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Every small business is unique. Therefore, it’s essential to have tools that are customizable depending on your business’s needs. That’s why Entrepreneur is offering you access to our Startup Resource Kit. Get instant access to thousands of business letters, sales letters, sample documents and more – all at your fingertips!


Accessing Entrepreneur’s Free Startup Resource Kit is easy.



Simply visit: www.entrepreneur.com/guideoffer



and download to any windows or mac computer



You’ll find the following:

The Small Business Legal Toolkit

When your business dreams go from idea to reality, you’re suddenly faced with laws and regulations governing nearly every move you make. Learn how to stay in compliance and protect your business from legal action. In this essential toolkit, you’ll get answers to the “how do I get started?” questions every business owner faces along with a thorough understanding of the legal and tax requirements of your business.

Sample Business Letters

1000+ customizable business letters covering each type of written business communication you’re likely to encounter as you communicate with customers, suppliers, employees, and others. Plus a complete guide to business communication that covers every question you may have about developing your own business communication style.

Sample Sales Letters

The experts at Entrepreneur have compliled more than 1000 of the most effective sales letters covering introductions, prospecting, setting up appointments, cover letters, proposal letters, the all-important follow-up letter and letters covering all aspects of sales operations to help you make the sale, generate new customers and huge profits.
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Preface


The appeal to become a motivational coach has never been more alluring than it is today. This book is for the hundreds of thousands of successful people who want to take their expertise and help others become more successful as well. It is the first how-to book focused expressly on those who want to work hands-on, one-on-one with their clients to help them think bigger, and become more successful.

 



Over the seven years I have run my own motivational coaching firm (including the difficult 18 months when I was keeping the company alive while stationed in Iraq with the Army), I’ve learned quite a bit. This book is the result of those  seven years of trial and error. It is the result of falling on my face time and time again, and making hundreds of mistakes with my own company, Unstoppable Artists—a company I started from the ground up on a shoestring budget in 2001 and is today a premier business, marketing, and financial coaching firm for those in show business, music, and publishing.

This book will explain what you need to get started, how to properly position yourself, how to handle both the internal and external aspects of running the business, and even what to do when you want to expand.

There are only three things this book can’t provide you: the discipline, the guts, and the enthusiasm to take the plunge, open up shop, and do what needs to be done to stay in business. If you can provide those three ingredients, this book will provide the rest.

On that note, this book takes a long-term approach and assumes that the reader is interested in starting his own motivational coaching firm, and then expanding it to the heights of profitability and prestige. Of course, not all readers will want to take their company that far, but a good entrepreneur knows and understands exactly where the company can go, even if he or she decides not to take it there.

Reading this book will take you from conception all the way to franchising your firm, and will cover every step along the way, from choosing a name and getting things started, to hiring an office manager and firing employees who aren’t making the cut. This book is not designed to be an exhaustive treatment of every subject; my intent is to give you enough information to get your company off the ground, and up and running. It will also act as a jumping off point to other books that will cover each chapter’s subjects in far greater detail.

I applaud you for having the guts to start your own business, and especially one in such a tough field as motivational coaching. I know for a fact that while the journey is going to be fulfilling, it is also going to be difficult and challenging, and at some times it is going to drive you absolutely nuts. But don’t fret! This is normal, and is part of the process. All entrepreneurs go through this from time to time. If you need some help, let me know! If you have any questions, comments, or need clarification on anything, I encourage you to please email me at roe@unstoppableartists.com. Actually, I’d be very pleased just to hear that you liked the book. So if you have the inclination, don’t hesitate: get in touch!  Finally, just remember one thing: If you start a motivational coaching firm, you in many ways become responsible for those you coach. Coaching is not something you should dabble in, because people’s futures are at stake.

So read this whole book with an open mind and use it as a guide in helping you to decide whether opening this type of business really is something you want to do. E-mail me with questions if you have any. And just talk to others. Ask everyone for their thoughts. And then—make a decision. When you are certain that this truly is the business you want to start, just jump in with both feet. Running this business is going to require every ounce of life experience you have earned to date.

On that note, meet you—and your clients—at the top!





1

 Prepare to Get Motivated


Congratulations! You’ve just made a brave step into a field that few people understand, and even fewer can actually do well. Welcome to the wild world of motivational coaching.

 



Why is this such a unique field? Well, first off, a lot of people get the wrong idea about the field; the term motivational  coach is at best misleading, and at worst, misunderstood and ridiculed. Second, it’s a unique field because it’s somewhat of a limbo field; it’s not standard consulting where you provide specific business information to someone from a position of expertise, and it’s not psychotherapy, where issues of mental health are handled by professionals with licenses and degrees.
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Smart Tip

Motivational coaching is a cross between consulting, coaching, and counseling, and you should aim to be well versed in all three.



Motivational coaching falls in a very strange place somewhere in between consulting and therapy, and to add even more confusion, at one point of the triangle there’s this additional word thrown in: “motivational.” So it’s consulting meets psychotherapy with a motivational twist.

Like I said, it’s a strange field, but it’s a wonderful and fulfilling field, and it’s more rewarding than perhaps any other field. And thanks to the hybrid/limbo characteristics of motivational coaching, you end up not only giving great advice as a consultant and helping your clients get over their roadblocks as a counselor, but you have the added thrill of motivating them to achieve heights that they never could have imagined without your help. And WOW—that is an amazing feeling.




The Evolution of the Motivational Coaching Field 

As far as I am concerned, Tony Robbins really put motivational coaching on the map. While certainly there are the greats such as Dale Carnegie and Napoleon Hill, it was Tony Robbins who really took motivational coaching to an international level and made it a modern craze.

This concept of motivation expanded into finance with Robert Kiyosaki and the Rich Dad series, Robert Allen, and Suze Orman; into real estate with Carlton Sheets, and Donald Trump and Trump University; into the stock market with Investools and Robert Allen, and the list goes on.

Over the last 20 years, motivation moved from being a fringe industry into the international spotlight, in large part thanks to the internet and the ease of  communication that e-mail brought into nearly every home. Motivational coaching is no longer something that “those people” do; it’s something that is starting to intrigue even Joe Public in Anytown.




Some People Just Won’t Change 

This discussion of the growth of motivational coaching leads to an interesting fact: While the number of people who are interested in motivational services these days has greatly increased, the vast majority of those who seek such help don’t really change their lives all that much as a result of what they’ve learned. While I am coaching people today who ten years ago might not have hired me, it is also clear that not everyone I coach soars to new heights. Some just refuse to change. I provide them the information and get them inspired, but they just fizzle out. Sure, many of my clients do take what I give them and run with it to the tops of their field, but others take what I give them, put the information in a closet, and return to their old ways of doing things. While this is disappointing, there is not much I can do about it. And there won’t be much you can do about it, either.

You see, statistics show that if 100 people attend a seminar, only 30 of them will actually act on the information provided, even if they agree completely with the actions recommended. Why is this? Well, for one, people are generally lazy, no matter what they may tell you or lead you to believe. Second, most people don’t want to actually work to change their life; they want a quick fix that doesn’t require hard work. They would really like to see change in their lives, but they don’t want to change themselves in the meantime to help effect that change in their lives. Unfortunately, the quick fix doesn’t exist, and many people just give up.
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Beware!

Do not call yourself a psychotherapist unless you are licensed to do so.



This point is crucial. Just because there has been a large increase in curiosity for motivational coaching and services, it doesn’t mean that there is a large change in the psychological tendencies of human beings. Most people still remain unwilling to do what they know they need to do in order to become and remain successful. This is why, today, there are some people who I just will not accept as a client,  and also why there is always going to be a large group of people who will never hire a motivational coach—they just don’t care enough about the future to sacrifice in the present.
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Stat Fact

Most people who attend seminars do not implement what they learn from seminars. The same is true of those who use coaches for a brief stint, and then stop. This is why it is in your best interest to work with clients over a period of time. The accountability you provide the client over a long-term coaching period will result in better results.






All Coaching Needs to Be Motivational 

The other key transition is that everyone is starting to demand that all coaching—no matter what the field—needs to be motivational. Consulting is—in my opinion—starting to take a backseat to coaching, because people no longer want to be bored to death with dry data (i.e., a consultant). Today, clients demand more. They not only want the expert analysis, but they also want to be instilled with the confidence to know that they can implement the new plan. They want the passion to come with the plan. They want to be inspired to take the leaps of faith that they just couldn’t do alone. They want—and crave—the validation that they just can’t find anywhere else.
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Smart Tip

Read this book with a “no rules” frame of mind. What works for you may differ from what I recommend here. Every company is unique, and needs to be approached as such. Don’t be afraid to break the rules.



Yes, today, coaching of any sort needs to be motivational, and most consultants will agree that their approach today is beginning to morph to include aspects of coaching, and motivational coaching at that. Isn’t it rather funny, though, that it is even called motivational coaching—as if there are other branches of coaching that are not motivational? How can anyone be a good coach without being motivational? It seems so obvious. Whether you are coaching a basketball team or a five-person computer programming group; the cast of a feature film or an individual entrepreneur; the CEO of a company or a police officer on the local force; it’s all the same—if you’re not motivational, you are not doing your  job! If you are not helping them to realize that the plan is doable, and is going to be successful, what kind of coach are you anyway? And it all involves the magic five-syllable word: Mo-ti-va-tion-al.




You Need to Be Motivated Before All Others 

Surprise! In order to be a motivational coach, you need to first be a motivated person!

What does that mean? It means that you can’t just say that you’re a motivational coach; you need to embody it, and mean it. To that end, it’s nothing more than having a three-fold passion for:
• coaching a particular subject matter

• teaching and helping others with the subject

• igniting and fueling a fire within someone else, especially when they think that they can’t do it.





Each of these three requirements are going to be discussed at length throughout this book, but the key to take away from this introductory section is that you need to be an exciting person! Sure, it seems like an obvious necessity that you need to be motivated first, but a lot of people don’t get that. They think that just because they understand the subject matter they are coaching—voila—they are going to have a successful coaching business. WRONG.

You need to be that “first mover” that Aristotle talks about; that force that inspires motion in others. You need to be the inspiration and role model for your clients. If they don’t see the fire within you from the moment the relationship begins, you are never going to be able to ignite it within them.


Life Is Still Going to Suck Sometimes 

Want the harsh reality? Being a motivational coach to others is perhaps one of the most difficult jobs in the world, and for one reason: It is sometimes incredibly hard to motivate others when you yourself are not.

You see, just because you are motivational and inspiring to others does not mean that you are impervious to depression, loneliness, doubt, fear, and self-consciousness  yourself. In fact, you, as a motivational coach, may in fact be more in tune with these psychological issues within yourself than any of your clients.
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Smart Tip

There’s a strange phenomenon that you will encounter over and over again: When you are depressed and don’t want to meet with a client, the best thing you can actually do is go ahead with the client meeting anyway. Why is this? Simple: Your clients are going to end up motivating you!



The point here is that being a motivational coach is not always fun. Some days, you are going to look at your appointment book, and think, “Helping someone else out today is really the last thing I want to do right now.” Some days—it is inevitable—you are going to receive some bad news about some aspect of your own career or life. Many times, this bad news will arrive right before a scheduled meeting with a client. That is going to bring you down, and you are not going to want to be a motivational coach anymore. In fact, at times like this, you may question whether you are even qualified to be a motivational coach. You’ll start thinking, “Maybe I’m just a charlatan!”

There is some good news here: Don’t worry about it! All this means is that you are human, and that just as your clients aren’t superhuman, neither are you.
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Beware!

You too are going to become depressed sometimes. This is okay, as long as you understand from the outset that you are an entrepreneur first, and a motivational coach second. All entrepreneurs feel down sometimes. Just because you become a motivational coach doesn’t mean you are incapable of feeling sadness and defeat. Do not think of yourself as a failure if you yourself become depressed along the way. It’s all to be expected.



My clients ask me constantly, “But who is your coach?” True, I myself do have my own coaches and mentors, from Jay Conrad Levinson to my various professors at grad school. But they aren’t the ones who get me motivated on a daily basis. Who is then? The answer is clear. My clients! It is by helping my own clients, and seeing their eyes light up, and seeing their hopes and dreams come alive within their own souls that gets me pumped up again about my own hopes and dreams.

The end result is that—without fail—I always feel like a million bucks after a client meeting, no matter how depressed I felt going into the meeting. That’s one of the best lessons I can give you: As a motivational  coach, you need to force yourself to go meet with a client even if you don’t feel like it. Once you do, you’ll be glad you did. As they say in showbiz, the show must go on!


[image: 008]

Smart Tip

Don’t come across as too much of a superhuman character to your client. Despite your accomplishments, you want others to be able to relate to you, feel that they know you, and to feel that they too can be successful. To that end, let people know that you too have struggled or are struggling, and show them how you—the motivational coach—are getting through it.




Create Your Own Accountability 

Another nice byproduct of being a motivational coach is that all of your clients, and all of the people on your e-mail list (a list which you are soon going to start amassing), are going to start to depend on you as a beacon of light and inspiration. From day one, their hopes and dreams are going to start falling on your shoulders—and you are going to start to feel obligated to these people.

Why is this good? Well, at that point, you are less likely to give up. The more people who find their hope and inspiration in you, the less likely you are going to have the guts to abandon what you started when the going gets tough.

Think about it. Let’s say I, Monroe Mann, suddenly decided to just give up on everything. Gosh, how would that make all of my clients feel? How would that make all of my prospective clients feel? At the very least, these people might end up giving up on their dreams, and I sure don’t want that on my conscience! Just knowing that others might give up if I do is enough to get me thinking—do I really want to be responsible for others giving up their dreams? No matter how bad things ever get at my end, I can never give up, because if I did, I would be encouraging others to do so—and that is simply not acceptable.




Wrap Up 

So what is the best way for you to prepare, and how long should you take in preparing to launch your venture? I’m not going to answer that question. Instead, I am going to let you in on a little secret: No entrepreneur in the history of the world ever felt completely prepared—and neither will you. You can  prepare for the next 10 years, and you’ll still not feel ready. This means that the best time to start is now. Did I wait until I had all of my credentials before opening up shop? No way, I’m too impatient for that. Did everything work out? It sure did. Could I also have waited for five years and then started? Sure, I could have done that too. But why wait?

Think about the word preparation for a moment. If you look it up in the dictionary, Merriam Webster defines it as, “the action or process of making something ready for use or service, or of getting ready for some occasion, test, or duty.” In other words, preparation happens before you begin the activity in earnest.

A big problem with a lot of people is that they do either one of two things when starting a business. First, they don’t take the time to properly prepare, and just rush to start—which is a mistake—or second, they actually take so much time preparing to prepare that they never even get started. Hint: Don’t do either.

Instead, research first and then be impulsive. Read this entire book, then pick up a few more that are recommended and read through them too. And then… just start.





2

 What Is a Motivational Coach?


While there are indeed similarities between coaching and consulting, there is also a distinct difference between the two, and in fact, another big difference between coaching and motivational coaching.

Consulting is primarily focused on information. You go to a consultant when you know what you want to accomplish, and just need an expert to tell you what needs to be done. Coaching, on the other hand, takes consulting to a higher level. Not only must you be that expert that your clients seek, but now you must also guide them and tell them what you think they should do. A consultant can provide important data, but a coach provides the added benefit of opinionated information reflecting his or her experience and expert analysis—actually telling the client what should be done.

Taken a step further, motivational coaching now adds some inspiration to the mix, with the intent of inciting action and forward motion. Now, instead of just being a batting coach on the sidelines passively watching the game play out, you are now out on the field, screaming motivation, pushing for progress, and demanding nothing less than success.




The Differences Between Consulting and Motivational Coaching 

Think of it this way:1. A consultant is someone who tells you what books you need to read in order to get the job done.

2. A coach is someone who then takes that material from the books and explains how it applies directly to your particular situation.

3. A motivational coach then is someone who then grabs you by the shoulders, turns you towards your goals, and then starts pushing you forward, one step at a time, continually pushing, continually refining, continually inspiring, and continually developing while reading from the very books cited before.



In other words, when you choose to become a motivational coach, you are taking on a big burden. You not only have to know what you’re talking about (consultant) and know how to apply it to someone else’s life (coach), but you now also need to know how to encourage someone else to take action on the wonderful information you are providing, and provide the essential accountability we all need in order to move forward in life (motivational coach).


Misconceptions about Motivational Coaching 

Here’s a big red warning flag! The idea of being a motivational coach and/or a motivational speaker often has a bad reputation. We see the idea of it mocked and used as the butt of countless numbers of jokes. Do I think this is funny? Of course I do! However, more than that, I have found it all instructing.

You see, despite the fact that you are a motivational coach, you probably don’t want to go around calling yourself that. It gives off a creepy vibe. Visions of charlatans and flaky wannabes are brought to people’s minds. Despite the fact that you indeed are a motivational coach, you need to temper that truth with care.

I see too many up-and-coming so-called motivational coaches who are all about performance rather than substance. The way they dress, the way they talk, the way they write; everything about them is overkill to the point of absurdity, goofiness, and with many, downright insincerity.

Do not act like a motivational coach—just be one! Truly, you don’t need to necessarily do anything differently. Just know your stuff, know how to apply it to others, and know how to inspire others to action.

It’s that last part (knowing how to inspire others to action) where a lot of people stumble. Remember, just because you’re the expert, and just because you know how to fix other people’s problems, doesn’t mean you know how to inspire them to fix their problems. In other words, just because you’re a success doesn’t mean you know how to teach that success. Remember that, always.


The Overabundance of Consultants 

Consulting is a lot easier than coaching. This is why I believe you run into more consultants than coaches: coaching is harder! You are required to be more, do more, and know more.


• A consultant doesn’t need to have a winning personality. A coach most certainly does.

• A consultant can get away without charisma. A coach needs it in droves.

• A consultant provides information but takes no responsibility for what happens with it; a coach, on the other hand, is expected to drive that information into action and make sure the client follows through.



It should be clear to you now that a coach has a lot more to do than a consultant. That’s great if you understand that. Just don’t fall into the trap of acting motivational in an effort to be more than a consultant. That projects a falseness that is a turn-off to prospective clients, so try to avoid that.
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Beware!

No one likes a crazy or creepy motivational coach. Exude energy and enthusiasm, perhaps, but that’s it. Don’t go overboard with your idea of what is motivational.






More Than Just Motivation 

Folks, don’t think that all you need to do is to say, “Rah rah, come on, you can do it” to your clients and you’ll become a world-class motivational coach. You are not just a cheerleader. I know a lot of people who make me feel good, but I would never pay a single dime to any of them to guide me with my life. Motivational coaching is more than just initial inspiration; it involves a lot of hard work, commitment, and follow through.


Become Known as the Motivational Expert 

In addition to being motivated, your clients need to be inspired by you too. This is where being known as the expert comes in handy. This is also where the fact that you know how to apply that expertise to their career comes in handy too. A motivational coach is someone who is a true part of the team, coaching from the field, with a real vested interest in a successful outcome. One of the biggest reasons my clients give me repeat business is because they say, “He not only talks the talk, but he also walks the walk.” In other words, I am not just some critic on the side; I am also in the arena. I am not just giving blind advice, but instead, am also doing for my own career exactly what I am urging my clients to do for theirs. As I tell them they need to write out the table of contents of a book, I am finishing up the table of contents on one of mine. When I encourage a client to put together a budget for a film they want to produce, they know that I am actively producing feature films of my own. There is a feeling of trust my clients have when working with me because they know I am not giving them advice based on what I read about in a book; instead, I am giving them advice based on what I have learned from my own successful experiences. 


In other words, you need to do more than just motivate with talk; you also need to inspire your clients with your own acts and deeds. Motivational coaches with no skill base or life experience are lame. How can you be a motivational coach if you are not living the dream yourself, and proving to your clients that it can be done?
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Beware!

Note that I am not saying that you need to have succeeded at the highest level with you own various projects before starting your motivational coaching firm (I certainly did not); all I am saying is that you can be very effective if you are currently pushing for the very same goals and dreams that your clients have. They will be more forthcoming with you, and they are more likely to want to become your client, if you do.




Become the Role Model 

Think about it. If you are living the life that you want for your clients and that your clients want for themselves, then you are a model for them to emulate, and that’s the whole idea. My clients look at me and see that I too am producing films, writing books, managing my finances, acting in commercials, getting graduate degrees, speaking at colleges, etc. When they see this, they realize that they too can do the same. Moreover, they realize that I most certainly am not a charlatan; that I truly and honestly believe in what I am teaching my clients. Remember: Your client base—and your bottom line—are built on your client’s trust in you.

Another reason why you want to walk the walk while talking the talk is simply for competitive reasons. If you are not actively working to improve yourself every day, then your competition—who are working to improve themselves every day—will soon overtake your market, and abscond with all of your clients as well. For that reason alone, I am on a never-ending quest to become more and more competitive, and that is never ever going to stop.
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Smart Tip

You need to make cogent arguments to your clients in such a way that they understand how important the prescribed action is to take, and can decide for themselves that it is the right decision to make.




Keep Growing and Never Stop Learning 

The only way you are going to keep your current clients is by ensuring that you are growing right alongside them. If you help your clients succeed, but are not adding  additional experience and expertise to your name along the way, you risk eventually losing your clients to someone else, who is more experienced and might have more education and more clout. Remember, you are not just motivating someone. That is a given. To become and remain competitive, you have to go beyond the motivation, and be sure you are constantly adding more and more credentials to your name.




You Can’t Make Someone Change 

There is a huge misconception among many up-and-coming motivational coaches. They somehow believe that it is their job to get their clients to do something. Indirectly, yes, that is the mission, but it’s more complicated than that.

You see, there is only one person who can make someone do something—and that is the other person. You can’t make someone do something. No matter how important you may know a task to be for a client, if the client himself doesn’t see the need or the benefit in doing it, then he won’t do it.

Therefore, part of the art of being a motivational coach is inspiring trust in YOU. Your negotiation skills need to be top-notch as a motivational coach, not only to get them as a client, but to get them to do what you know they need to do.

Often, clients will come to you with a preconceived notion of what they need to do for their own career and life, and only want reassurance. Yet, often you may know from experience that there is in fact an even better way. You can’t just tell them; you often have to nudge them into your way of thinking through diplomacy.
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Stat Fact

Only one person can change your client’s life—your client. Each client needs to take ultimate responsibility for his life and career. In the end, there is only so much that a coach can do for them.



Too many motivational coaches try get people excited and pumped up, and then just tell their client what to do, expecting that the clients will blindly follow. However, very few people are going to blindly follow you. And that’s actually a good thing; we all want to feel in control of our own lives, and feel that we are making the decisions—not because someone told us to—but rather, because making the decision is in the best interest of our future.




Choose Your Clients Wisely 

Along these same lines, when you are pre-interviewing clients to see if you and the potential client will be a good match, one of the key things you need to look for is whether this person is someone who follows through. If you have a client who says they are going to do things but never does, that’s not good. It’s not good because it is indescribably draining on you. It is incredibly frustrating to have to talk about the same tasks and issues with a client at every single meeting because the client isn’t doing what he says he would do.

As you might see, the client relationship has to cut both ways. Your sanity has to come first, not your bank account. Do not welcome clients on board who aren’t ready and willing to work; who are just paying you the money because the idea of having a coach makes them feel better. That is meaningless if their lack of action in between meetings makes you feel worse! These people need a therapist or a psychologist, perhaps, but not a motivational coach.

This is why during every pre-screening interview, I make it clear that I have no interest in hard selling them into closing the deal. I tell them up front that some people work really well with me, and others do not. I make it clear that if they decide to work with me, they have to really be willing to work and to work hard. They will need to do the homework, do the research between meetings, and to actually put into action all of the great plans we assemble. Now that is what excites me! Nothing gets me more pumped up than to speak to a client and hear in the first 30 seconds how much they accomplished, and how far they have come since the last meeting. That is just plain exciting! That gets my adrenaline pumping. And that is what makes coaching worthwhile—when you hear the excitement in your client’s voices, and see it in your client’s eyes; when you know that they too are excited because of how much they accomplished. When clients make it unequivocally clear that you have helped them succeed, that feeling is simply priceless.




How to Coach 

Coaching at its core is rather simple. You do the following:
• ask probing questions to get to the heart of the matter

• listen to what the clients have to say 


• empathize with their situation, and

• guide them firmly forward.





In a typical one-hour session, I start off with a minute or two of pleasantries, then get down to business by asking, “Okay, so what have you been up to?” I work through the hour by asking my clients questions about their projects, their finances, their marketing, etc., and listening to what they have to say in response. I listen intently to their tone of voice and how they are saying things, and if in person, I watch their body language.

Given my years of doing this, I can now usually tell if someone is hiding something, not being completely honest, or is hinting at something else entirely just by their tone of voice or their body language—and that’s a key skill you are going to soon pick up. When I notice something that I think a client needs to discuss, I will stay on that issue longer until it feels like we should move on. On the flip side, I am very cognizant of time, and will sometimes deliberately change the subject just so that we cover a variety of topics during each meeting.

The entire time, I am giving my clients homework. If I realize that a client should do something during the week, I always say, “Okay, write that down. Add that to your to-do list.” By the end of the hour, the client always has a brand-new, focused to-do list based on what we discussed.


Review Everything 

At the end of the session (which I allow to run over time if necessary), we then go over everything we discussed during the meeting for a few minutes. I ask my clients if they have any questions regarding anything we didn’t cover. I also go over my own checklist of housekeeping items to ensure that the client has homework from all avenues for the next week. For me, the checklist includes such items as:
• attitude and psychology

• projects and book ideas

• finances and investing

• marketing and sales

• long-term strategy





This list helps me to ensure that I am not forgetting any major instructional areas. At the end of every meeting, I look over this briefly and verify that I  covered everything that needed attention during that meeting. Usually, even if we didn’t cover every area, I will still ask for a quick update on each area, and give some homework items from each area so that each meeting is still comprehensive. And of course, I have a folder for each client, and keep track of how many meetings we’ve had, what we’ve been discussing, and what the goals will be for the next meeting. This is crucial.
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Smart Tip

You can train for years and still not be sure if you’re ready to coach others. Therefore, just start right now. Today. With each person you coach, every book you read, and every class you take, you are going to get better and better.




Create a Flexible Format 

The key to successfully coaching someone is to work flexibly around a standard format that you have created. In other words, you should have a coaching playbook that you have as a backup in case you are ever at a loss for what to discuss—the whole idea is that you, as a coach, should never be at a loss for something to say or recommend to your client. This is absolutely key. You are being paid big bucks to be the opposite of quiet. And your playbook will help.

Flexibility is also key. You should allow each call to play itself out based on the client’s unique requirements. Some come to me with a single-minded purpose of producing a film, or writing a book, or getting their finances in order, or creating a new marketing strategy. While I will agree with them and start there, I only use that as the jumping off part, and eventually start bringing additional elements into the coaching mix, i.e., in the end, I ensure that we discuss every aspect of a client’s career and life. To do otherwise, in my opinion, is a disservice.


Practice Makes Perfect 

Finally, you have to realize that your coaching skills—like any skills—are going to be shaky at first, and are going to improve the more you use them. You are going to inevitably get better and better with time. This is why initially, you might consider coaching for free with some friends—just to get the hang of it. Heck, they may love what you do so much that they become your first clients!

In order to improve your coaching skills, at the end of your sessions you should ask your client, “Is this what you were expecting? Is there anything you  think I should be doing differently, or better?” That question alone shows that you care and that you truly value your client’s business, because you are taking the time to ask how you can improve. And that says a lot. Asking these questions has kept many of my clients coming back again and again—and all because they know that I expect them to tell me if I am doing something wrong.




Wrap Up 

As discussed at the end of the last chapter, while preparation is key, it is not everything. The whole idea is that you are meant to prepare for a while… and then execute. In other words, create your plan—and then just do it. Take some chances. Fall flat on your face a few times. It’s ok! In fact, it is encouraged! That is the hallmark of a true entrepreneur: Someone who sees something that isn’t already there and sets a goal of filling the gap—even though there may be mistakes made along the way.





3

 Establishing Your Expertise


The most amazing credibility builder and proof positive evidence of expertise is a published book. My first book was The Theatrical Juggernaut—The Psyche of the Star. I self-published it back in 2001, and because of the credibility this book gave me, here I am today, not only with a successful and thriving  motivational coaching business, but with the experience and confidence to write a book on the subject: the one in your hands!

Think about this. Whatever credibility I had before as a motivational coach, can you imagine how much greater that credibility will be now that I am the author of this very book you hold in your hands? And what about my next book about time management and organization? And the next about running a career like a business?
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Smart Tip

If you could only implement one marketing strategy, make it this one: Write and publish a book that is going to make you the expert on your particular subject. Nothing else will do more for your long-term credibility and trustworthiness.



With every book I write and publish, my credibility and expertise skyrockets. Even better, with every book I write and publish, I make money! And with each subsequent book, I make more and more money, because with every book you publish, your fanbase grows. With every book you publish, every other book you have written increases in popularity. In other words, sales rise for all of your books with every new published work. And your credibility and authority rise along with the rising sales. It’s a magnificent circle, and it all starts with one important key: that first book.




Write That Book! 

So write that book! If you have already written it, publish it! If it’s already published, market it—and start writing your next book.
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Smart Tip

If you’re thinking, “How do I find a publisher?” the answer is simple: Do a Google search for POD (Print on Demand) publishing. Make sure they handle cover design, typesetting, ISBN registration, and online distribution.



For me, it wasn’t until my fifth book that I was able to entice a traditional publisher to actually pay me an advance up front. My four prior books were all self-published. It took four books and over six years before I considered myself established as a published author. It took a lot of work. But it all started with the first book.

I co-wrote a book with Jay Conrad Levinson called Guerrilla Networking. While traditional networking is about  meeting people, guerrilla networking is all about becoming the type of person other people want to meet. Well, that’s what a book can do for you.

The key is getting over your ego. Stop thinking your book is so good that it deserves to be published by a traditional house off the bat. That’s backwards. Start thinking that your book is so good that it deserves to be out there immediately , regardless of the publisher. Get the book out there! Start establishing your reputation as a knowledgeable writer—today. Your audience deserves to read your book, right? If so, who cares who publishes it!

Bottom line: Don’t wait. Write your book establishing your expertise today, get it printed this afternoon, and sell lots of copies of it tonight—and watch your client base soar tomorrow.




Building Your Credentials 

Truthfully, I started my business with just a bachelor’s degree, no books to my name, and basically on a wing and a prayer. In fact, the reason why I decided to get started with motivational coaching is simply because I taught a successful class called, “How to Break Into Student Films.”

The outcome was overwhelmingly positive. “You are so motivating!” “What a wonderful teacher you are.” And finally, “Hey, you should do this for a living.” Ding! Ding! A business was born—without a trust fund, without any nice clothing, and perhaps a bit prematurely as well. But that didn’t stop me (nor should it stop you).
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Smart Tip

Contributing articles to periodicals and writing a professional-level blog are other good ways to establish your credibility and reputation though writing, in addition to writing a book.



However, degrees, certificates, and higher education do help. I now have a masters degree, I am a student in law school, and I’ve begun studies for a PhD. Beyond that, I am certified as a Guerrilla Marketing Coach, I am working towards a Certified Financial Planner designation, and I’m a bronze star nominated combat veteran of Operation Iraqi Freedom. And this list goes on.

My point? Not only will exposure to new ideas and concepts help you to be a better coach, but the more credentials you have, the easier it is to establish yourself as  a professional. Does it mean you are more credible and have more expertise? Not necessarily, but it does help provide a great first impression. And that is the key to attracting your clients.


Perception Is Often Reality 

Of course, with the degrees and certificates, you probably do have more expertise than those who don’t, but that’s not the point. The point here is just to establish that expertise in the first place in order to gain the attention of prospective clients. Better yet, these credentials are going to encourage your clients to stay with you.
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Dollar Stretcher

You can take out more than $200,000 in student loans from the government in your lifetime, and as long as you are still currently enrolled in school, you do not have to begin paying back those loans. Take advantage of this amazing opportunity, and get your PhD! With all of the accredited programs offered online these days, and given these amazing low-interest loans from the government, there really is no excuse for not taking advantage.



Sure, the number and variety of degrees and certifications you have won’t mean as much as the way you treat your clients, and whether you service them properly, courteously, and professionally, but your clients—as their own businesses and careers grow—are going to only want the best of the best. And the only way to ensure that is to be sure that you are growing right along with them.


Coaching Certification 

To expand your horizons in the coaching field and add to your credentials, consider some of the various coaching organizations out there such as Coachville, the International Federation of Coaches, the Coaches Training Institute, and Guerrilla Marketing Coach. Any of these will add credibility to your name. However, while these types of designations are certainly applaudable, they should not be the only training you have, or the only designation you have after you name. Being certified as a coach is not what makes you a good coach, or what gives you the ultimate credibility you need to succeed as one.

For example, I don’t currently have certification credentials from any of the official coaching companies. While I am indeed a certified Guerrilla Marketing Coach, I consider that designation a bonus, rather than the foundation of my credibility. My foundation in fact is my masters degree; my  experience in Iraq, in showbusiness, and in running my own businesses; my books; and soon my law degree, my MBA, and my PhD. Those are my true credentials. Anything else is a bonus that becomes icing on the cake. Delicious icing, I might note, but icing nonetheless.




Building Your Reputation 


Trust Is Earned, Not Bought 

It seems that a lot of newbie coaches think that getting certified as a coach is going to make people trust them more. Not so. What is going to get people to trust you is what they learn from your writing and what they know about your reputation in your field. In fact, what is going to get people to trust you the most are testimonials from satisfied customers spreading the good word.

To that end, your best bet is to just start coaching. The more you do it, the better you are going to get. If you do that, learning as you go, and continuing to add education, experience, and other credentials to your name over the next few years, you’re going to do just fine.

Don’t use the fact that you don’t have credentials as an excuse for not getting started. I really had no credentials when I got started, and everything has worked out just fine. But that’s only because I had the discipline, guts, and enthusiasm I mentioned earlier in the book. If you have those qualities, then just go for it. You have to start somewhere, and there’s no better time or place than right now.


Blurbs and Testimonials 

Jay Conrad Levinson gave me one of my best testimonials ever: “To make it big, you need the Real Deal. Mr. Mann is the Real Deal. I started out as Monroe’s teacher; now I am his student.” Nice quote, eh? Well, I’ve got hundreds of blurbs, quotes, and testimonials like this from clients, the media, prominent authors, actors, etc.

The sooner you can get a few blurbs yourself, the sooner you are going to be on the road to establishing your expertise.

How do you get them? Ask for them! Just talk to people who know you. Talk to the people you coached. Anytime someone compliments you, ask them  immediately if you can quote them—get them to give you a blurb. Speak to any prominent people you know and see if they can help. You’ll be surprised at who will be willing to lend their name to your cause.
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Smart Tip

An effective way to get blurbs is to offer to write one for someone—if they’ll do the same for you.



In some cases, you might just want to write up three or four blurbs yourself, and have the person pick which one they like. Or ask them to mix and match the blurbs as they see fit. There’s nothing wrong with this. Usually the people who you want to blurb you the most are also the most busy—so all you are doing is making it easier for them to help you out by making it less of an effort to help you.

In addition, whenever someone sends me a compliment about one of my books, I will immediately ask them to take that same paragraph and post it on Amazon and BN.com on that book’s page. Testimonials are key. The more you have, the better.

The reason why most people don’t have lots and lots of blurb and testimonials is simply because most people fail to ask for them. Ask and ye shall receive. Just make it a part of your daily ritual to be on the lookout for opportunities for blurbs, and then just open your mouth and make things happen. You’ll be surprised at what may happen as a result.


Word-of-Mouth Referrals 

Speaking of opening your mouth, word-of-mouth referrals are king. The best recommendation you can get is if people hear positive praise about you from someone else that they already know, trust, and respect. The whole idea is that if someone you know, trust, and respect refers someone to you that they know, trust, and respect, then it is always assumed to be true. In this scenario, there really is no need for you to hard sell that person at all. In fact, when you speak with this person, it won’t be a matter of proving that you are who their friend says you are, but rather, of making sure that you don’t disprove it. In other words, with a word-of-mouth referral, the hard part is done—you just have to avoid shooting yourself in the foot with an oral gaffe and you can probably seal the deal.

You see, in an ideal situation, your friends do all the selling, and you just do all of the order taking. In reality, though, working for referrals does take some  work. On that note, here’s my short course in building a business by referral, direct from the financial services industry. Once your business is ready to launch, and you have a clear 30-second pitch, ask every single one of your friends to give you the names and phone numbers of three people who they think might be interested in a free 20-minute phone consultation. Not everyone will oblige you with referrals, but you’ll be surprised by how many who do. Then, call those new people, and first thing, mention that, “So and so referred me to you…” The result: instant credibility.


Generating Buzz 

One important note to remember is that while word of mouth referrals are inexpensive and often the most effective client generator, they are not often something that appears out of thin air. Usually, these referrals are something that is cultivated over time.

As a result, you usually need to feed that information stream with other forms of advertising, i.e. in newspapers, on the radio, via flyers, on your website—even via your current clients, who will help to start the buzz.

Once it starts though, you’ll know. And when it really hits, you’ll really know. How? Easy. Instead of you making endless cold calls looking for business, suddenly all you are doing is answering the phone from those who have heard about you and want to hire you. That’s a great feeling. Suddenly all the hard work has paid off, and you can smile as you just talk with one interested prospect after another. This is guerrilla networking in action—you became the type of person other people wanted to meet.
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Beware!

Building buzz cannot be your only strategy. Buzz is not something that is magically going to appear. It comes about from hard work, and a whole lot of blood, sweat, and tears. Strive for it, but don’t expect it to materialize overnight.



Of course, it’s not going to happen overnight. First, you will be making all the calls. Then, after your fine reputation begins to spread through word of mouth and additional advertising, referrals will start calling you. At first, there will be just a few, but in time, you’ll soon start to realize that you are calling out less and less, and more and more people are calling in.

There will probably never come a time when you can give up cold calling altogether, but with word-of-mouth referrals, you can certainly come close.




Wrap Up 

Establishing your experience is just as—if not more—important than getting the word out about it. It’s a waste of time and money to advertise the fact that you are not an expert.

For your PMA (publicity, marketing, and advertising) to really work at peak efficiency, you should make every effort to become the undisputed expert. People want to work with and associate with an expert, and selling your services becomes so much easier.

So write that book, continue that education, and spread the good word about your services wherever you go.
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 First Steps: Setting Up Your Business


When you first start thinking about setting up in business, one thing to consider at length is the name of your company. One difficulty startup entrepreneurs sometimes have when making this decision is whether to use their actual name in the name of the company, or to come up with a name that is all its own.

In deciding what to do for your own company, you first have to ask if your name itself means anything; i.e., is your name bankable? Do people associate your name with whatever service you are providing? Are you coming from a field where everyone already knows and respects your name? If so, perhaps you might want to include your name in the company name.

On the other hand, if your name is not associated with success in your industry, you might be better served when starting out by coming up with a creative name that says a little bit about what your company does, like I did with Unstoppable Artists, for instance.

The nice thing about coming up with a company name that doesn’t include your own name is that it provides some separation and some privacy. If down the line your name becomes synonymous with whatever type of coaching you are doing, you can always put your name in front of the company; i.e., Monroe Mann’s Unstoppable Artists.




Think Big and International 

When naming your company—as in everything you do from this point forward—think big! Think international! Realize that your small-town idea could very well soon become a world-wide phenomenon if you want it to be.

To that end, you want to make sure that the name you give your company is a big enough name, and one that will ideally not require any changes as your company grows. In fact, it may be better to choose a name that requires that you grow into it, rather than a name that you quickly grow out of.

For instance, don’t use the name of your street in the company name unless that is part of your strategy (example: 57 Piney Lane & Co. vs. Wall Street Insight, Inc.).


Forward Thinking 

Try to determine whether your name would make sense in other countries. Is it easy to pronounce? Is there any possibility that it sounds like an offensive word in a foreign language? While to many this may seem like putting the cart before the horse, I truly believe that those people who succeed at the highest level are those who thought far enough beyond the possible so that they were prepared for the impossible. This way of forward thinking has paid off big dividends for  hundreds and hundreds of entrepreneurs over the years, and there is no reason to think this strategy won’t work for you too.

So think big! Does the name of your company help you give off the reputation you desire? Are you comfortable with the name? Do you feel good about it? Are you excited when you see it, read it, say it, think about it? Does the name make you proud to be associated with it? The answers to all of these questions absolutely must be a loud and reverberating yes!
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Smart Tip

Some say that if you are an unknown, then using your name in the company name is a good thing because it helps to link your name with the type of coaching you do and thus help your branding. On the other hand, others think that if you are an unknown, then using your name is a hindrance, because your name means nothing to your prospective clients and you waste a valuable opportunity to name your company something specifically related to the services you provide.






URL Out Of Luck 

Another consideration when choosing the name of your company is what web URLs are available using permutations of that name. Years ago, entrepreneurs did not have to worry about URLs, but today, if you choose a company name without first checking to see if a logical and corresponding website is available to match, you may be shooting yourself in the foot.

Does the website URL need to match perfectly? Ideally, perhaps it should, but it is not an absolute requirement. What is required is that the URL is logical, easy to spell, and easy to remember.

For instance, I recently co-wrote a book with Jay Conrad Levinson called Guerrilla Networking. The title was not one that could be easily changed, and all of the obvious web domains were taken, including all permutations of GuerrillaNetworking. I tried to think of what other website name I could come up with that might correspond logically to that title. After looking over the concept of the book again (becoming the type of person that other people want to meet), it hit me like a bolt of lightning: StopMeetingPeople.com. Easy to remember and easy to spell, it makes sense and it works for this company, which in this case is a book.

The point I am making is that when choosing a name these days, you have to think of more variables than just the name itself. You also have to determine  if there is a corresponding web domain to match that will help sales, and not hurt them.
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Smart Tip

Other URL permutations can be common misspellings and related searches. You’d be surprised how many people end up at your site that way.



Once you find a web domain that you’re happy with, your next step is to reserve every possible permutation of that. For example, when I bought MonroeMann.com, I didn’t just stop there; I bought MonroeMann.net, .biz, and .tv. Then, I logged in to each domain and forwarded each one to MonroeMann.com. Now, no matter which domain you type in, you will always end up at MonroeMann.com. Cool, huh?




Business Formalities 

Finally, a quick discussion about the legal formation of your company. If you’re a one-person operation, you could legally just open up shop. You don’t need to get any legal paperwork, and you could simply use your personal checking account to handle transactions. However, all checks would have to be made out in your name, which may seem less professional to your clients, and mixing personal and business accounting will result in difficulties at tax time.

The next level would be to legally become a sole proprietor by setting up a DBA (doing business as) with your state, county, or city clerk’s office (depending on the state you live in). A key consideration is to research the availability of your chosen business name because if the name you want is already taken in your area, then you can’t use it. If the name is available, it typically costs less than $100 to register, and you’ll receive legal formation papers with your company name on it.

With those papers, you can then open a bank account in that name, and also open up merchant accounts at various companies such as PayPal. Becoming a DBA creates a much higher level of professionalism for your company. Instead of having clients write checks out to you personally, they write them out to your company name. These checks are deposited into your business bank account, which will help you tremendously from an accounting standpoint as now business and personal accounts are separate.

Registering your business name also protects you from others using that name. If you are planning for the long term, as you should, you’ll want to establish a business identity through a unique, registered name and even possibly a trademarked tagline or logo.


Incorporating and Partnerships 

Next, you might consider an LLC, otherwise known as a limited liability company. The benefits of operating as an LLC are that you receive the liability protection of a corporation, but the pass-through tax benefits of a proprietorship. In other words, if someone sues your LLC, your personal assets cannot be seized (which is not the case with a sole proprietorship). Also, instead of having to prepare a separate tax return for the company as a corporation would, an LLC’s taxes are actually reported on the tax return of the business owner. The only downside is that it costs more than a DBA to set up an LLC—about $500 to $1000—and it requires a little bit more complicated paperwork during the year. An LLC can be set up very easily at bizfilings.com, incorporate.com, or legalzoom.com.

If you bring on additional coaches, you might consider becoming an LLP, or a limited liability partnership. This is very similar to an LLC, except each partner is responsible for his own legal mistakes; i.e., one partner’s malpractice will not cross over to the other partners in the firm.

Finally, there are the infamous C and S corporations. Since S corporations are not recognized in many places, and since C corporations are inherently more complicated, I don’t recommend either for a startup formation in the field of coaching. While there may be reasons to justify such a formation down the line, when starting out, it is not worth the expense, double-taxation headaches, or paperwork required to use this type of entity.
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Smart Tip

If you’re unsure which business formation is right for you, just start out as a sole proprietorship. It’s really easy, and you can always upgrade later.



If you’re wondering the path my own company took, I started out from day one as a registered DBA called Unstoppable Actors, and upon my return from Iraq, I turned the company into an LLC, this time called Unstoppable Artists. As my business grows, I am considering the possibility of becoming an LLP to provide liability protection for partners as they are added.




Wrap Up 

Naming your company and setting up your business are big events. But don’t let them become so big of an event that they prevent you from moving forward. Remember that preparation is just a precursor to the main event. Don’t lose momentum because you’re so busy preparing! Most importantly, just remember that you can always change the name of your company, and your business will naturally evolve from one form to the next as it grows.
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 Choosing a Target Market


No matter where you choose to start your business, you’re inevitably going to start having dreams of what it would be like if your business were located elsewhere. To that end, the best place to start your coaching business… is probably right where you are.

In fact, thanks to the ability to use the internet and telephone for coaching, starting your coaching business right where you are makes even more sense than ever before, because the costs are so low. Don’t make the mistake of thinking that you have to move to Hawaii because you are helping people with their surfing careers, or to London because you are helping to launch the next UK pop star. Stay where you are! At least for now. Because no matter where you go, you’re gonna wish you were somewhere else.

One example I can use to explain this is show business. There are many people who are not doing so well as actors in New York, and they decide that they are going to move to Los Angeles because that is where all the film auditions are. What these people don’t realize is that while there may be more film auditions out in L.A., there are also more actors, meaning more competition, meaning whatever problems they were having in New York are just going to multiply when they head for Los Angeles.

Sure, there may be situations where you should open up shop in one particular area only. But if you are just starting out in the field of coaching, you are probably much better off working right in your own area. This way you can learn the ropes, and then down the line, you can take those invaluable entrepreneurial and coaching skills to another locale if you so choose.

Another reason I recommend you start your business right where you are is that any move to another city is inevitably going to slow you down by at least two to three months, if not longer. Why go backwards when you can go forwards—and quickly—right where you are?




Your Target Market 

It is important when choosing your target market to understand that it is probably bigger than you think. What I mean by this is that you shouldn’t be afraid to define with whom you specifically want to work.

In fact, the more specifically you define your niche, the easier it will become for you to find clients. This is because the more specific you get, the easier it becomes for prospective clients to realize that you have the solution to their particular problem. Rather than wondering if you know enough about their specific issues, prospective clients will think, “Hey, this coach was made just for me!”


The World Is Your Oyster 

Remember too, that your target market is not just the people in your town. First, if you’re good and word gets around, clients will travel to work with you. Second, thanks to the internet and the phone, geography is not an issue. This is another reason why you shouldn’t be too broad in the type of client you service—just because there aren’t enough people in your own town to support you doesn’t mean that there aren’t enough people worldwide to in fact do so.
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Smart Tip

Do not just be a generic motivational coach. Choose an actual niche industry in which you are knowledgeable and in which you want to specialize. Very few people just want a motivational coach; they want someone who can help them with their specific problems.



I have clients all over the world, from Europe to South America. Most of these clients I have never met face to face. I work with them by phone, e-mail, and by post, and it works splendidly. But I wouldn’t have these clients if I didn’t actively mention on my website that it doesn’t matter where you live, and that I can help you no matter where you call home.

In addition, no matter how specific you get at the outset with your target market, you can always expand down the line. While I started out focusing only on actors, my client base grew to include artists in general, and now I have found myself expanding to include all entrepreneurs—whether they are in the arts or not. That’s the nice thing about starting small and specific: You can always branch out if your original niche proves too small. However, the opposite may not be true.

Keep in mind that it’s a mistake to cater to too large a swathe of clients at first. You (and your potential clients) may get confused and overwhelmed. It’s best to start with a niche, and grow from there. Otherwise you risk never getting off the ground in the first place.




Being Unique 

When it comes to choosing a target market, this is your number one task: Be unique. When it comes to choosing a target market, this is your number one goal: Be one of a kind. Here’s the thing: Chances are, there is at least one other company doing a similar type of coaching. I didn’t say the same type of coaching;  just similar. Similar idea, similar client base, similar business model—whatever. The key to success then is to make sure that you differentiate yourself from all of that competition, even before you open up shop.
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Beware!

Yes, be different, but be sure you are different in a good way—a positive way. Provide solid reasons why you are better than the rest.




Why Am I Different? 

Ask yourself, “Why am I different?” Why is your company different? Why are you yourself different? Why is your company different from every other one out there doing something similar? The more reasons you can provide, the more successful you are probably going to be.

In fact, the more unique your position up front, the easier it is going to be for you to choose your target market as well. When you think about it, that makes perfect sense. The more specific you make your company, the easier it will be for you to find your customers and for your customers to find you too.




The Competition Question 

One of the big reasons why a lot of entrepreneurial firms never got off the ground is that they didn’t differentiate themselves enough from the competition. If you offer nothing better than the current market leader, then it’s absurd to think you are somehow going to pull business away from them. Why would a customer do that? It doesn’t make any sense.

You see, prospective clients can do one of two things with their money: They can either spend it with you, or spend it elsewhere. That is why even if you have no direct competition, you are still competing for your client’s business. If you are charging $750 for a five-week program in an area where you are the only motivational coach, you are still in competition for that money. All you have to do is ask yourself where else that money could be spent. Think about it. That $750 could be spent on a variety of expenses; groceries, school supplies for the kids, a mortgage or car payment, a credit card bill. The list is truly endless.

And when you look at your competition that way, you come to realize how special you really need to be—not only to make a profit, but to just break even.  And this is why you absolutely must spend the time wracking your brain to come up with a solid marketing angle; a solid reason why you are different from everyone else; a solid encouragement for prospective clients to think, “Hey, I could spend my money elsewhere, but investing my money with this motivational coach is going to bring back a better return.”

That is how you are going to get clients: by helping them to determine on their own that you are a better investment than anything else. If you do that, you become successful. If you do not do that, you struggle like the vast majority of entrepreneurs worldwide.




Wrap Up 

This chapter is one of the most important, because it discusses marketing. Without good marketing, you business is going to sink. And good marketing too is a key part of your preparation. It is also a part of your business that is going to be developing constantly every single day. While preparing a good marketing campaign is key, I also warn you that finding your perfect marketing angle is a time-consuming pursuit. It may take years to find the perfect marketing angle and target market for your business. Just don’t give up and you will find it. And don’t wait until you have the perfect marketing angle before you get started—that’s just an excuse for procrastination.
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 Setting Up Your Office—Online and Off


Welcome to the next generation! You don’t need to have an office anymore. You don’t need to rent costly meeting places. You don’t even need to get dressed up anymore. Thanks to technology and the modern acceptance of comfortable cafes for client meetings (i.e., Starbucks, Panera, etc.), running a client services business has never been easier.

Speaking from my own experience, I used to run the business end of the company from home, and meet with clients either in parks or cafes, or by phone. And it worked perfectly. In fact, it worked so well that even though I now have a nice office, I still lean toward meeting my clients outside of it. It just seems more comfortable.




Home Business or Business Office 

Years ago, I actually had a nice swanky office in New York City. When I was deployed to Iraq with my national guard unit, I broke the lease. On my return, I decided to just run the business from home until I got resettled. Turns out that I didn’t want to leave. I soon realized that the expense of renting the office was a waste of money, and having to take the train to the city every morning wasn’t all that much fun.

By running the office end of my coaching firm from home, I ended up saving $1300 per month in rent. I didn’t have to worry about “being at the office” because by virtue of running the business from home, I was always at the office. And to this day when I need to meet clients in person, I meet them in a local café or a place of their choosing. In the warmer months, I meet my in-person clients in a lovely local park. And they all love it! It’s hip, it’s relaxed, and it’s non-presumptuous.




Setting Up Your Office 

Perhaps you and your clients seek more privacy. Or perhaps due to the type of coaching you offer, it’s more of a hands-on thing; if you are a motivational coach for athletes you can’t really do that at Starbucks unless you are discussing business and financial matters. Eventually it may make sense to expand out into an office again.

Nonetheless, when starting out, the point is that you do not need to go overboard in establishing a professional presence. Do not charge up thousands of dollars on your credit cards or drain your bank account when—in my opinion—you don’t need to. You need a computer, a website, a cell phone, and a way to handle payments. You may want to also have brochures and business cards. And that’s about it.


Your Website 

Most importantly, you need a website. These days, if you don’t have one, you are considered more than unprofessional; you are considered sketchy. And let me tell you—a sketchy motivational coach doesn’t have many clients.
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Dollar Stretcher

Don’t get an office from the get-go. Do everything from home and you’ll save a lot of money. As long as you can establish reliable meeting places and provide your clients with good service, an office is not essential.



So whether you hire someone else to do it, do it completely yourself, or use a company such as iBuilt.net, it doesn’t matter. What does matter is that you take that URL that we discussed earlier and connect it to an actual live website. And don’t spend more than $750—even that may be too high.


Your E-mail List 

You need to collect e-mail addresses from those who visit your site. This is really how you help those word-of-mouth referrals to spread. Whether you have an e-mail list of 20, 200, 2000, or 20,000, it is power; it allows you to inexpensively keep your business in the mind of potential customers on a regular basis.

By sending out e-mails to my list with top ten lists, business advice, financial recommendations, audition notices, etc., I help keep my business at the top of subscribers’ minds. It also boosts my credibility and expertise.
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Dollar Stretcher

Some entrepreneurs foolishly think that giving the credit card merchant a 2 to 3 percent cut of every sale is too much of a cut, and therefore do not accept credit cards. What they fail to realize is that their sales will go up as a result of the convenience of accepting credit cards, and therefore, the percentage cut becomes negligible.



I also actively encourage my readers to forward the e-mails I send out on to their friends. The result is that with every e-mail I send out, I end up getting more people to sign up to my e-mail list. It’s a beautifully effective process. You just need to make sure the e-mails you send out have quality content.


Your Phones 

Next, you need a phone. You don’t need to bother getting a separate business phone if  you don’t want to; certainly not up front. Starting out, I used my cell phone as my primary business phone, and my cell number was the phone number that I included in advertising. If you do decide to move into an office space, you’ll probably want separate lines installed at the office. However, when starting out, it just doesn’t make any sense to do so. And you’ll love not paying the extra phone bill.


Credit Card Processing 

You also need a way to process payments. There are literally hundreds of other payment merchant accounts that you can investigate, including one by Google. I use PayPal Pro. Paypal is an e-commerce business allowing payments and money transfers to be made through the internet. It serves as an electronic alternative to traditional paper methods such as checks and money orders. PayPal performs payment processing for users, for which it charges a fee. PayPalPro allows users to take credit card orders by phone. While you will still have the ability to send invoices via e-mail, there is an added professionalism added when you can say, “I can take your card info by phone if you prefer.”

If you wish to be acknowledged as a business account, you must link a business checking account to Paypal. And in order to get a business checking account, you must first secure a business license from the state (see Chapter 4).




Brochures and Business Cards 

Next, two simple marketing tools: brochures, and business cards. When getting started, you’ll want to update your business card and your brochures often, so don’t spend a whole lot of money on large quantities that will quickly become outdated.

For the brochure, you can easily buy template paper at an office supply store, and then create the actual brochure in a desktop publishing program. Or save even more money and use blank white paper that you just fold three ways. If you don’t have the time or skills for this, then hire someone. Do a Google search, visit Craigslist, or check out Elance.com, a website specifically designed to help people find freelance design talent for their projects.

For your business cards, you can certainly print out your own or use a online company like Vistaprint to set one up for you for free. Some entrepreneurs  say that the reason their clients keep coming back is because they save money at every juncture in an effort to keep costs down; apparently, their clients appreciate the gesture. However, you need to be careful about the image you might give off by handing out a poor-quality business card. If it is clear you printed out your business cards yourself (with perforations) or that you got them as a freebie, your credibility will drop greatly.
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Smart Tip

Paypal is known around the world as one of the easiest ways for small businesses to accept credit card payments.



However, you can get a freelance designer to make a custom card that is well designed and unique, and then find an inexpensive printer online, such as PrintingForLess.com, to get everything printed. My old card was a custom designed folding business card with my photo; my new card is a two-sided card from Vistaprint. These cards not only introduce me and provide important information, but they make a memorable impression on my potential clients.




Putting It All to Work 

This is really it—this is about all you need to get started:
• a computer

• internet access

• a website

• a phone

• a way to process credit cards

• brochures

• business cards





Of course, you might be wondering what you should be doing with those brochures and business cards. The business cards are easy; hand them out to everyone and anyone and make sure it says why you are different on the card. For me, it says, “I’m the guy to call when you’re ready to take control of your circumstances.” That short statement helps to qualify prospects from the business card.

As for the brochure, the idea is to place them in areas that receive high traffic from people who have a need for your services. For my business, I have brochures at various rehearsal studios, bookstores, music shops, etc.  One other tool you might consider is a printed newsletter. While this is more expensive than an e-newsletter, it may be considered a specialty item—because most businesses don’t use printed newsletters anymore. Therefore, if you do print a newsletter and send it out to your current clients, it is going to really show you off as someone different and special. While I would not recommend you do this until after you have an established client base, it is something you should be actively thinking about doing down the line in your constant effort to be stand out among your competition.


[image: 028]

Dollar Stretcher

Keep your costs low. Anything beyond the list I provided above is a luxury when you’re just getting started, and really not necessary. The only way you’ll stay in business is to keep your startup expenses as low as you possibly can.






Wrap Up 

The only summarizing point I need to make here is this: Set up shop today and don’t spend thousands of dollars creating the perfect office. That’s a huge mistake and a big waste of time and money. Get started NOW.

Do you really want to know the best way to prepare? The best way for you to prepare is to read this book, and perhaps read it a second time, and then just get started. At the same time, I would begin working on your first (or next) book. I would get everything set up from a marketing standpoint, i.e., websites, business cards, cell phone, etc. And I would start taking a long-term look at your education and credentials and see what programs—online and off—you can get involved with while you are running your new business part-time.

Finally, start coaching people immediately. Whether it’s a friend, or a family member, or an offer for a free 20-minute coaching session or career consultation—just start. You are not going to be an expert from day one, and you are inevitably going to make mistakes, so get those mistakes out of your system as soon as possible. Start your in-the-trenches coaching education today—by simply doing it.
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 Finding Those First Clients


Those first clients are right in front of you; at the mall, at the supermarket, at the gas station. Yes, potential clients are everywhere. The key is finding out who they are, and in convincing them that you are someone with whom they should invest their money. 


That’s how you need to look at what your clients are doing: investing. They are investing in their future. But you can’t just tell them that. You need to help them convince themselves of that on their own. They need to come to the conclusion on their own that you are the best, and that you are worth an investment of significant time and money.

So, how do you begin?




First Clients 

You have to start by finding those first potential clients. And let me tell you, finding your first clients is either going to be the easiest thing you’ve ever done in your life, or one of the hardest, and either way, you’re screwed. Why?

Well, if the clients come too easy, you’re going to think it’s always going to be like that and you’re dead wrong. And then you’re going to get lazy and cavalier, and a few months down the road, wonder why your business is failing.

On the flip side, if the clients come with difficulty, you’re going to think it’s always going to be like that—and again, you’re dead wrong. And then you’re going to get discouraged, and want to give up, thinking that it’s just not worth the effort.


Don’t Quit Your Job 

The truth is that you won’t know how easy attracting those first clients is going to be until you try. No matter what happens, you have to beware of assuming things are too easy or too hard based on your first forays into the field. Don’t let the beginning fool you. To that end, don’t quit your day job just because you found your first two clients right out of the starting gate—that’s what I did, and I wish I had not. I wish I had kept my regular source of income until I was making enough money part-time from my coaching business to warrant dropping the other job.
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Smart Tip

A lot of people who want and need help do not ask for it. Therefore, pick up the slack and ask them yourself. That’s how you get clients.



You see, shortly after I quit my job, I suddenly realized that those first clients that just fell on my doorstep were flukes, and suddenly, I was struggling in my efforts to get more clients. I desperately wished that I  still had my other job. But by then it was too late; I was already in the “own my own business” mentality, and I couldn’t turn back because I was too much entrenched in the entrepreneurial excitement.


Where Are Those First Clients? 

Those first clients are truly right in front of you. You know them already, or you are just a stone’s throw away from finding them. This is the first thing you need to accept: The clients are there. You just need to find them.

So where exactly are these first clients? Chances are, if you’ve been thinking about becoming a motivational coach in your particular field, you already have some idea about where to look. You probably already know some potential clients.

What if you don’t? If you don’t, then it probably means your niche is not specific enough to your background and experience. It could also simply mean that it’s just time to start asking around. In other words, if what you are offering is great (which it had better be), then it’s time to call up all of your friends and ask them for referrals.




Getting the Word Out 

Ask for referrals. I know, it sounds scary, crazy, and preposterous. And yet, as we’ve already discussed, asking people you already know for referrals is perhaps the best and most cost-effective way to gain new clients. In fact, even asking perfect strangers for referrals works wonders as well—and trust me, you’ll be doing exactly this once you honestly believe that what you offer is the finest service available anywhere.

You see, people who are confident in what they have to offer are not afraid to talk about it with anyone they may come in contact with—even perfect strangers—because to do otherwise would be missing an opportunity to potentially help someone. And that is taboo.

Other ways to get the word out:
• Put some free ads up on places like Craigslist, or find other free online posting boards where you can put up a free ad.

• Create flyers and brochures and leave them in places where potential clients might find them. 


• Take out some advertisements in the newspaper.





I include paid advertising as a last resort because I know how costly this can be, especially for a startup company, and I’d hate to see you heavily in debt before the company really even gets a chance to get off the ground. I’ll talk about advertising again later, and also include a discussion of Google AdWords, but for now, I really urge you to keep costs as low as possible, and work to get your first clients (and all your clients, in fact) through word-of-mouth referrals and an occasional brochure or flyer.




Tell Them You Can Help Them 

Lest you think that finding the potential clients is the hardest part—think again. Getting potential clients on the phone or talking is the easy part. The hard part is turning them from potential clients into actual paying clients.

Okay, it’s not immensely hard, but it is certainly a challenge, and if you don’t do it right, you’re not going to make many sales.

The first key is to let your potential clients know that you can help them. Simple, right? Yet most people don’t bother to tell prospective clients how they can do this. Do so! Have some guts and take the plunge.

Sure, the reality is that most of them are going to say “No” in some way. But don’t worry about it! The more times you hear “No” the more times you are also going to hear them say, “Yes!” because it really is a numbers game. You just have to keep on asking people for business until some of them inevitably say yes.

You need to have a strong backbone, and be able to withstand rejection after rejection. If this freaks you out, get over it—you’re an entrepreneur now, and you have to make those phone calls!
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Smart Tip

There is never a reason to make a cold call if you do your homework ahead of time. There is always a way to warm up the call, and it’s your job to find it.






Warm Up Those Cold Calls 

In the beginning, you just need to bite the bullet and make the calls. Today, I don’t have to make as many calls as I once did, and I am receiving more and more referrals. 


Now very few of my calls are genuinely cold because in some way I know who these people are that I’m calling. But it took me years to get to this point, and you need to just accept that as you’re getting started, you may just have to make cold calls as well.
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Stat Fact

In the seven years I have been running my company, I can only count four or five people who were ever really rude to me when I was pitching my services cold.



Of course, there are some things you can do that will make the calling a lot less painless. For example:
• get referred first by a mutual contact

• listen more than you talk when you’re on the phone with them

• listen for the first half of the conversation and try not to interrupt

• ask lots of open-ended questions that let the person speak their mind

• become so in demand that they all call you.





In the end, I know it’s still scary to ask for the sale. And here’s my advice: Suck it up. If you want to eat, you have to ask for the sale. If you want to make a profit this month, you have to ask for the sale. If you want to make sure the company is still in business next year, you have to ask for the sale.

These people are either going to say yes, or say no. I don’t care if they say no! I would rather have a yes or no answer than to always wonder where they stand. More often than you may think, they will think the world of you, and will genuinely want to work with you. In the end, though, most customers will also want to hear you ask for the sale.

It’s a strange phenomenon, but often someone who wants to buy something will not buy that something unless the salesman actually encourages them to buy it, and actively asks them to buy it. I guess it’s a confidence thing—people want to buy from those who are confident about what they are selling.




Ask for the Sale 

Therefore—and there’s no way around this—you absolutely, positively need to ask for the sale. Fortunately, it is as simple and direct as, “Does this sound like something you would like to do?” They usually say yes. Then you simply say, “Okay, great! When do you want to get started?”

If you ask those two questions enough, you’ll make sales. I promise.




Wrap Up 

There is no better time to start spreading the good word about your services than today. Truly, do not wait. Get off your butt right now and start talking to people, sending e-mails, posting flyers, and spreading the good word. If you don’t have a successful business, in the end there is only one person to blame: the person you see when you look in the mirror each morning.





8

 Deciding How Much to Charge


Deciding how much to charge is often one of the most difficult decisions you have to make as a new service provider. To be perfectly honest, your best bet may in fact be a form of trial and error.

On one hand, you don’t want to charge too little up front because low prices may give off the impression that you aren’t as good as you really are. This can have the effect of turning away the best potential clients, and at worst, might mean that you attract the cheapskates, nickel and dimers, and a whole assortment of people who never want to pay full price for anything.

On the other hand, if you charge too high, you risk coming off as pretentiously over priced. If so, you’ll scare away the people who really would be perfect clients, but just can’t afford you.

In both cases, you risk alienating potential clients and coming off as trying way too hard, or expecting way too much. The best solution, then, is to find that happy medium, and it may take some trial and error.




Trial and Error 

I personally do not want an overload of clients, precisely because I need my free time to work on my own projects. At the same time, I need enough clients to keep the bills paid and to provide some rainy day money as well. For these reasons, I charge about $125 per hour. This keeps the number of clients low, but the bills paid at the same time.

Yes, for a lot of clients, this is too much. Yet for others, it is surprisingly reasonable. All in all, I get a response of about half and half; half would like it less expensive, and the other half would actually still pay if it were more expensive. And once I get my law degree and pass the bar exam, I might even consider going even a little higher. Time will tell, and that’s exactly my point; things are going to change for you; things are going to change for your clients; and in the end, it is always going to be a matter of trial and error.
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Smart Tip

You’ve got to be really flexible with your prices in the beginning. It may take a while before you figure out what is best for your market.



The key to remember is that if absolutely no one tells you that you’re too expensive, then you are certainly not charging enough. On the other hand, if you find that lots of people seem interested, but never take the plunge, you may be charging way too much given where your reputation currently stands.

You see, I didn’t start out charging $125 per hour. When I first started my company  in 2000, I began by charging $50 per hour. And the hourly rate I would charge fluctuated between $50 and $150 for a long time until I finally discovered that $125 per hour is a happy and satisfying medium.
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Beware!

You cannot charge what you think you’re worth; only what others think you are worth, and are willing to pay.



Remember though, that I’ve been doing more than just experimenting with how much I should charge. I’ve also been out there—getting my Masters, making films, playing with my band, writing books, and now going to Law School and business school. Were I to have charged $125 per hour when I first started, that would have been a bit preposterous. However, now, I have the years of experience and education that back up my higher hourly rates. Therefore, as my education and experience continue to grow, I might be able to increase those rates up to $200 per hour.

Why “might”? Because if the market won’t support my price of $200 per hour, it won’t matter that I think I am worth it. That’s why the best solution is to stay at $125 per hour until I have a mile-long waiting list of clients who are willing to pay a higher rate. You see, what’s the point of charging high rates if no one pays them? There is no prestige in that. The prestige is running a highly profitable firm—and that may require an hourly rate completely different from what you initially have in mind.




Break- Even Analysis 

Another tactic that will help you in determining how much to charge is to do a break-even analysis. I’ll give you a quick schooling on the benefits of this tactic and you’ll be able to use it not only for this current motivational coaching business of yours, but in every entrepreneurial venture you start for the rest of your life. Yeah, it’s that useful!


How It Works 

Break-even analysis is—in a nutshell—a simple way for entrepreneurs to determine how many sales they need to make to break even; i.e., to make a total net profit of $0. It also tells you at what price you should be selling your products or services to break even given a certain number of sales.

How does it work? Well, without getting overly complicated, here’s the process.1. Make a list of all the expenses your business is going to rack up during a typical month. This includes rent, payroll (i.e., to you!), cell phone, etc. Let’s say $3,000 (and in reality, this should be a lot lower when starting out).

2. Take that number and divide it by the number of client sales you think you can make each month. Let’s say you are feeling good about the future and decide 8.

3. Divide $3,000 by 8 to determine that each client is worth $375. Are you going to charge $375 per hour? Certainly not—at least at first.

4. Decide how many hours you think you can spend with each client each month or per coaching package. Let’s say 5 hours over 5 meetings.

5. Divide $375 (from Step 3) by 5 hours to get an hourly rate of $75 per hour.



That’s break-even analysis. Now you know that in order to break even each month (given $3,000 of expenses), you need to have eight clients, for five hours each, at a rate of $75 per hour, or sell eight five-week coaching programs for $375 each.


Putting It to Work 

You can now do a number of different things with this information. You can actually offer an hourly rate of $75 per hour as a flat fee. Or, you can go ahead and offer a 5-hour package at $375. Or, you can offer a variation, such as 10 hours at $750, or 3 hours at $225.

Alternatively, you can raise the hourly rate above $75 and seek fewer clients, or you can reduce the hourly rate below $75 and seek more clients. As I said, it’s all going to be a matter of trial and error to determine the best pricing and package strategy for your unique situation, and your break-even analysis is your starting point.

Personally, I don’t like having single one-hour meetings because it’s not a good use of my time. If I am going to run the credit card, set up a new client folder, take the time to get to know the client, etc., I want to be sure—up front—that this client is going to invest as much time into his own career as I am going to invest getting him into the system, so to speak. So I deal only in  packages of five hours or more because then I only run the card once, and know that I have five hours now in the bank.

Will this be different in your business? Quite possibly. Remember that the number one way to determine how much to charge is trial and error.




Your Bottom Line 

What we just discussed here about break-even analysis is critically important because you just determined the absolute minimum you can charge (and how many clients you need to sell) in order to break even. In other words, what we just calculated is how many clients you need, at what price, to ensure that your business stays afloat, that all the bills are paid each month, and that you go home each month with enough of a paycheck to survive.

How then do you make a profit and make lots of money? Simple: Sell more clients at the break-even rates you decided upon, and/or raise your break-even rates but keep the same number of clients.

The idea is that you never want to drop below your break-even numbers for the month. When you’re just getting started, it may be a few months, or even a year or two (or longer) before you break even consistently each month and start to show a profit. That’s OK, and it’s normal if that happens. This is why it’s so important that you have some cash reserves set aside, or a line of credit, to help you weather the non-profitable months. A key to remember is that there are many different variables involved in determining how long it’s going to take to get past the break-even point—and to the determined and patient entrepreneur go the spoils.




Creating a Financial Cushion 

As I mentioned above, it is precisely for these reasons that you should be sure to have enough cash or credit on hand when starting to keep the business running for the first year, or at least the first few months, assuming you make no sales whatsoever. As you may know, the number one reason businesses fail is lack of cash flow, which means they couldn’t pay their bills. Their business may have been the greatest idea in the world, but often the greatest ideas take the longest to catch on. If you don’t have the financial cushion to keep the  business running while your marketing engine revs up, you may also be forced to close up shop before you get a chance to really show the world your stuff.

On that note, I will repeat: Keep your startup expenses low—super low! Don’t buy the fancy swivel chairs; use a metal folding chair. Don’t pay $1,500 for a flashy website; pay a few hundred for a very simple three-page site to begin with. Don’t go out and get a new office line installed; use your cell phone. You may feel like you’re running your business out of a bedroom, and well, that’s the whole point—you are! That’s how you want to be feeling! The more money you can save on the front end, the longer you are going to be able to persevere until suddenly—voila!—your business has taken off and you’re making a living solely as a motivational coach. How nice!

But even then, be careful. The moment when success begins to take hold is often the danger zone for many entrepreneurs because as the income grows, they allow unnecessary expenses to grow as well. Be on guard, and don’t let your success spoil you rotten.




What Are You Worth? Perception Is Reality 

This is perhaps one of the greatest financial lessons I’ve ever learned in my life: It doesn’t matter what I think I am worth; it only matters what other people think I am worth.


In other words, perception is reality. Not your perception—oh no. The perception of your prospective clients is all that matters. If they think you are worth $1000 per hour, but you are charging $100 per hour, you are going to be one successful motivational coach! On the other hand, if you are charging $100 per hour, but everyone thinks you are only worth $10 per hour, then you are going to go out of business very quickly.


[image: 034]

Dollar Stretcher

If you want to really stretch your dollars, take the time to learn about break-even analysis and basic financial statements. It’s amazing how many entrepreneurs start a business without knowing these basic skills.




The Solution? 

As I mentioned, a lot of pricing in a service business is based on trial and error. But there are certainly some things you can do to ensure that the perception you have for  yourself is in concert with the perception others have of you, and it goes back to what I said above about gaining credibility:
• Continue working to add those letters to the end of your name, i.e., BA, MBA, JD, PhD, CFP, GMC, whatever! The more money you spend on your education, the more instant respect you are going to get from people who don’t even know you. Those letters alone will help them consider you a knowledgeable expert of the highest caliber, worthy of paying thousands of dollars to for your amazing insight.

• Make a huge success story out of one of your clients that you can use to justify a raise in fees.

• Write as many books as you possibly can on your subject of expertise, and then write and publish one more! The more books you have published, the more you can charge. Crazy, but true.

• Write articles in your industry’s trade papers and magazines

• Get testimonials galore from people





And this list goes on…
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Smart Tip

Get over your ego. Your ego is the biggest reason why you might fail as an entrepreneur. Don’t let your ego get in the way!






A Balancing Act 

Bottom line: Open your eyes and your ears; watch what people are doing, and listen to what they are saying. If you aren’t securing a lot of clients, part of the reason (we’ll cover other reasons later) is that you are probably charging too much—right now.

Just because no one will pay $500 per hour to meet with you now does not mean that in a few years, once your business is established and you are renowned the world over as the finest motivational coach in the world, people won’t change their minds and decide that you are worth it.

Or, in a strange reversal, maybe you are not charging enough. It is possible that if your rates are too low, prospective clients will think you are not experienced enough to charge more.

On the other hand, maybe people are being scared off by your low price. Strange, but it just might be true. If you have really amazing credentials, but  are charging below what others would expect to pay for that type of coach, they won’t hire you because they’ll think something must be wrong.

The pricing game thus is a true balancing act. On one hand you want to charge what you’re worth. On the other hand, you’re only worth what others say you are worth. We can boil the two sides of the pricing scale down very simply:1. Raise and lower your prices until you find the one that works.

2. Constantly improve yourself, and your business, until it is undeniable that you are worth more than the rates you are charging.



In the end, the ideal situation is this: When you tell a prospective client your high-priced rates, she says, “Oh, wow, I thought you’d be a lot more expensive.” That’s a sweet feeling. Work towards it.




Wrap Up 

This chapter introduced to you some of the most important financial pricing concepts you need to know. Break-even analysis is the bedrock of your success and you’d be wise to spend as much further time as necessary learning about this tactic and how to use it to assist you with the ever-difficult task of pricing your services. As I mentioned, in the end it’s a trial-and-error process, but break-even analysis will help make it a little bit more precise.
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 Creating Coaching Packages


As I mentioned before, my recommendation to you is to set up coaching packages and to not sell your time by the hour. I know you may think that it’s easier to get someone to commit to paying for just one hour instead of three, or five, or ten, but you’d be surprised how much easier it is to sell a package. Why? Because clients want to feel that they  are getting involved with someone who knows exactly the solution for their particular situation. Truly, how much help can you provide someone in just one hour? In my opinion, when I tell prospective clients that I insist on consistency and commitment in anyone who works with me, they all nod their heads in agreement. Of course they are consistent and committed, right?

By offering only packages, it implies that you already have a plan of action in mind for them that will unfold gloriously over the weeks you’ll be working together. It also implies that your clients have big huge problems that only an extended package of meetings can come even close to solving.




Packaging Your Time 

Of course, you want to make sure that when you offer a package, you actually do have a wonderful, magnificent, and inspiring course of study to draw on during all those meetings. You don’t want it to be a haphazard collection of hourly meetings with no synergy between them. You need to be able to sell what you are going to deliver, but you also need to be able to deliver exactly what you just sold.

By offering packages, it makes your life easier too. Instead of running a credit card five times for five hourly meetings, you do it once, before the first meeting, and then you don’t have to worry about chasing the client each week for payment.

Now you can breathe easy for five weeks, knowing that a full five hours worth of coaching fees are in your bank account for the month. It means that you are free to focus on the job of coaching that client, and not the sales process.


Making It Easy to Choose 

Whether you decide to work on an hourly basis or through packages, you need to make it simple and easy for a prospective client to make the buying decision. If you offer four different packages and three different hourly rates, you are probably going to scare off potential clients with too many decisions. They are going to want to think about it.

You don’t want them to think about it. You want them to sign up now—today. And it’s a heck of a lot easier for them to make a decision when they  have an easy choice. Instead of having to answer two questions—Do I want to do this? If so, which package?—you make it easy for them by only requiring them ask one question: Do I want to do this?
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Stat Fact

It is usually easier to sell a customer a single package than five individual coaching sessions.



You might think that by giving potential clients an a la carte choice of whatever they want would make it more likely that they’ll find something that works for them. The opposite is true. They’ll be confused, they’ll begin to doubt themselves, and then—BOOM—you lost the sale.


Keeping It Simple 

The reason most people are coming to you is precisely because they are having trouble making decisions. If you then give them a huge choice of options, you’re just going to compound their confusion and fuel their doubt. Not a good move for a salesman.

Just imagine the difference in time it takes for you to pick out a cereal at a mini-mart at a gas station, as compared with how long it would take you at a supermarket. The selection at the mini-mart is so small that you make the decision in less than ten seconds. At the supermarket, you stroll up and down the aisle, comparing different flavors, colors, sizes, prices. Before you know it, the place is closing for the night and you still don’t have tomorrow’s breakfast.
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Beware!

Offering too many options is a mistake. Have you ever heard the expression, “Rejoice, Rejoice, You Have No Choice!”? That’s exactly what I’m getting at. Customers will more likely buy if they don’t have the complicated decision of choosing which package is best for them.



Well, that’s exactly what you do when you give your clients too much of a choice: They don’t decide. They get scared, they feel nervous, and there is no way they will feel comfortable making a decision.

Down the line, once you’re established, you can offer different options, but for now, one coaching package, or one hourly fee, is probably the saner, safer, and more profitable solution. The best part is that when the choices you give are so simple and clear, it makes your brochures, business cards, and website so much more  powerful. You’re in essence saying, “Hey, this is what I’m offering, take it or leave it.” I know that seems counterintuitive, backwards, and not customer friendly, but I speak merely from experience. I have found that more people are willing to register for my coaching services when there is only one choice for them to make.




Becoming a Great Motivational Coach 

Okay, this is your next crash course in motivational coaching. Woo hoo! First, get any preconceived notion of what a motivational coach is out of your head.

Next, remember that you have three basic missions as a motivational coach:
• to inspire your clients to realize they have the wherewithal to make their dreams come true (counselor/theoretician)

• provide them the expertise and guidance and the actual wherewithal to make their dreams come true (consultant/advisor)

• motivate them to take the action necessary to make their dreams come true (coach)





Some may feel that the role of consultant is not necessary to be a good motivational coach, and they may be right. My mission here, though, is not to make you a good motivational coach, but a GREAT motivational coach. And a great motivational coach is one who actually has the expertise and experience to provide personalized inside information to each client to help them reach their goals.


Defining Where to Start 

I think it’s pretty lame for someone to say, “I just want to motivate people.” To do what? Whenever I think of that type of motivational coach, I think of Chris Farley as Matt Foley, the motivational coach who lives in a van down by the river. Sure, it’s funny, but not if that really is you! You don’t want to be considered just a motivational speaker—no, you want to actually have substance to complement your ability to inspire.

So when you are meeting with clients, you want to first make sure they have the right mindset. You can’t give them information as a consultant, or motivate them to take action, unless your clients are ready to act. Each meeting has  to start off with an affirmation that the client still believes that his or her dreams are worth pursuing, are do-able, and are attainable.

I accomplish this with my clients by simply starting off each client meeting by asking, “Okay, in two minutes or less, what are the great things you’ve been up to?” In less than 15 seconds, I can tell if the client is on fire with enthusiasm about their dreams, or if they are off track and going through some difficulty. Depending on how the client feels he is progressing, I will decide whether to put on my counseling hat, my consulting hat, or my coaching hat. Their mood determines what my next steps are.


Learning to Read Your Clients 

To just jump into consulting or coaching will result in very few repeat clients. You need to learn to always read your clients before starting off on what you think they need to do. As always, I’ll go in with a pre-planned course of discussion for the meeting at hand (as you should always do). Often, though, I’ll end up talking about something primarily psychological because the client was not in a frame of mind to benefit from consulting or coaching; what they needed at that moment was just a friend to reassure them that their decision was and is a good one. And the only way you will realize this is if you ask—at the beginning of each meeting.

Once you are sure that the client is in the right frame of mind to move forward, you need to then ask more probing questions to determine if they currently need consulting or if they need coaching. Often, when a client is in a depressed state of mind, I find that consulting puts them on the right track. For example, I’ll give them a laundry list of things they should focus on this coming week. When a client is feeling great and is really on fire, often I’ll jump right into coaching, motivating them to keep pushing forward as they are and to continue according to the same trajectory they are already on.

Truly, most meetings end up being a cross between both consulting and coaching. You just need to be aware of the difference, and know when to switch from one mode to another.


Consulting vs. Coaching 

To help you better understand the difference, take a look at the following chart, which breaks down various activities into either a consulting or coaching aspect: 



	
Consulting 
	
Coaching 



	Creating a to-do list with the client
	Getting them to commit to using the to-do list



	Helping them create a six-month plan to get a new project off the ground
	Getting them to work on that six-month plan, rather than let it sit and gather dust



	Showing a client how to write a screenplay.
	Getting them to write their own screenplay







As you can see, the consulting part of your business focuses on providing the valuable plan that your clients can use to develop their life and career. The coaching side of your business ensures that your clients get off their lazy butts and actually follow through on that plan.

Can you choose to do just consulting, or just coaching? Sure you can, but I think that’s a copout. I think it’s in some way doing a disservice to a client. If you are just consulting, you are being paid for information and provide no follow up. If you are just providing follow up and motivation as a coach, without ensuring that their plan is a good one to begin with, you are perhaps moving your client successfully down the wrong road.


To be a truly magnificent motivational coach, you need to do it all: be a counselor, a consultant, and a coach—all at the same time. If you can learn all three disciplines (and it will come with practice, lots of reading, and lots more education!), then you’ll have one of the finest coaching firms in the world in no time flat. (Note: no time flat means anywhere from three to ten years.)




Wrap Up 

First, I can’t reiterate often enough how much more successful I think you will be if you put together coaching packages instead of selling by the hour. Don’t sell services by the hour; you’re just wasting valuable time that you could be using elsewhere.

Next, remember that to provide the most value to your clients, you need to not only be a coach but also a consultant and a counselor. And you must be good at all three. How to become good at all three? Start working on it today. 
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 Profit and Loss


Accounting is king! No joke. It amazes me how many books about how to start and run a business never talk about the absolute importance of understanding accounting. Frankly, it amazes me that I myself was able to keep my business afloat for over five years before learning about accounting. It’s truly frightening, to tell you the truth.

Why is an understanding of accounting so important? The answer is clear: If you don’t know where the money’s coming from, where it’s going, how much of it you have, and how much you owe—down to the last penny—then you really have no idea how your business is doing.

Some people call accounting the heart of a business; others refer to the financial statements as the report cards for a business; still others talk about accounting as a way to measure the health of a business. They are all right. And it behooves you to take whatever steps necessary to become a reasonable expert in accounting for the small business.

I’ll get you off on the right foot with the following discussion of profit and loss statements, and balance sheets. In particular, I’ll discuss how to use them when running your motivational coaching business. You’d be wise, however, to also pick up a few books on accounting and bookkeeping to continue your education. Your best bet, in fact, would be to enroll in an accounting course at your local university.




Income Statement 

You probably already know what an income statement is, even if you don’t realize it off the bat. In a nutshell, your monthly income statement is a measure of how much money is coming into the business each month, and how much is going out. It’s a measure of income vs. expenses.

Now, you probably do some form of this already in your daily life. Perhaps you keep your receipts. Perhaps when a check comes in, you think how this new money is going to help you pay your bills, etc. Perhaps you keep track of expenses in a little notebook. (If you don’t do any of these things, start! Please start!)

Well, an income statement is a formal way of consolidating all of these things, and it is crucial to prepare one each month in order for your business to operate at peak efficiency.


How to Prepare an Income Statement 

It’s really simple to prepare an income statement each month. You need to keep track of every expense, no matter how little, each month.1. At the end of each day, week, or month, tally up all the expenses, i.e.,  $200 for cell phone; $1000 for payroll to business owner (that’s you!); $150 for advertising expense; etc.

2. At the end of the month, add up all of your business income for that month.

3. Subtract your total expenses for the month from your total (gross) income for the month.

4. The result is called the net income. If it’s positive, you made a profit. If it’s negative, you had a loss. If it’s zero ($0), then you are breaking even.






Component Analysis 

So, then, what do you do with this monthly income statement? It’s time now to do something called component analysis, and yes, you are now getting a lesson on financial analysis.


Vertical Analysis 

There are two types of component analysis: vertical and horizontal. Right now, with one month’s income statement, you can only do vertical analysis, where you look at every expense as a percentage of gross sales for the month.

For example, if gross income was $3000, and office rent cost $1500, that means you spent 50 percent of gross income on rent expense—which is not good. It should generally be no more than 30 percent, and less if possible. With this information, you now know you need to do one of three things: increase gross sales next month, get rid of the office, or find a less expensive office space.

When you do this type of vertical analysis each month (with each expense broken down as a percentage of gross sales for the month), you’ll start to realize which expenses are worth the expense and which are just sucking the profits right out of your business.


Horizontal Analysis 

Next, once you get your second income statement completed (month two), you can then begin horizontal component analysis. This means that you now compare the same expenses as a percentage of gross sales over a period of time. For instance: [image: 038]



In this example, once you can see the percentages, it is clear that the rent expense is becoming more manageable over time. On the other hand, if rent expenses were somehow going up each month while gross sales were also increasing, you might be surprised when you do the math:[image: 039]



In this example, your gross sales are increasing, but so is your rent expense. Just by looking at the numbers, it’s hard to tell exactly what’s going on at a quick glance. But as soon as you do the horizontal component analysis, and then compare them across the various income statements, you can see that rent as a percentage of gross sales hasn’t changed at all. You are still spending 50 percent of your gross sales on rent. Not cool.




Balance Sheet 

The second financial statement you need to create each month is called the balance sheet. While the income statement is like a moving picture show of your business’ health, the balance sheet is a photographic snapshot of how your business is doing at a certain point in time. Like the income statement, it is usually prepared once a month.

Like the income statement, the balance sheet also compares two variables, but instead of income and expenses for the month, the balance sheet compares the  total assets of a company with the total liabilities of a company. In layman’s terms, total assets is everything a company owns itself; total liabilities is everything a company owes to others.

The balance sheet, then, compares assets and liabilities. Specifically, it shows the difference between total assets and total liabilities, i.e., Total Assets minus Total Liabilities. The result is called your equity. Perhaps you are familiar with the universal accounting equation: Assets = Liabilities + Equity. It’s just another way of explaining what the balance sheet is.


How to Prepare the Balance Sheet 

Just like the income statement, the balance sheet is a simple thing to prepare each month. So how do you prepare it?

1. Add up the value of everything the company owns, i.e., cash in the bank, investments, inventory, real estate (even if you owe a mortgage), etc. These are your assets.

2. Add up the value of everything the company owes, i.e., credit card debt, bank loans, mortgage loans, etc. These are your liabilities.

3. Subtract your company liabilities from your assets, i.e., assets minus liabilities.

4. The result is your net worth. If it’s positive, awesome! If it’s negative, not as awesome. If it’s $0, you’re somewhere in between.


Vertical Analysis—Again 

Now, what do you do with this balance sheet? Just like with the income statement, we can conduct both vertical and component analysis on it.

Vertically, we look at everything as a percentage of total assets. As an example, if total assets come to $7500, and total debt comes to $35,000, then your business debt is 466 percent of total assets. Expressed in another way, you have a total debt to total assets ratio of 4.6 to 1. This is definitely not good. Having some debt for the sake of leverage is sound business policy, but this is too much. 2:1, or even 3:1 would be more manageable.

Of course, you would have to look at your monthly income vs. monthly debt payments ratio to be sure if the total amount of debt is too much to handle. However, just by doing this simple ratio analysis, you have determined in  just your first month that you have to increase your business assets and decrease your business debt by quite large amounts.


Horizontal Analysis—Again! 

This leads perfectly into our horizontal component analysis of the balance sheet. Once you have a couple months’ worth of balance sheets, you can begin horizontal analysis. Using the same example from above, let’s take a look at three months’ worth of balance sheets:[image: 040]



From this fanciful example, we see some very strange things going on. First, we notice that assets are dropping greatly every month. What does this mean? Part of that might be money being used to pay off the credit card debt. Or perhaps it is money being used to pay the ever increasing rent expenses when no income is coming into the business. We can’t really answer that question fully without looking at the income statement for each of these months, and the rest of the balance sheet as well. That’s fine, because the point of these analyses is to help ask the right questions and point towards potential problems.
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Smart Tip

Buy a bunch of books on accounting, and enroll in a course at your local university. Seems like a big hassle right? I assure you that it’s a much bigger hassle trying to run a company without understanding accounting. Better yet, get an MBA!



Next, we notice that business debt has dropped to nearly zero by the end of month three. How did this happen? Again, there are many scenarios. Perhaps the business took out a bank loan at a lower interest rate to pay them off (in which case we should look at the rest of the balance sheet to see if that is indeed the case). Perhaps the company suddenly found a bunch of investors who wanted to help the business out of a huge mess. Who knows?


Questions, Not Answers 

The key to remember with both income statements and balance sheets is that they do not provide answers; rather, as I mentioned above, they provide you with the right questions to ask yourself so that you can properly diagnose what is going on within your business.

Far too many entrepreneurs do not undertake this type of analysis, or they just let their accountant do it. Both scenarios are big mistakes. You are the CEO of your company, and it is your responsibility to figure out what is going on. They call it managerial accounting and financial analysis for a reason. As CEO, it is your responsibility to look at these financial statements and determine what you should be doing from a management standpoint to help the business reach and sustain profitability, and to eventually grow.




Tools for Preparing Financial Statements 

Preparing your monthly financial statements is not something you can ignore. Did you read that last sentence? You absolutely must prepare your financial statements each month, and you absolutely must have a firm grasp of the basics of accounting and double-entry bookkeeping, otherwise you are flying your business on a wing and a prayer, and you’re likely heading for a major crash.
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Beware!

Don’t jump into Quickbooks without learning accounting and how to create financial statements. If you do that, you’re just going to get lost and confused, and you’re not going to understand what any of the statements mean. Trust me: Learning what Quickbooks is doing behind the scenes is important. If you don’t know accounting, then you’re not going to notice if something is askew with the statements.



Don’t set yourself up for disaster! Set yourself up for success by learning the basics of accounting—read a few books on double entry accounting, and take a class at a local college.


Quickbooks 

Once you do learn the basics of accounting and once you learn how to prepare your financial statements manually, the next step is to set up a computerized accounting system.

The one that I use is Quickbooks, and is probably the standard for small business  owners who run their own businesses. The best part about using a computerized accounting system is that all you have to do each month is input your income and expenses from the last 30 days, and Quickbooks creates the financial statements for you. You just print them out, and analyze them! It’s fantastic!


Quarterly Reports 

After three months of inputting data into Quickbooks, you can use it to tally everything up to give you financial statements for the first quarter, like the big public companies do. Then, the financial statements for April, May, and June would be combined to provide second quarter statements, and so on, up until the fourth quarter.

Then begins Year 2. This is where things really start getting interesting. Now you can compare the financial statements from Month 1, Year 1 with those from Month 1, Year 2. You’ll see some big lightbulbs go off when this happens. In other words, you’ll be able to compare January of this year with January of last year, and see how things have changed, improved, or deteriorated. This is key information!

Eventually, you’ll be able to compare First Quarter, Year 1 with First Quarter, Year 2. And the same with the Second, Third, and Fourth quarters.

Pretty soon, you’ll be comparing financial statements from Year 1 with Year 2, and then Year 2 with Year 3. All along, you’d be looking for trends, unnecessary expenses, and anything else that might inspire you to improve the profitability and efficiency of your business.




Wrap Up 

Absolutely none of this is possible if you don’t learn about accounting and bookkeeping and introduce them into your business operations. Some say that they’ll simply hire someone to do that for them. Big mistake. Have you ever heard stories of employees running off with all the money? It happens quite often in businesses where the head of the company doesn’t understand accounting and bookkeeping. Please don’t allow that to happen to you. Take the time to learn and understand accounting and bookkeeping now, before it’s too late.
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 Running Your Business


Believe it or not, starting the business is actually the easy part. The hard part is keeping it running. That is truly where the rubber meets the road. In many ways—and especially at the beginning—running your own business is just like having a regular job in that you have to do the same things  every day if you want to succeed at what you’re doing. For example, at a typical job, you have a routine that becomes a part of you, i.e., getting up at the same time, arriving at the same time, seeing the same people, etc.

Well, with your own upstart business—don’t groan—you are going to have to do a lot of things in a very similar way in order to ensure that your business stays in business. And in order to stay in business, you need a steady stream of customers, and you need a steady measurement of the health of your business.




Establishing Your Business Profile 

To get that steady stream of customers, and that steady measurement of your business’ health, you must set up a routine. In other words, you need to be consistent with a number of things if you hope for this business of yours to become and stay successful.

For starters, you need to have a strict routine about
• calling potential customers and throwing them your sales pitches

• following up with these very same potential customers

• utilizing whatever advertising you do, once you find it to be successful

• tracking income and expenses, and preparing your various financial statements.





You need to run your new business as if it were a job, and as if you could get fired any day by some boss who is watching you. Hint: That boss is yourself, and you need to be really strict when it comes to discipline.


Doing the Right Things at the Right Time 

You see, one of the most often cited reasons for new venture failure is the inability to do the right things on a consistent basis—failure to do the things that need to be done according to a regular schedule.

On the flip side, if you make the effort to do the right things on a consistent basis, the success of your business is virtually assured. But here’s the rub: What are those right things, and how consistent do you actually have to be?

Those are two very important questions, and the truth is—it depends. The right things for your business are going to be different perhaps from the right  things for my business, and consistency for me may not end up being the same definition as consistency for you.
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Smart Tip

I like to say that there are no rules, but there are some rules that all successful businesses follow, such as accounting, making a profit, etc. Follow them.



However—and this is a big however—that are certain rules that tend to be true for most businesses, and most certainly for a service business such as the one you are working on. Here are the top rules as I see them:1. Make a minimum of 40 phone calls each month to prospects and current clients.

2. Follow up with those who express interest. If it is huge interest, then follow up in a few days to a few weeks. If it is lukewarm interest, then follow up in a few months to a few years. If it is clear that they are not interested, throw them out. If they have a change of heart, they will find their way back to you.

3. Follow up with past clients even more than potential clients. If they have bought from you in the past, they are more likely to buy from you again.

4. Prepare your monthly financial statements religiously. Create them, print them, analyze them, and compare them. Do not forget them. They are critical.

5. Continually increase your expertise, and continually let everyone know about it.

6. Finally, every day, strive to learn something new about business, marketing, and finance—all disciplines that are going to help to keep your business competitive.




Sticking to the Routine 

Once you figure out your routine (and rest assured that it may take some time before you find the best routine that is going to work for you), the hard part will to be sticking to it despite everything else going on in your life.

For a long while, I made a point to get up every morning and make my sales calls early in the morning, pretty much seven days a week. But that quickly became unsupportable. I soon discovered that there were days when I had to  get up at 6 A.M. in order to be somewhere by 9, and I obviously couldn’t call on prospective clients at 6 A.M. I would also find that I sometimes would spend an entire day on a film set, or in the recording studio, busy with my own projects. I couldn’t very well call prospective clients from the set either.
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Beware!

Don’t create a routine that is so chock full of things to do that you end up not being able to follow it. Start with a manageable routine and add to it with time.



So, what did I do? I modified my routine. I don’t set aside specific days or times for phone calls anymore; instead I insist on a minimum of 15 phone calls each week. Usually it’s on a Tuesday, but sometimes I can’t do the calls on Tuesday, so I do some on Wednesday, and some more on Thursday. It doesn’t matter—as long as I hit 15 calls each week.


Finding Your Comfort Zone 

You need to find your own comfort zone for your routine, or you’re going to get burned out and quit following it. But you can’t quit the routine! Just as Jay Levinson explains in Guerrilla Marketing, consistency is the key. If you want to run a successful business, then you absolutely positively need to be consistent in implementing your company’s strategy. Until you have so much word-of-mouth referral business that you don’t need to advertise anymore or make sales calls, you need to stick to the routine.

Often we hear of people quitting their jobs and starting a business because they didn’t like being a slave to their boss, only to discover down the line that they are now slaves to their business. There’s a yin and yang to that truth. First, in the long run, you certainly do not want to be a slave to your business—you don’t want to just create another job for yourself. On the other hand, by becoming a slave in some respects to your business (i.e., by stubbornly sticking to your routine), you are setting the foundation for a successful business.

This latter point actually makes a lot of sense. Only by finding out what works, and then repeating those things ad nauseum are you ever going to be able to keep your business afloat. Don’t get into this field thinking that this motivational coaching business of yours is just going to take off like a rocket. It probably isn’t, and you’re going to need to work your various systems day in and day out constantly in order to keep the money rolling in.




Prepare for Take Off! 

If in the unlikely situation that your business does take off like a rocket, great! I hope in that case that you have a clear understanding of your various business, marketing, and financial systems that the sudden growth doesn’t overwhelm you. In such a situation, the only way to avoid being overwhelmed is by first creating what I call your D.O.S., or demand overload strategy.

One of these days, whether on day one, or in year ten, if you are diligently implementing your routines on a daily basis, the hard work is going to pay off, and your expertise will be in sudden high demand. When this happens, you are either going to sink or swim. Those who sink do so because they weren’t prepared. Those who swim to victory are those who already put into place the growth mechanisms (that D.O.S.) that they thought they’d never need; mechanisms such as hiring procedures for new staff, financial accounting systems that were ready for the growth, etc. If you’re not prepared for huge growth, it could very well be your worst nightmare. If you’re prepared, it’ll be a walk in the park.

Therefore, in the short term, you need to work hard at creating duplicable systems and routines just to keep a steady stream of money coming into your business. In the long term, these very same systems and routines are what are going to make it easy for your business to expand and grow, and allow you to survive when you suddenly encounter a big increase in demand.

And truly, if you do manage to implement everything correctly, you are soon going to have such a huge demand for services that you are going to be in a position to hire additional help. At that point, if you hire the right people, and implement the right systems—then, and only then, will you be able to ensure that you don’t end up a slave to your business. Instead, your business will end up a slave to you, kicking off income every week with a minimum of effort, allowing you to finally live the good life. Ahhh…


Don’t Quit Your Day Job 

If there is one thing I would have done differently when I started my business, I would have set up job security. In other words, I would have kept my day job as I worked and developed my new business. At the time, I was working as a temp at Morgan Stanley in New York City. I really didn’t like the job  at all. I was working the midnight to 8 A.M. shift three nights a week, and dealing with all of the silliness of corporate America. I was also making $20 an hour, which was nice, and a limousine took me home every night.
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Beware!

Often would-be entrepreneurs are so excited to get started, and so optimistic about their future, that they foolishly quit their day job and devote all their time to their new business. Don’t do that. You are going to need that steady source of income from the other job to help fuel your new business.



Unfortunately, when I decided I was going to start my new business, I figured it was going to be so easy to make the same, if not more, money—and by doing half the work—that I just quit my temp cold turkey after only the second week of being an entrepreneur. You see, I opened the doors of my new business, and during those first two weeks, I indeed patted myself on the back because I snagged two clients, paid up front, and woo hoo, I was going to be rich! So I quit my temp job, and put 110 percent of my time and effort into my new business.

That was my big mistake. After those first two clients, I realized getting new ones was a lot harder than it seemed at first. Now three weeks had gone by—and no new clients. What the heck! But I was so sure that more clients would be right around the corner, and I stubbornly stuck with it.

In the end, of course, it worked out, but those first three years were painful. And looking back, I realize that the smarter choice for me would have been to keep the temp job, but just cut back on the hours.


Make Sure You Have a Cushion 

Having a steady paycheck for back up is going to ease your transition into entrepreneurship more than anything. It acts as a security blanket, it gives you the opportunity to make mistakes more freely, and it will serve to keep you sane during the most rocky period of your new business: the first three years.

Truly, even just a steady $150 per week will make you feel more relaxed. Don’t quit your job cold turkey. In fact, I heartily recommend you read Robert Kiyosaki’s book, Before You Quit Your Job, as well.

Of course, you can do the same thing I did, and just quit your job. There’s nothing preventing you from doing that. If you do choose that route, at least have 8-12 months of living expenses in the bank before you do, and maybe  even 18 months to be truly safe. Without this financial cushion, you’re going to be under such pressure to succeed at any costs that you are going to become careless, reckless, and foolish. Those are three qualities that an entrepreneur can’t afford to have.


Move Fast, But Take Your Time 

Despite your desire to start your own business and be free of “the man,” don’t rush into this. Take your time. Establish yourself first.

I guarantee you that you can run your new motivational coaching business part-time as you are getting started. Your website will be working for you 24/7. Worst case, at the end of each day, you can call any prospectives who contacted you from the website and set up a time to chat that’s convenient for the both of you. You can set up your client meetings for after work on weekdays, during your lunch breaks, or anytime on weekends.

I assure you that you do not need to devote your every waking hour to this new business, and you shouldn’t, because you want and need some sort of cash flow in the meantime. Truly, you are going to feel so relieved to see that paycheck from your day job during this first year getting your business off of the ground. If you follow this advice, I think you’ll be glad you did.

One day, yes, you’ll quit your regular job. I promise! And that will be a momentous day. But make that day a day when you really don’t need that job anymore. Don’t quit just because you think your business is going to take off—that’s wishful thinking. Quit your job only when you know—by looking at your financial statements—that your business has taken off, and shows no signs of slowing down. Look at quitting your job as a reward—a reward for successfully creating a profitable entrepreneurial venture.




Wrap Up 

Opening the business, while admirable, is not the end. It’s in fact just the means. Once you are open for business, the hard part truly begins. Now it’s time to start running your business. Just remember this truism: Starting a business is easy; keeping it running is another thing entirely.
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 Improving Your Offerings


Once you’ve begun to establish yourself, you might then want to consider offering additional coaching packages to your clients. Once things get going, you might find that offering more options may make sense.

For instance, you might want to consider three-hour packages for those who are hesitant or short on cash, or instead, 12-hour packages for those who want to save additional money (i.e., give them a discount for buying in bulk.) You might also consider working on a per project basis for a flat fee, or as you become more successful, perhaps via a flat monthly retainer that the client pays whether they use the time or not.
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Smart Tip

Don’t sell hourly meetings. Sell long-term packages!



Something I am experimenting with now is working on commission. In this case, I am only paid for results. I am in fact considering a combination program whereby there is a flat fee for publicity and coaching services, plus a resultsbased commission whereby I receive a percentage of whatever increased income I am able to secure for my clients.

For some of my more successful clients, I am entertaining a strict commission pay structure, whereby I am only paid when they get paid. However, in this situation, any income my clients receive from the arts becomes commissionable, whether I helped them or not. In this capacity, I am working as a true talent manager, receiving a percentage of the client’s income. In my opinion, managing is simply coaching on commission.




Option! Option! 

You can see from these examples how things can expand and develop as time goes on. The more chances you take, and the longer you run your business, the more opportunities you will see and want to experiment with.

A commission structure, though, is not something you should consider until you already have a mature client base, and can determine who has the best potential for financial success. When this situation works, though, it works in the best interest of both parties; the client receives your services up front without having to pay out of pocket, and you as the coach/manager end up with more money in the long run than you would have received had you charged a flat upfront fee.

Also, remember that you can do coaching by telephone. Believe it or not—it works. I have clients from sea to shining sea, and you can be sure I don’t fly out to L.A. and Chicago each week to meet with them. I just do it by phone. It’s the  same price that everyone else pays, but more convenient for those who aren’t in my particular metro area.




Back to Bill by the Hour? 

As I mentioned earlier, I don’t really think offering services by the hour is in your best interest. Building a successful coaching practice requires commitment on behalf of both the coach and the clients. If my clients are not willing to invest both their money and their time, I don’t want to work with them. For these reasons, I do not recommend an hourly coaching rate.

Hourly fees work in many fields, most notably the legal field, where hourly fees, or “billable hours,” are in many cases the norm. The difference, however, is that with legal fees, you don’t often have a choice; you have to pay their fees, or their representation stops, and you are left to fend for yourself in whatever legal battle you may be enjoined. With motivational coaching, though, it’s more of a privilege than a necessity.

Sure, you and I both know that the services we provide are actually a necessity (if the clients really are serious about becoming and staying successful), but when push comes to financial shove coaching falls to the bottom of most people’s list. So if you charge by the hour, and your client’s financial situation suddenly tanks, instead of paying you more money to help you fix the situation, they will usually drop you until their situation resolves.

This typically doesn’t happen, however, when clients have already paid you for a certain number of hours. If you’re doing your job correctly, over the course of their coaching package you should be able to keep tabs on their financial situation and help guide them towards improving that situation if it needs attention.

That all being said, if you want to try billing by the hour, why not? Maybe it will work for you. Just go into it knowing that it may make things more difficult, even though you may think it will help you get more clients in the short run.




In-Person Courses and Seminars 

Okay, so you’ve got your one-on-one coaching programs all set up. It’s now time to consider in-person seminars. You’ll want to consider them in two ways:  first, as a stand-alone add-on to your coaching services, and second, as a lead generation tool as well.

Because of the dual purpose of your in-person seminars, you need to price your seminars and workshops very carefully. Charge too much and no one will show up. Charge too little, and you lose money on the seminar itself.

Based on my experience, there are two approaches:

First, plan some seminars that require attendees to pay. The idea is to charge something to help cover your expenses, but not so much that it scares people off. This way, you do make some money on the seminar even if no one ends up signing up to your coaching programs. However, if you play your cards right, you’ll actually make a decent amount of money on your seminars, and then, make some real money by having people register for your coaching program as well.

Second, do not immediately turn down free opportunities to speak. While colleges pay me handsomely to speak at their schools, when AFTRA (the American Federation of Television and Radio Artists) asked me to speak to their membership with no fee, I eagerly said yes. The opportunity to speak to AFTRA members is too good to pass up, because many of them may indeed become my clients. Those who don’t may at least spread some positive word of mouth. Finally, the credibility boost that I gain by speaking there can’t be quantified.

Of course, on the flip side, you can charge an arm and a leg for your seminars if you want, but the seminars would not act so much as lead generation tools for your coaching services; they would be ends in and of themselves. In this case, your marketing will have to be even stronger, because the more you charge, the more work you have to do to justify the cost to your potential attendees. It’s always amazing how a free seminar typically fills up to capacity, but a pay-for seminar always has empty seats. One is excellent as a lead generation device; the other is great as an income producer. But it’s always easier to market the free seminars, for obvious reasons.




Hours and Groups 

The length of each seminar will help you determine its goal. If it’s a three-hour seminar, it is probably best used as a lead generation tool for your business. If  it’s a two-day weekend extravaganza, then it is probably leaning more towards a stand-alone money maker.

Something else you may want to consider is group coaching. In this case, it’s a group setting, but instead of teaching, you are doing coaching with the group. In other words, you might have five or six people in the group, and you all meet perhaps once a month for three hours, and you go around and help facilitate their dreams and projects through questions, group interaction, and group projects.

This is a very interesting phenomenon because what it allows you to do is provide six to eight hours of coaching in only two or three hours a month. In other words, you’re actually increasing your hourly rate, even if you end up charging less per person for the group coaching program. And that’s a beautiful thing.




Wrap Up 

A whole book can be written on this subject of seminars and group work, but here is what I want you to take away from this section:
• In-person seminars and workshops are immeasurably useful as both lead generation tools, and also as stand-alone money makers, depending on your goals.

• Your coaching practice as a whole will be more successful if you offer these group speaking engagements on a regular basis.

• Remember that you can do in-person seminars in places other than your home town. Thanks to your website (and your book), you will have fans in other cities. When you receive an e-mail from a huge fan in another city, you might want to interview their interest in becoming your point person in that new city. Often the only way I am able to teach a seminar in a new city is by enlisting the help of someone who actually lives in that city—someone who helps me find the venue, promote the seminar, and assist in registering attendees.









13

 Keeping Those First Clients


Your clients are the most important thing in your business. Without them, you don’t make any income. You not only need people to buy from you, you need them to buy repeatedly from you.

Your client relationship, therefore, must be one of your highest priorities, because those first clients are not going to stick around if you give them reason to leave. You may be offering many reasons to stay, but if they perceive even one good reason to leave, they probably will.


[image: 047]

Stat Fact

It is easier and less expensive to keep a current client than to sell to a new client. Devote most of your time to making your current clients happy.



And remember, a reason to leave may have nothing to do with you, per se. A reason to leave may end up being the phone bill, or a car payment, or tickets to the ballet. Remember: You have more competition than just other coaching firms. You have to compete with every other business that might take that money away from your business. In other words, you have to make the client believe that their relationship with you is worth more to them than any of those other things. If you don’t, your clients will leave.




Current Clients are Better Than New Clients 

Beyond this, getting a client is a lot harder than keeping one. Strangely, people put lots of effort into getting clients, but then do so very little to keep them. And that’s not such a smart move. Once you secure a client, treat them like princes and princesses.

If you have successfully enticed them through the door, your mission now is to keep them in that door. Not in a devious way, of course, but rather, in a persuasive type of way. The idea is that once you close the door (make a successful sale) you don’t want your clients opening the door again and peering outside for better deals, and other companies to patronize. You want their complete and full attention on one thing: You.


In order to keep their attention on you and only you, it means that you have to make every effort to convince your clients that to look elsewhere would be a waste of their time. The only way you can do this is by constantly working to keep their eyes on you, and that means you need to be servicing your clients 24 hours a day, 7 days a week.

Of course, you’re not expected to actually cater to your clients’ every whim at every waking moment, but the more you let them know you care (and more  than anyone else), the more likely they are going to stay by your side. It might be as simple as sending them a birthday card on that special day, or as complex as arranging a meeting for them with someone who they have been trying to connect with. Bottom line, you just want to do everything you can to keep your clients happy.




Customer Service 

While we talk in more depth in a future chapter about the various systems you need to set up and employ to ensure that you keep those first clients, there are some generic customer service principles that we should focus on first.

Let’s first be clear: You’re going to be spending a lot of time up front trying attract those first clients. Most of your efforts are going to be spent on this. However, what happens when you finally get one? The first step: Celebrate! Congratulations! The second step: Stop celebrating right now and start holding on to them for dear life, because that first client is your food, your gas, your rent—your business. From that point on, you need to do everything you can to keep them.
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Smart Tip

Just because a client does not want to continue working with you now, does not mean they do not want to continue working with you later. Therefore, it is up to you to follow up with past clients. Selling them on a repeat package will be a lot easier than selling someone else on a new package, guaranteed.



For starters, you need to:
• Respond to their phone calls promptly.

• Respond to their e-mails promptly.

• Always ask if there is anything that they are unhappy with that you may be able to improve. Never ask, “Is everything going well?” Don’t give them a leading question that forces them to say yes. Give them every opportunity to complain! The only way to save a sinking ship is if you first know that it is sinking!

• Establish an extended program of about five weeks for your client, as I recommended earlier. If you are able to do this, bravo, because now you have five chances to entice them to continue working with you, instead of just one. Each of those five client  meetings is an opportunity for you to set the stage for the next sale, and this is much better than selling individual coaching sessions by the hour.

• Document what you’ve helped them to accomplish, and show them. Better yet, have them make a similar list—a list of how they have changed, developed, and improved as a result of working with you. Often this exercise will help clients to realize for themselves that your services have been money well spent.

• Consider offering a “returning client discount” if they continue, i.e., if you charge $750 for a five-week program, then reduce it to $650 for any returning clients.

• Truly help them! Make it your mission to do whatever it takes to go above and beyond what your clients ask of you.

• Finally, ask for the repeat sale. Don’t meekly say, “Well, we’re done. If you want to continue, you know where to find me.” No, no, no! Ask for the repeat sale! “Well, we’ve made great progress together. What are your thoughts on continuing for another six meetings? Would you like to do that at a reduced rate of $650, instead of $750?” Confidence sells, ladies and gentlemen! The more confidently you ask for the sale, the more likely you are going to close on that sale.
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Beware!

Some clients are really annoying, and unprofessional, and make you want to cringe. While they say that ‘the customer is always right,” in some cases, I feel that “the customer is always right for some other business.” Don’t be afraid to turn away a client if you do not want to work with that person.






60/40 Rule 

This is certainly just a partial list, but the point is clear; when you get that first client, the percentages shift. Before, you were spending 100 percent of your time attracting clients. Now that you have that first client, you should now be spending 60 percent of your time servicing your current clients (even if it’s just one), and only 40 percent of your time attracting new clients.

The whole idea is that if you do a good job with each client, the second sale to that same client will be easier, and the third even easier. As you get more  and more clients, the percentages should shift even more: 80 percent of your time with current clients; 20 percent of your time attracting new customers.

You might be asking, “But what if they don’t want to continue right then and there, but liked the services provided?” Good question. Same answer: 60/40. Smile, and then ask them when they think they’d be ready to start up again, and offer to call them to follow up around that time.

If they say, “Three months,” then you mark down in your calendar to call them back in three months. I have clients that come back and forth over the years. On for five weeks, then off for a year, then back on for five weeks, off for a year—a type of annual kickstart to put together a revised business, marketing, and financial plan for the new year.




Wrap Up 

By now, your company is already up and running. In fact, you’re now a part of that group of entrepreneurs who finally realize that running a business is a lot of fun, but also a lot of hard work. And at many times, running a business is a big huge drag! Welcome to the world of the entrepreneur.

And now that you are open for business, you have probably realized that the development of that business is truly where the rubber meets the road. The thing that is going to set you apart from the competition is how well you are able to keep your current clients with you. If you can become a master at this, your business will probably always be in the black.
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 Sales and Marketing Systems


One of the keys to the longevity of your business, and how much money you actually end up making, has to do with how effective your sales and marketing systems are. If everything you are doing is haphazard, constantly shifting, and never standardized, you’re driving down the wrong street.

To sustain a successful company, there are certain things you need to be doing, and constantly, to ensure your business always has a steady flow of income. The first is that you need a never-ending steady flow of prospective clients; the second is that you need a never-ending steady flow of converted/engaged clients; the third is that you need a never-ending steady flow of repeat clients.

All of these three issues are resolved and sustained in different ways. Prospective clients result from an effective client attraction system. Converted/ Engaged clients result from an effective client engagement/conversion system. Finally, repeat clients result from an effective client retention system.

Set up and implement each one properly on a consistent basis, and you’ll be well on your way towards great success as an entrepreneur. Fail to do this, and you risk certain failure.




Your Client Attraction System 

Before you even have to worry about how to handle clients, you need to learn how to attract them. For many, this is indeed the hardest part: Bringing your services to their attention, and enticing them to make the effort to actually contact you. Phew! That’s a tall order. And that’s precisely why you need to have a proven, effective, and manageable client attraction system in place, and in operation.

To be sure, there are only two ways that you are going to attract anyone; either through advertising, or through publicity. That’s encouraging, isn’t it? Just two things you need to master.

Well, the bad news is that to master these two disciplines, it is going to take a lot of blood, sweat, and tears. Fortunately, since you don’t have many clients when you’re just starting out, you’ll also probably have a lot of time on your hands to work on developing this crucial system for your business! Nice way of looking at it, right?
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Stat Fact

The most successful businesses in the world are those that took the time to establish a set of systems that work.




Advertising and Publicity 

So, what do you need to do? First, you need to learn the differences between advertising and publicity. I came up with a nice handy  way to remember the differences a few years back called C.C.C., which stands for cost, credibility, and control. You see, advertising is high cost, low credibility, but high control, whereas publicity is low cost, high credibility, and low control. If you remember CCC, you’ll always remember the differences between the two. Most importantly, you need to understand that the only way you are going to get low cost, high credibility, and high control is by using both advertising and publicity, simultaneously.

Second, you need to take some time and actually sit down with a pad and paper and think. Think about how you are going to attract your target market. Who is your target market? What magazines do they read? What newspapers? Who are the influential people in their field? Who do you know who knows people in your target market?

Don’t think in terms of advertising and publicity. Say to yourself “What can I do to attract potential clients?” That’s it. That’s the only question you really have to worry about. If it were me, and I were just starting out, the answers would be:
• Give as many free lectures/seminars as I can.

• Talk to everyone about what I do.

• Pass out business cards everywhere, even to strangers.

• Wear a t-shirt that says, “Ask me what I do for a living.”

• Call all of your friends and ask them for referrals.

• Consider taking out a small series of ads in the trade papers appropriate to your target market (doing your break-even analysis first, before making any rash decisions).

• Send press releases to the local press, and then call them.

• Check out Google AdWords and other pay-per-click advertising.

• Read Guerrilla Marketing by Jay Conrad Levinson.

• Read Guerrilla Networking by Jay Conrad Levinson and Monroe Mann.






Constant Implementation, Improvement, and Synergy 

Once you have this list in front of you (and your list should be much longer than my list above), you’re only halfway done. You see, creating the list was the easy part. The hard part is actually implementing these things, and then  tracking the effectiveness of each one. After a while, you’ll get a feel for what is working, and what isn’t working. What works immediately is added to your system. What doesn’t work is re-evaluated, and potentially retried again, but does not become a part of your regular system.

For example, for some entrepreneurs, Google AdWords is the answer to their prayers. With AdWords, you only pay when someone clicks on your ad and visits your website. This works very well for those who take the time to make sure their keywords and ads are directly related to the landing page on their website, and that there is a clear call to action on the website for a service that the people visiting actually need. If so, then your pay-per-click expenses will more than pay for themselves. The problems arise when the keywords do not properly correlate to the ads, and when the ads do not correlate to the website, and when the website does not have a clear call to action.

Do you see how important it is that everything in your publicity, marketing, and advertising (PMA) system is synergized? If one part of your PMA system is incongruous, the whole system won’t work. AdWords is a perfect example of this, but it applies to every facet of your PMA system. The same applies to your brochures, to your business cards, to your print ads, and anything else you are doing from a publicity, marketing, or advertising standpoint: Some things will work; other things will not work.

This is why it is so important to continually improve upon your system by constantly experimenting with new forms of attraction to see which ones pull the most, in an effort to determine which tactics deserve to be a regular part of your consistently implemented system. It is sad that so many companies go out of business because they foolishly waste their money on advertising that doesn’t pay.


Inexpensive Advertising 

In both Guerrilla Marketing and Your Marketing Sucks, the authors explain the importance of only investing in publicity, marketing, and advertising that is inexpensive. For example, if you spend $10,000 on an ad campaign that brings in $50,000, clearly, that was inexpensive. On the other hand, if you spend $10, but only bring in $5, then that cost, even though a mere fraction of $10,000, is actually more expensive. Make sense?

If you make enough of these expensive mistakes, you’re going to end up losing all your money and going out of business. While making mistakes and  learning how to best make use of resources is all a part of being an entrepreneur, you just simply can’t afford to continually make the same mistakes over and over again. Keep in mind:
• You have to experiment with low amounts of money and low investments.

• You can’t blow your entire budget on an unproven marketing strategy.

• Whenever you can, you should be using low- or no-cost marketing strategies to lower your break-even point.






Finding the Right Marketing Mix 

Of course, it may take time to find the best marketing mix for your business, but that’s all part of the game. The bottom line is that you have to be willing to go to great efforts to find that perfect marketing mix, no matter how long it takes.

For instance, I didn’t realize it until five years into my business that just by offering a free 20-minute career consultation, I would attract many more client prospects. And it wasn’t until five years into my business that I realized that spending money on print advertising in newspapers was high cost with low attraction. Today I work primarily off of referrals; however, I can’t deny that the reason I have a lot of clients taking me up on a free career consultation is because they knew about me initially from ads I once took out in newspapers. So it really is a matter of trial and error, and constant readjustment.

Don’t go overboard with spending when you’re just starting out. Start out slowly, keep your day job, and don’t spend your life savings or max out your credit on full-page ads, expensive glossy brochures, or $3,000 websites. That—to be frank—is simply a huge waste of money. Remember: The profit is in the expenses! Or to be more precise—in the lack thereof.
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Beware!

Do not focus solely on attracting clients. Often, the breakdown occurs after the attraction, during the sales process. Take the time to learn how to sell.



Oh, and don’t assume that just because a certain advertising or publicity strategy is not working for you that it will never work. It is quite possible that you are just not implementing the strategy correctly. This is a big problem with a lot of entrepreneurs; they try something on a lark, decide it doesn’t work, and then disregard it as an option for all eternity. That’s a big mistake. Don’t let your ego get in the way; admit that it’s possible that if you tried again, after learning more about the strategy, you might very well succeed.




Your Client Engagement/ Conversion System 

Your next sales system—your client engagement and conversion system—kicks in once you’ve successfully attracted someone into your sales funnel. How did this happen? How did you attract someone into your sales funnel? This happened because your client attraction system is obviously working—perhaps not yet perfectly, but good enough to have drawn someone in. Good job!

Now that your client attraction system brought them in, your next step is to engage them one-on-one, and convert them into a paying client. It’s time to put that salesman cap on and dive right in!

Unfortunately, in many cases, this is where things fall apart for a lot of entrepreneurs. They were able to attract someone through solid marketing, but then lost the sale because of poor salesmanship—because of something they said or didn’t say, or something they did or didn’t do. It’s time to engage that person and convert them into a client.

It’s going to take a lot of trial and error before you figure out what works and what doesn’t work for you. Throughout this whole entrepreneurial process, there are times when you are going to feel very disappointed, and probably want to throw in the towel. There’s often nothing more frustrating and depressing than to attract someone and then not have them buy.

Here’s some advice: Roll with the punches, and drive on. This is sales. It typically takes a heck of a lot of nos just to get to one yes. And that is what separates the winners from the losers. As long as you’ve got the backbone to handle some rejection, you’re gonna do just fine.


Do’s and Don’ts 

To begin with, you want to make a list of all of the things you are going to do to potentially engage and convert prospects into clients. Your list might include:
• Display confidence when speaking with them.

• Don’t say “um,” “like,” or “you know”—it makes you sound stupid.

• Smile when speaking to them.

• Do more listening than speaking—the more you speak, the more likely you’ll say something that will lose the sale. 


• Make the other person feel at ease.

• Don’t be a sleazy, pushy salesman.

• Explain to them why what you offer is exactly what they are looking for (but only after hearing exactly what it is they are looking for).

• Actually ask for the sale!
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Beware!

You have to ask for the sale. Directly. looking in their eyes. With confidence. If you don’t, you’re leaving the success of your business to mere chance and that’s pretty lame.



Once again, this list is only half the battle. The true test is after you put each bullet into action. Some of the strategies on your list you may find work great; others not at all. The only way to find out is by testing each one, and analyzing the results. Things that work are added to your system; things that don’t work are re-evaluated and added later, or discarded. And then, try again with something new.

A good rule of thumb is that once you have a basic system in place, you should be spending 80 percent of your time implementing and working it consistently, and the remaining 20 percent of your time investing in new tactics and experiments. The whole idea is to create a business that runs completely on systems, so that eventually it can run on autopilot and you don’t have to think too much—just execute. And that efficiency ultimately frees you up to do better things with your time—perhaps spending the money you are making while relaxing on a beach in Key Largo!




Your Client Retention System 

Finally, the last part of your sales system is designed to ensure that once you attract and convert prospects into clients… that they remain clients. Thus the name: your client retention system.

It has been proven time and time again that it is easier to keep clients than it is to secure new ones. The reason is quite straightforward. Current clients have already been sold once; they already know and trust you; you are familiar. In other words, as long as you did a great job servicing them, you won’t have to do as much work to convince them to buy again.

Now, your client retention system actually consists of two parts. Part one is how you interact and treat your clients while they are with you, and part two  is how you interact and treat your clients in between servicing them. In other words, you want to do everything possible (as discussed above) to provide top quality service while you have your clients in your grasp. However, in the quite likely scenario where someone works with you briefly and then decides to take a break, you have to know how to handle that situation so that these clients come back to you.
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Beware!

Do not become an annoying caller. You do not want to ever be called a telemarketer—you want to be a friend who is calling with the best interest of the other person in mind. It’s not about you and making a sale; it’s about your clients, and helping them to live better and more satisfying lives.
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