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transmitted in any form and by any means whatsoever, including without
limitation photocopying, recording, or other electronic or mechanical
methods or by any information storage and retrieval system, without the
prior written permission from the author, except for brief excerpts in a
review.

This material is to provide general information only. Neither the author
nor the publisher gives any legal or other professional advice. If you need
expert advice, you should seek advice from the appropriate licensed
professional. This material does not provide complete information on the
subject matter covered. This material is not to address specific
requirements, either for an individual or an organization.

This material is to be used only as a general guide and not a sole source
of information on the subject matter. While the author has undertaken
diligent efforts to ensure accuracy, there is no guarantee of accuracy or
no errors, omissions, or typographical errors. Any slights of people or
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committed, directly or indirectly, arising out of the information provided in
this material.

Copyright, All Rights Reserved, NAMS, Inc. MyNAMS Insiders Club Trial


https://nams.ws/trial

CLIENT ATTRACTION FORMULA FOR ASPIRING COACHES

Introduction

v’ Coaches help clients achieve their goals

v Finding new clients can be a challenge

v’ You must stand out in the marketplace

v You need a strong brand

v’ Develop an activity-driven marketing plan

v’ Adopt a systematic approach to lead generation and conversion

v/ Onboard clients for mutual success

Here is your roadmap through the course:

Clarify Your Build a Strong Create Your
Niche and Personal Coaching
Target Market Brand Package

Generate
Coaching
Leads

Select Your
Marketing
Activities

Develop a
Lead Magnet

Qualify Your bt Onboard

Coaching

Packages New Clients

Leads
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Module 1 - Get to Know Your
Audience

Lesson 1: Clarify Your Niche and Target Market

Niches Vs. Target Markets
v’ Know who you're targeting

v’ Confusion about niches and target markets:
o Niche = subset of a larger market with specific needs
= E.g., coaching for parents
o Target market = group you serve within the niche

= E.g., new parents or parents of problematic teens
v’ Niche markets and target markets can overlap

v Examples (in Course Book):

o 1 - Health and wellness coaching for 50-something execs
o 2 - Career coaching for creative professionals

o 3 - Business coaching for women entrepreneurs

Find a Good Fit
v/ Large enough market for a profitable business
v/ But not saturated with competitors

v/ Potential fit if:

o Personal interest/expertise in a specific area

o Resources/skills to meet market needs
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o High unmet demand
Pick Your Niche and Target Market

v Think about the clients you already work with

o Who do you get the best results for?

o Who responds best to your coaching style?

v’ Nail down one niche/target market for this course

v’ You can target others later

Remember:

v Choose a viable niche and target market
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Lesson 2: Conduct Market Research

Conduct Market Research
v/ Essential whether you're new or established

v Keep it defined to avoid overwhelming yourself

Your Three Primary Directions for Market Research

1. Niche research
2. Target market research
3. Competitor research

1. Niche Research:

o Needs or preferences
o Products/services currently available

o Key trends and developments

2. Target Market Research:

o Demographics
o Behaviors/habits
o Values/beliefs

o Pain points or challenges
3. Competitor Research:

o Main competitors
o Products/services
o Pricing strategy

o Marketing strategy
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Primary Vs. Secondary Research Sources
v Primary sources = first-hand accounts (specific)

v Secondary sources = existing data sources (broader)

How to Conduct Research

v Primary e.qg.,

o Online surveys, 1:1 calls with past clients
o Social listening tools, polls, and quizzes

o Online rating sites

v’ Secondary e.g.,

o Trends sites
o Published data & databases

o Competitor websites & ratings

Remember:

v Stick to a limited, well-defined amount of research

v’ Use both primary and secondary sources
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Lesson 3: Describe Your Ideal Coaching Client

v Go deeper

v’ Remember, it's personal

Establish Your Criteria
v Personality Fit. Align with your coaching style
v Business Fit. Your background experience
v Challenges. Where you empathize
v Issues. Shared background or experiences
v Budget. Able or willing to afford you
v Red Lines. Who you don't want to work with

v Your criteria reflect what's important to you

Remember:

v Your ideal client is your best-fit

v’ Define your personal criteria
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Module 2 - Create a Strong
Personal Brand

Lesson 1: What Makes You Different?

Why Being Different Matters

v’ Your brand:

o Establishes credibility
o Builds trust

o Positions you as an expert
v’ Elements of your brand:

o Authenticity and personality
o Consistent messaging

o Engaging content

How to Differentiate Yourself
v’ Coaching approach
v Specialized niche
v’ Qualifications
v Results

v’ Values and beliefs
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Your UVP (Unique Value Proposition)

v’ A good UVP:

o Clear, concise, and memorable
o States how your coaching is different/better
o Stands out in a crowded market

o Attracts clients looking for something unique

v Example 1:

o Coach for busy execs:
For overwhelmed executives seeking a holistic approach, my
leadership coaching is the compass that guides you to greater
productivity and less stress, integrating mindfulness and
well-being practices to help you reach your potential.

v Example 2:

o Coach for creative professionals:

For creative professionals looking to start a new venture, my
coaching program helps you blend intuitive creativity with
entrepreneurship to build a profitable business.

v Template:

o For [target audience], our [product/service] is the
[category/industry] that [unique benefit/point of difference].

Remember:

v Establish a strong personal brand to set you apart

v An effective UVP communicates your unique value
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Lesson 2: What's Your Message?

Why Do I Need a Marketing Message?
v/ Helps you stand out
v Use it in all marketing materials

v You've already:

o Identified your target market
o Researched the specific problems/challenges

o Created a UVP to help you stand out

Craft Your Marketing Message
v/ Speaks directly to target audience
v Highlights benefits/solutions of your personal brand

v’ Marketing message formula:

o Language target market resonates with
o Followed by clear CTA

o Finished with short tagline

v Template:

o [Attention-grabbing statement or question]

o [Explanation of what you do/how you can help your ideal
clients]

o [UVP/key differentiator that sets you apart from competitors]
o [CTA/next steps for potential clients]

o [Closing statement/tagline]
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v Examples of taglines/catchphrases:

o Simon Sinek: "People don’t buy what you do; they buy why
you do it"
o Marie Forleo: "Everything is Figureoutable"

o Brian Tracy: "Success is predictable."

o Mel Robbins: “Start before you’re ready. Don’t prepare,
begin.”

v’ See Course Book for examples:

o 1. Personal development coach - Are you struggling to reach
your full potential?

o 2. Health and wellness coach - Are you tired of feeling
overwhelmed and stressed out?

Test Your Marketing Message

v Get feedback from target market

v’ Refine your message

Remember:

v’ Strong marketing messages help your brand stand out

v Include a CTA so audience knows what to do next
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Module 3 - Structure Your
Packages and Pricing

Lesson 1: Create Your Coaching Package

Benefits of Coaching Packages:

Coaches
o Predictable revenue, planned income

o Rationalize service offers, save time
o Greater satisfaction from seeing progress

Clients
o Increased commitment, better results

o Added value, more comprehensive experience

o Wider choice, different price points

What to Consider When Building Your Coaching Package
v Build on what you're already doing

v/ Bear in mind:

o Length of package = time needed to achieve outcomes
o Services to meet client needs and your resources
o Pricing structure

o Package promotion

Create Your Package

v 3 key steps:

o Evaluate how you help clients now

o Fix outcomes for package
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o Choose contents
Step 1 Evaluation
o Help clients achieve breakthroughs
o Evaluate your unique expertise
o Get data from client testimonials

o Incorporate into your packages

Step 2 Fix Outcomes
o Define specific outcomes
o E.g., Business start-up coach:
e One-month package: Set up all business essentials

e Three-month package: Serve your first 30 clients, build social
media presence

e Twelve-month package: Review first year's profits, set goals
for Year 2

o Choose attractive/descriptive name

Step 3 Choose the Contents
o Coaching sessions form the core

o Add additional support e.g.,
e Assessments and feedback
e Resources/tools, e.g., books or online courses
e Accountability/support, e.g., check-ins between sessions

e Bonus services, e.g., workshops, private social media groups

o See Course Book for examples
e Health and Wellness Coaching Package
e Business Coaching Package
e Parenting Coaching Package
e Financial Coaching Package
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Your Package Marketing Message
v Craft a marketing message for your package
v’ Include a CTA to direct audience to a discovery call
v This call will be your primary sales tool

v Template:

o [Attention-grabbing statement or question]
o [Key outcome and name]

o [Explanation of what you do and how you can help your ideal
clients]

o [UVP or key differentiator that sets you apart from
competitors]

o [CTA]

o [Closing statement or tagline]

v Please refer to your Course Book for example

Remember:

v Creating packages benefits both coaches and clients

v’ Don't create from scratch but use what you're already doing
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Lesson 2: Determine Your Pricing

Price Your Package

e Aim to be competitive AND reflect value

Pricing Models

v Different pricing models:

o Value Pricing - perceived value to the client

o Average Pricing - average price of similar services
o Penetration Pricing - lower than competitors

o Premium Pricing - higher than competitors

o Discount Pricing/Sales - to attract new clients

v Value pricing works well for coaching packages

v’ Discounting isn't a great way to build a business

Bundles and Upgrades
v Can increase overall value

v Consider this once your package is selling

Pick Your Price
v’ Your time = how long to deliver total package

v Other costs, e.g., software, technology, materials, marketing
o Time + Costs = Estimated Cost of Package
o Add profit margin, e.g., 10%

o Adjust for pricing model
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Remember:

v’ You must make a profit and not just break even

v Pricing is a trial-and-error process
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Module 4 - Develop Your
Marketing Plan
Lesson 1: Identify Your Marketing Channels
Choose Your Marketing Channels
v How to reach potential clients

v E.g., Social media, email campaigns, content marketing,

networking, speaking engagements

Where do your ideal clients congregate?

v’ Where they spend their time and how

v’ How they consume information

Which channels suit your style and personality?

v’ Choose channels that suit you

How many channels can you realistically manage?

v/ Consider your resources & time

v’ Focus on a few key channels

Remember:

v Find out where and how your ideal clients spend their time

v Focused, consistent marketing means a steady stream of clients
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Lesson 2: Select Your Practical Marketing
Activities

Take Marketing Action

v Limit yourself to practical activities on and offline, e.g., provide free

content

v’ Share content on social media

v Attend networking events on and offline

v Collect referrals

v Offer free consultation

Steps for Practical Marketing Activities

5 Steps

1.
2.

Pick practical marketing activity
Identify most effective marketing channels

3. Set specific goals for the activity
4,
5. Choose how you'll know if it's worked

Define the steps (maximum 3)

v’ Refer to your Course Book for example

Remember:

v’ Focus on practical activities that work for your target market

v Only choose the number of activities you can realistically achieve
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Lesson 3: Create Your One-Page Marketing Plan
Outline

The Importance of a Marketing Plan
v’ Promote your offer and get results

v’ Measure effectiveness and keep focused

Why Use a One-Page Marketing Plan?

v Concise, easy to read, updated quickly, sharable

What to Include and What to Leave Out

v’ Include only the most critical elements

One-Page Marketing Plan Template
Goals

Target Market

Marketing Message

Marketing Channels

Marketing Activities

Budget

S X X X X < <«

Metrics

v Please refer to your Course Book for example
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Lesson 4: Develop a Lead Magnet and Opt-in
Form

What is a Lead Magnet?
v Tool to attract prospects, collect contact information

v/ Has a clear CTA

Types of Lead Magnet

v/ The most common include:

o Templates or tools such as checklists, worksheets

o E-books, webinars, infographics, discounts

How to Choose Your Best-Fit Lead Magnet
v Showcase your expertise
v Offer a taste of what you do

v Provide valuable help

Lead Magnet Examples

v’ 3 lead magnets you can quickly create:

1. Checklist

v’ Clear roadmap for completing a task

v’ Make each item actionable and specific

Copyright, All Rights Reserved, NAMS, Inc. MyNAMS Insiders Club Trial
19


https://nams.ws/trial

CLIENT ATTRACTION FORMULA FOR ASPIRING COACHES

Please refer to your Course Book for template
2. Cheat Sheet

v’ Quick reference guide to important info, tips, or steps
v’ Easy to read and quickly digestible

v Please refer to your Course Book for template

3. Resource List

v’ Resources you use
v Provide concise description of resource and how it helps

v Please refer to your Course Book for template

Store Your Lead Magnet
v’ Upload to website or online storage

v/ Copy the download link for your thank-you/download page

Publish Your Lead Magnet
v Opt-in page
v Thank-you message with download link for lead magnet

v Use a pre-designed page from your email platform or landing page

platform

What to Include in Your Pages
Opt-In Page

v’ Clear, attention-grabbing headline
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Sub-heading or tagline

Visual element, e.g., photo or short video
List of key benefits

Simple opt-in form for name and email
CTA button that encourages opt-in

Link to your privacy policy

S X X X X < <«

Second CTA button

v Please refer to your Course Book for template

Thank-You Page or Email with Download

v’ Delivered as second page from your landing page platform
v’ Or automated email sent when someone signs up

v Include:

o Clear, concise subject line

o Personalized greeting

o CTA

o Invitation to reach out with questions/feedback

o Closing section with social media links

v Please refer to your Course Book for template
v’ Create specific automated email campaigns later

v/ Email your list regularly with tips
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Remember:

v Your lead magnet offers a taste of what you do

v Choose one that's quick to create and consume
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Module 5 - Generate Coaching

Leads

Lesson 1: Put Your Marketing Plan Into Action

The Importance of a Marketing Calendar

4

v

Sets out what needs to happen and when

Framework for measuring your marketing effectiveness

Tips for Successful Implementation:

4

S X X X X < <«

Be consistent and take consistent action

Use a digital calendar or project management tool

Be realistic about time required to complete each activity
Prioritize most important marketing tasks

Block time for content creation, e.g., social media content
Schedule the blocks in your calendar

Automate, e.g., schedule social media posts

Allow for flexibility if the unexpected arises

Steps to Create a Weekly Marketing Calendar

v

v

v

Step 1: Define marketing goals for the week
Step 2: Identify marketing tactics and channels

Step 3: Determine duration
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v Step 4: Allocate time in your weekly schedule

v Step 5: Set deadlines

Remember:
v/ Be realistic about time required to complete each activity

v’ Prioritize your most important marketing tasks for the week
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Lesson 2: Check, Rinse, and Repeat

Key Metrics to Measure Marketing Success

v 3 key metrics:

o Number of inquiries generated
o Number of discovery calls booked

o Number of new clients signed up

v’ You can make them more specific

Other Supporting Metrics

v E.g., website traffic, social media engagement, referrals

v Track and adjust your strategies accordingly

Analyze Your Metrics

v Set measurement period, e.g., week, month, quarter

v Schedule timely review to analyze

v’ Check figures weekly against your Weekly Marketing Calendar

When to Adjust Marketing Activities

v’ When the tactic isn't bringing results after the set period

Remember:

v’ Focus on key metrics to measure marketing success

v Don't jump to conclusions if results don't look promising
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Lesson 3: Build Trust with Potential Clients

Elements of Trust
v Trust is the foundation of all successful coaching

v It's demonstrated by:

o Honesty
o Reliability
o Competence

o Empathy

The Importance of Trust
v Clients feel comfortable sharing

v Trust begins from the first point of contact

Ways to Build Trust with Potential Clients
v’ Demonstrate competence
v/ Be transparent
v Listen actively
v Provide value

v Build relationship

Remember:

v Establish a foundation of trust from the start

v/ Put the relationship first before the sale
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Module 6 - Qualify Your Leads

Lesson 1: Create a Qualifying Questionnaire

Why Qualify Leads?
v See if potential clients are a good fit
v’ Invest your time/resources into clients who will benefit

v Your sales process:

o Lead magnet or other marketing activity>>Qualifying
questionnaire >>Discovery conversation>>Sale>>0nboard
Possible Criteria

v/ Use criteria to qualify potential clients e.qg.,

o Goals
o Budget
o Time commitment

o Fit with coaching style and expertise

Use a Qualifying Questionnaire
v See how serious your leads are

v Then offer discovery conversations

Tips for Creating Your Questionnaire

v’ Clear and concise
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v’ Friendly and professional

v’ Communicate the purpose of questionnaire

v Don't make it too long

v’ Ask questions that help you gain a better understanding

v Use free/trial software, e.g., Google Forms or Typeform

Key Questions to Ask

v’ Examples:

o What are the top 3 goals you want to achieve through
coaching?

o What's the #1 challenge that's stopping you?

o What have you tried in the past that hasn't worked?
When to Send Your Questionnaire
v’ When someone requests a discovery call

v’ Add qualifying questions to scheduling software

v Include link to questionnaire

How to Proceed After Getting the Answers
v Review answers
v Did they meet the qualifying criteria?
v Yes - schedule their discovery call

v’ No - suggest further help
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Remember:

v’ Qualifying leads will save you time and resources

v’ Create a good impression so they come back to you

Copyright, All Rights Reserved, NAMS, Inc. MyNAMS Insiders Club Trial
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Lesson 2: Structure an Effective Discovery
Conversation

Prepare for the Call

v’ Set Up Your Tech
o Calls can be live face-to-face, via Zoom, or telephone

o Test tech to ensure smooth experience

v Research Your Prospect
o Background research, if needed

o Read through questionnaire

o Highlight anything to follow up on

v’ Prepare Your Discovery Call
o Several outcomes include:

= Building rapport and identifying needs
= Presenting your solution

= Addressing objections

v Introduce the Session
o “Thank you” for showing up

o Length of the call
o Purpose of the call
o About you

o Permission to make an offer

v’ Prepare Questions
o Prepare questions to ask
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o Refer to anything they said in their questionnaire

o Examples:

=  What are your goals?
= What challenges are you currently facing?

= How committed are you to taking action toward your

goals?

v Decide on Notes
o Take handwritten notes or record

o Ask permission and explain why

v Get in the Zone
o Listen more than you talk

o Be confident, enthusiastic, and professional

Remember:

v Discovery conversations reveal if you're a good fit for each other

v’ Prepare everything you need in advance
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Module 7 - Sell Your Coaching
Packages

Lesson 1: Demystify the Psychology of Selling
Psychology of Selling

v’ Many coaches feel uneasy about selling
v’ Approach selling with the right mindset
v’ Focus on how you can help, not how to make a sale

v’ Turn negative feelings into positive ones

v Example:

o Negative: I don't like selling.

o Positive: I enjoy engaging with people and offering solutions
that meet their needs.
What Affects Buying Decisions
v’ Motivation. Highly motivated clients are more likely to invest

v’ Social influence. Clients are often influenced by the opinions of

others

v’ Perception of value. People buy if the value is greater than cost
v Financial risk. Clients see it as risky to invest in coaching services

v’ Fear of missing out (FOMO). People don't want to miss the

potential benefits

Copyright, All Rights Reserved, NAMS, Inc. MyNAMS Insiders Club Trial
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How to Impact the Sales Process Ethically
v’ Focus on building relationships, understanding needs
v Address client concerns and build trust
v Ethics should always be at the forefront

v Be honest and transparent

Remember:

v/ Focus on how you can help, not how to make a sale

v’ Ethics should always be at the forefront of any sales conversation
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Lesson 2: Anticipate and Overcome Objections
Potential Objections

v’ Think of potential objections

v Prepare responses to help you feel confident

v Examples and how to counter them:
o "It's too expensive."
= Highlight the value of the coaching package

= Remind them of the long-term benefits and return on

investment

o "I'm not sure if coaching is right for me."
= Share success stories or testimonials from past clients

o "I need to think about it."

= Offer to follow up with them at a specific time
= Remind them of their goals and how coaching can help

v Please refer to your Course Book for more examples

Remember:

v’ Objections are normal - they suggest the person is interested

v/ Have responses prepared for common objections
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Lesson 3: Close the Sale

The Key Steps to Making a Sale

v You addressed the first 3 steps:
1. Build rapport throughout the conversation
2. Present your package

3. Address any objections

v There are 2 steps left:
4. Ask for the sale

5. Close the deal

How to Identify When Your Prospect is Ready to Buy
v’ They ask specific questions about the package

v They express enthusiasm for the benefits

Ask for the Sale
v/ "Based on our conversation today, are you ready to get started?"
v’ Ask them to share their objections

v Summarize key benefits

Close the Sale
v/ Use positive reinforcement to underline their decision

v Confirm the next steps
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What to Do if Their Answer is "No"
v’ Have a plan and follow up with them at a later time

v They're likely to come back if you create a positive experience

Remember:

v You have to ask for the sale, so don't be hesitant

v If they say "No," then keep in touch
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Module 8 - Onboard New Clients

Lesson 1: Create a Welcome and Support Process

Put Yourself in Your Client's Shoes

v Provide a structured process and required resources

Get Prepared

Expectations for Coaching and Support

v Set clear expectations for your clients
v’ Make sure new clients understand their responsibilities

v’ Decide how much access you can afford to offer them

v Be clear on your boundaries

Paperwork
v’ Prepare paperwork in advance e.g.,

o Intake form
o Coaching agreement (see templates)

o Forms for scheduling appointments, processing payments,
etc.

Automation
v Streamline the process e.qg.,

o Use scheduling tools to book appointments
o Send out automated emails with kick-start documents

o Give access to resources
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Best Practice Tips
v Send immediate personalized welcome message
v’ Provide welcome pack containing orientation materials
v’ Set up communication channels for client support
v’ Provide access to group support sessions if you include them

v’ Regularly monitor and evaluate your coaching

Remember:

v Provide all the necessary information clients need to start

v Make sure they understand their responsibilities
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Module 9 - Next Steps

Take Consistent Action
v’ Continue attracting clients
v’ Decide what marketing activities to focus on next
v’ Choose one thing at a time

v’ Take consistent action until you achieve results

What You Learned

v’ What have you learned?
v’ What difficulties have you encountered?
v How do you plan to address these?

v’ What further steps can you take?
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