitable.

What about the distinction between a soloist and a freelancer?

Many see themselves as freelancers – the very term has a nice 
energy, thanks to the ‘free’ bit, and the majority fit the soloist 
definition I’ve just outlined. On the other hand, some 
‘freelancers’ are heavily reliant on just one client: a former 
employer perhaps.

Typically freelancers respond to work opportunities or ‘gigs’ 
that are advertised, throwing their hat in the ring in the hope 
of  scoring the job.

Following excerpts are from Chapter 1
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Following excerpts are from Chapter 1

In many cases, though, they’re competing against others with 
a lower cost of  living, or a model that’s simply not as reliant 
on income – maybe a student just trying to get some 
experience. Such a scenario can become a ‘race to the bottom’ 
in pricing terms.

From a client’s perspective, sourcing workers this way may 
look financially attractive, but can be messy with the endless 
back and forth, deviations from the brief, compromises galore 
and a keen lesson in the nature of  false economies.

In my view, freelancing is a way of  work. Soloism is a way of  
life.

Soloists create their own opportunities, build long-term 
relationships and determine their own fees, and in this book 
I’ll show you how to do just that.

Let’s look at entrepreneurs. While the term is used liberally, I 
think of  an entrepreneur as an individual who has their sights 
set firmly on growth, scale and exit – i.e. get it going, build it, 
sell it off  and get started on the next one.

Can a soloist be an entrepreneur? Of  course, and there’s a 
strong air of  entrepreneurial spirit in many solo businesses.

But from research within the solo community, I can tell you 
that the majority tend to be people who are in their business 
for the long haul. In many cases they’ve designed it as a 

distinct lifestyle choice. And if  you’re loving what you do and 
it allows you to live where and how you like, why would you 
want to stop?

When I talk about ‘lifestyle’ and ‘business’ in the same 
sentence, the last thing I want to conjure up is the typical 
stock-photo image of  beautiful people lazing in hammocks 
slung between palm trees, laptop between their knees and a 
speedboat tethered in the distance.

In my view, a ‘lifestyle business’ can be defined as one that 
while making money has as its primary purpose the need    to 
support the business owner’s desired lifestyle. That might be 
a business that allows frequent travel or the ability to be 
location-independent or to be more present for kids and 
family or indeed just to be working at a less hectic pace.

Most soloists are running a ‘lifestyle business’, and in this 
book I’ll show you how to join them.
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ESSENTIAL MARKETING HABITS
Go where your customers are

I love the power of  attraction, the process of  drawing people 
to your business through smart marketing, but what else can 
we do to unearth new customers?

Identifying where prospects already are and getting among 
them is an essential habit of  the savvy soloist. Don’t just sit 
around waiting for your attraction strategies to bear fruit. 
Get out there!

Okay, so firstly, ‘getting out there’ doesn’t necessarily mean 
moving from your warm and comfy workspace, even though 
I’m a great advocate of  getting out into the real world. But 
I’ll come back to that.

To access places where your customers are already congre- 
gating, search for Facebook groups or LinkedIn groups, make 
use of  apps like Twitter and Instagram, and hang out in 
online forums or other industry groups that are populated by 
your ideal customers. Anywhere you can see a number of  
your ideal clients in attendance.

These are great places to demonstrate your expertise, show how 
helpful you can be, reveal your personality, share your opinions 
and learn just where your prospect’s pressure points are.

There is also much to be gained from reading how others in 
your industry, including your competitors, are responding to 
these pains.

Here’s an important point to bear in mind: research has 
continually shown that for every person who is engaged in an 
online forum or discussion group there are up to 10 times as 
many people ‘lurking’ – that is, not actively participating in 
the discussion but still reading, observing and forming their 
own judgements and opinions about what’s being said and by 
whom.

The place where prospective customers look, observe, read 
and follow what you are doing and saying can be enormously 
fertile ground, and little by little they learn to trust you and 
respect your thoughts and ideas.

Just to clarify, when I advise getting involved in discus- sions, 
I don’t want you to start spamming or shouting from the 
rooftops about how great you are. It’s about building rela- 
tionships, and all good relationships involve listening as well 
as speaking.

Don’t go in too strong, too early. Curb your enthusiasm until 
you’ve settled in and got the lie of  the land.

We launched Flying Solo’s discussion forums in 2007 and 
fairly quickly one of  the members likened them to a virtual 
café or bar.



In such a setting it’s easy to see how an over-zealous, over-
promotional soloist is equivalent to somebody bursting 
through the bar and shouting at everyone. Nobody likes this. 
It’s repellent behaviour and it’s bad for business.

Far better to sidle in quietly, take your metaphorical place at 
the counter, observe what’s happening and gradually start to 
get involved in discussions. You can be confident that before 
long, someone is going to ask more about you and you’ll have 
ample opportunities to share what you know and how you can 
assist others.

Also look at magazines, local newspapers and any publi- 
cations that cover your sector and, where possible, comment, 
contribute and get involved in discussion. This is another 
envi- ronment where your response to one person will be read 
by many, many more.

Why is it though that so many soloists lack the confidence to 
nudge prices up? From what I observe it’s usually a fear that 
by so doing they’ll lose business.

This is rarely the case.

I like the way blogger and entrepreneur Yaro Starak thinks 
about pricing:

‘Pricing is very much a psychological element. You need the belief  that 
you are worth the fee, and you need to use the neces- sary proof  points 
to demonstrate to the world that you are worth the fee.’

Following excerpts are from Chapter 14

A key point to note is that customers seldom leave purely due 
to a price increase. Departure is more complex than that and 
more often has to do with how well you look after the customer, 
how much you demonstrate understanding, promote your 
‘proof  points’ as Yaro says and, of  course, how well and how 
reliably you deliver your work.

So when and how should you increase your prices?

The first sign that an increase could be in order is when you 
can’t meet demand. When there’s a queue for your work. A 
small queue is a solid indication; a longer queue a definite 
sign. Another indicator is when you notice a feeling of  resent- 
ment creeping into your work and this may be felt keenly with 
one particular client. A fee increase might help ease this, and 
indeed the increase may help ease them out of  your business.

And at times that can be a very liberating thing!

Making small price increases can significantly impact your 
revenue, which in turn frees up money for marketing and 
business development. This adds to that queue yet again.

One method that can result in an increase is to better itemise 
and document actions that you undertake during a project, 
and charge for each of  the steps along the way.

Start thinking about ‘add-on’ services in much the same way 
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a car detailer charges little extras like making the wheels 
shiny or adding a fragrance to the interior, and be sure to 
constantly talk about the value of  any additions.

Bigger organisations routinely do this kind of  thing to 
maximise profits and avoid leaking money on forgotten 
unpaid extras. Just read through your itemised phone bill if  
you need a reminder.

Successful soloists are doing this too. By itemising tasks it 
reinforces the value you offer and ensures all the elements in 
the process are not taken for granted. It also helps with 
bound- aries: a logo designer, for instance, could state two 
rounds of  revisions are included in the design fee, but extra 
changes after that will be charged accordingly.

Finally, a useful strategy and one that I always come back to 
is to pre-announce price increases, rather than ‘drop’ them 
on people as a surprise.

Here’s how I phrased my last fee increase to my small band of  
clients. I included this sentence in a short note, two months 
prior to the price hike:

‘Having not adjusted my fees for the past 24 months, I’m just letting 
you know that from 1 February there will be a small increase to 
XXX.’

With a couple of  clients, where the relationship was new, I 

added this comment too:

‘Just letting you know that from 1 February my fees will be increasing; 
however, given that our relationship is in its early days, this will not 
impact you until 1 June’.

Having the courtesy to advise in advance emphasises that this 
is a considered move. Sure, it gives your customer the chance 
to reconsider your relationship, but in the meantime you can 
turn up the customer love.

Not that it needs turning up, right?



WHY YOU NEED ACCOUNTABILITY
Who will you answer to?

For a lot of  soloists, me included, work gets done more reliably 
and efficiently when there’s a deadline.

If  a customer says, ‘Let me have the work anytime this month’, 
there’s a good chance the job won’t get finished until the end 
of  the month. Whereas if  it’s needed this week, sure enough, 
it gets done and dusted by Friday.

Deadlines imply that someone is keeping an eye on your work. 
They are relying on you, and it’s this that lies at the heart of  
accountability.

A great example of  this in action was when my friend and 
colleague, Peter Crocker, published an article on Flying Solo 
that challenged readers to commit to undertaking a task 
within a seven-day period. Anyone taking part had to publicly 
commit to their assignment and give feedback on their 
success. The results of  this simple challenge were astonishing, 
with a score of  soloists getting so much done.

Here’s just one example from architect, Nigel Roberts:

‘I succeeded in preparing the content for my website. If  not for this 
challenge, I would have sat there either until I felt it was 100 per cent 
the way I wanted it, or until I got completely sick of  working on it. 

Whichever came first. Now though, I’m happy having got it completed 
and published online as I know I’ll tinker with it anyway.’

If  you keep meaning to do some exercise, imagine the impact 
of  arranging to pick up a friend at seven in the morning and 
go for a run. Unless you’re going to leave her standing on the 
corner, you’ll be there.

The fear of  letting someone down, someone other than 
yourself, is a big motivator. Just like missing a deadline. There 
are lots of  ways to add the awesomeness of  accountability 
into your work. Hiring a coach is one option.

Hire a coach

When I started coaching, few people understood what it was 
about, making it a tricky service to sell.

‘Why would I need someone to tell me what to do when I already 
know what I should be doing?’

. . . was generally how the thinking went.

Telling people what to do is not what coaching is about. 

The reason coaching has exploded in the last couple of  
decades is because it brings accountability to your actions 
and the results that are achieved because of  this can be quite 
extraordinary.

Following excerpts are from Chapter 19



‘You’ve told me it’s a priority to rewrite your profile page – when can 
you block time in the next week and how many words will you write?’

‘Four hundred words and you’ll do it on Wednesday?’ ‘Great, email it 
over to me first thing Thursday. Agreed?’

With the support of  a coach or mentor you can identify your 
priorities and then ensure the actions support them. You are 
kept on track doing the things you know you need to do.

Like a sports coach, a professional coach is a partner who 
helps accelerate your results. This is all about you. You’re the 
athlete, you’re the one winning the medals, while your coach 
cheers you on from the sidelines.

The job of  the coach is to bring out the best in you. Hold you 
to your greater purpose.

Coaches facilitate a system of  reporting, self-exploration and 
goal-setting to improve your focus and awareness. They 
concentrate on where you are today and what you are willing 
to do to get to where you want to be tomorrow.

Soloists are ripe for coaching, as constantly keeping yourself  
directed and motivated can be tricky.

Many soloists sign up coaches for short periods of  three to six 
months to help them get through certain stages or to push to 
new levels.

Set up a buddy group

Whether you call it a ‘buddy group’, a ‘goals group’ or an 
‘informal advisory board’, the concept is the same. The idea 
is you pick out two to three friends or colleagues who ideally 
are on a similar trajectory to you; that is, ‘working their way’ 
to getting where they want to go.

At the outset you each articulate what you’re trying to achieve 
over the next three months, say, and you agree to meet or talk 
regularly and check in.

When you do, you repeat your goals; see how each other is 
doing; look at what’s getting in the way; make pledges of  
steps to take in the coming week and resolve to check in again.

Such groups can be incredibly helpful when it comes to 
keeping you on track.

Following excerpts are from Chapter 19


