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he field of personal and busi-
ness coaching has exploded
over the last five years as more
and more people experience

the power coaching can have to help
them increase their income, strengthen
their relationships, build their business,
and live life to the fullest. Helping peo-
ple achieve and exceed their personal
and professional goals is the core of
coaching, yet many coaches are strug-
gling to achieve their own goals of
financial success. For example: 

•More than half of all full-time coach-
es make less than $20,000 a year.

•30% of all coaches have never been
able to find 10 paying clients.

•Fewer than 10% of coaches currently
make more than $100,000 a year 
from coaching.

Whether you want to start a coach-
ing or consulting business or you
already have one, you can use these
four steps to break through the barriers
and jump over the challenges of creat-
ing a thriving coaching practice.

•••••
Identify Your Ideal Target

Market
•••••

If you don’t target the right market,
nothing else you do will matter. The key
is to identify your ideal target market
— the person or company who is most
likely to buy from you initially, repeat-
edly, and at a higher profit margin. 

One of the biggest mistakes coaches
make is targeting a market that is too
large. Recently, I talked with William,

a sharp professional who had just
launched a personal coaching prac-
tice. When I asked him about his ideal
prospect, his response was, “People
who are in a relationship.” With a tar-
get audience that large, there is no pos-
sible way for William to effectively
reach his market. 

It takes 7 to 10 meaningful “touch-
es” to move a prospect through the
sales cycle of not knowing anything
about you to being ready to buy from
you. A meaningful touch can be any-
thing from a phone call or meeting to
seeing you speak at a local chamber of
commerce meeting. Let's say you have
identified a target market of just 5,000
possible prospects in your area.
Multiplying that by 7 to 10 meaningful
touches per person means you have to
make 35,000 to 50,000 meaningful
contacts every year! That’s just not
humanly possible for one person, so
what happens is, you end up spread-
ing your marketing efforts across so
many people that you don’t “touch”
people often enough to drive them
through the sales cycle, and you end
up not landing any clients.

Yes, you do have a lot to offer your
clients because if you don’t, you
shouldn’t be a coach, but when you try
to be a jack-of-all-trades, prospects
perceive you as the master of none. In
our society, people don’t hire jacks;
they hire masters. 

I'm not suggesting that you simply
ignore people outside of your ideal tar-
get market when they come across your
path. What I am saying is that you
should not spend your time actively tar-

geting people who are not likely to hire
you initially, repeatedly, and at a higher
profit margin. You must look at this as a
business owner who has a very limited
amount of time, energy, and financial
resources. There are only 168 hours in a
week. To run a successful coaching or
consulting business, you have to focus
your limited time, energy, and resources
in order to obtain the highest and fastest
return on investment.

Here are four keys to identifying
your ideal target market:

• Describe your past clients. The 
person who is most likely to buy 
from you is just like the person who
has already bought from you.

• Conduct some market research. For
example, in the next 5 to 10
years millions of baby boomers will
retire. How will that change the 
way you are pricing, packaging, and
positioning your coaching services?

• Interview your best clients and ask 
them specifically how your services
have benefited them.

• Request a free copy of the Target 
Market Inventory. The TMI is a spe-
cial report I have put together specif-
ically designed to help coaches and 
consultants rapidly identify their 
ideal target market. As a reader of 
AdvantEdge, you can request a free 
copy by visiting:
www.AdvantEdgeMag.com/TMI

Here are four of the most popular
coaching markets: 

1. Start-ups and Entrepreneurs.
There are more than 250,000 new busi-
ness start-ups every year in the United

Whether you have an established practice or are just thinking
about getting into coaching, you must know these 4 essential

steps to build your successful practice.

4 Critical Steps to Build a
Thriving Coaching Practice

•••••
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States. Companies in their first few
years of business have a strong need for
coaching to help them focus their time
and energy, clarify their vision, take
action on their ideas, and create a spe-
cific plan for implementing their busi-
ness plans. Unfortunately, many entre-
preneurs are idea rich and cash poor.
You have to quickly identify which
ones have money for your services. One
way to do this is to ask about their back-
ground. People who come from a man-
agement level in corporate America are
much more likely to recognize the ben-
efits of using other professionals to
increase their speed to market and to
focus on their core competency.

2. Small-Business Owners. 84% of
companies in the U.S. are small busi-
nesses. Three out of four people work at
a company with less than 100 employ-
ees. Small businesses face the common
challenges of managing growth spurts,
developing internal leaders, handling
family conflict, improving communica-
tion skills, reducing the chaos in their
company, and increasing their rev-
enues. The key to selling your services
to small-business owners is to quantify
the results whenever possible. 

3. Professional Service Firms.
Whether your prospects are law firms,
accountants, physicians, dentists, chiro-
practors, contractors, or financial plan-
ners, professional service firms all face
similar challenges: building their prac-
tices, coping with partnership conflicts,
increasing their referral base, working
on their business, not just in their busi-
ness, and balancing work and life.

4. Managers. New managers need
basic leadership skills and strategies for
effective communication. Sales man-
agers need coaching to remain motivat-
ed and learn ways to better manage
their people. Senior managers can use
coaching to help them keep up with the
rapid pace of change and relating to the
younger generation of workers.

At first glance it may look as if most
of these groups only need business or
executive coaching, but these people
want more than just improved per-
formance and increased company
profits. They also want personal
coaching to help them improve and
enrich the quality of their lives. 

•••••
Correctly Position, Package, and

Price Your Services
•••••

The next step in launching your

business is to determine how you will
position, package, and price your serv-
ices. Highly successful professional
coaches recognize that they are not in
the business of “coaching” — they are
in the business of solving problems! I
came across a coaching website the
other day that listed on their home
page over 20 different programs, pack-
ages, and services and the prices for
each one. People do not care about the
different packages you offer. If the
truth was told, they don’t really care
that you're licensed, certified, regis-
tered, or accredited. 

When it comes to hiring a coach,
people only care about three things: the
benefits they receive because of your
services, the value you provide during
the relationship, and the results they
achieve because of your coaching.
They have a problem and they need to
know if you have a solution, period. 

Imagine you want to put an addition
onto your home, so you call up a car-
penter and have him come over for an
interview. He shows up with two great
big duffel bags and, after dropping
them in the middle of your living-room
floor, proceeds to take his tools out one
by one and explain what each of them
does. What would your response be?
You would probably throw the guy out.
Why? Because you don’t care about
what tools he uses to complete the job.
You want to know: Has he done this
before? Were his previous clients
happy? How long will it take? Will the
roof leak? Will it look pretty? You don’t
care about the tools or the process he
uses; you care about the results. 

While this story may sound funny,
this is exactly the same mistake most
coaches make when they talk to
prospects: They try to sell their tools.
Your coaching is the tool or the process
you use to solve problems and achieve
results. Don’t sell the process; sell the
results. Focus on the benefit, and talk
about the value your clients receive.

Some of the results and benefits of
your professional coaching could be:

As a Business Coach: 75% of my
clients report increasing their produc-
tivity by more than 30% in less than
90 days.

As a Relationship Coach: partners
tell me they experience significantly
less conflict and more satisfaction in
their relationship after just four coach-
ing sessions.

As a Career Coach: my average
client increases  salary by more than
$25,000 a year after working with me
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•••••

1. Do you enjoy solving complex 
problems for other people?

2. If given a choice, would you rather
build a relationship than complete
a task?

3. Have you ever run a new business 
before?

4. Do you have enough finances to 
support yourself for 12-18 months as
you build your practice?

5. Would you consider yourself a high 
risk taker?

6. Have you held a management or 
leadership position in a company 
before?

7. Do other people come to you for 
advice about relationships, commu-
nication, coping with change, career 
issues, marketing, finances, sales, or 
work-life balance?

8. Are you comfortable marketing and 
selling yourself as an expert or 
leader?

If you answered “yes” to all of these,
then a career in coaching may be right
for you. 

Know the
Expenses

•••••

IInniittiiaall SSttaarrtt--uupp ccoossttss
OOnnee--ttiimmee ccoossttss________________________________________________
Incorporating your business 300-1,000
Office equipment & supplies 500-2,000
Corporate identity package 300-1,000
Business cards and letterhead 150-500

SSaalleess && MMaarrkkeettiinngg AAccttiivviittiieess
AAvveerraaggee AAnnnnuuaall CCoossttss____________________________________
Regular networking meetings 400-1,200
Business lunches 500-2,000
Website design and hosting 300-2,000
Printing marketing materials 500-1,500
Professional development 200-1,500
Additional phone line 200-600
Office supplies 400-800
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LOOKING FOR NEW CLIENTS NOW? 
 

Stephen Fairley, the author of the #1 bestselling book, Getting Started in Personal and 
Executive Coaching, is pleased to announce the launch of the MYOB for Coaches 
Business Development Program. This intensive, 3-month business development program is 
based on real-world research of how more than 300 professional coaches built successful 
practices. If you're looking for specific strategies and techniques to rapidly increase your 
revenues and create a financially successful practice, take a look at the MYOB Program! 

 
For more information, visit: www.MYOBforCoaches.com or call 1-888-588-5891. 
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Here's what you will receive with the  

MYOB for Coaches Program 

Track 1 
Getting 

Started in 
Coaching 

Track 2 
Advanced 
Personal 
Coaching 

Track 3 
Advanced 
Business 
Coaching 

• 24 hours of intensive, professional group coaching over a 3 
month period ü  ü  ü  

• A copy of Getting Started in Personal and Executive 
Coaching 

ü  ü  ü  

• A copy of Selling Your Mind Without Selling Your Soul: 10 
Principles for Marketing Your Professional Services (e-book) 

ü  ü  ü  

• Dozens of Action Steps and Practice Building Programs 
designed to help you rapidly achieve your revenue goals  

ü  ü  ü  

• Lifetime Access to Members Only, on-line resources  ü  ü  ü  

• Exclusive access to best selling author Stephen Fairley ü  ü  ü  

• Free Unlimited Access to Client Compass Software during 
the program  ü  ü  ü  

• Strategies for Identifying your Ideal Target Market ü  ü  ü  

• Copy of Target Market Inventory ü  ü  ü  

• How to identify your Unique Selling Proposition and answer 
the question, “Why should I buy from YOU?” ü  ü  ü  

• Coaching to help you create a powerful Business Plan  ü  ü  ü  

• Coaching to help you use a “Go to Market Strategy” ü  ü  ü  

• Coaching to help you build an Action Marketing Plan  ü ü  ü  

• Assistance in helping you plan out your company brochure 
and other marketing materials  

ü  ü  ü  

• Identify the 7 top ways coaches are finding new clients  ü  ü  ü  

• Discover the top 12 markets for coaching right now and 
steps for breaking into each of them 

ü  ü  ü  

• Sales letters you can adapt and send to prospects  ü  ü  ü  

• Techniques for rapidly expanding your referral base ü  ü  ü  

• How to separate Your Coaching Company from other 
Coaching Companies  ü  ü  ü  

• Specific ways to maximize your coaching prices  ü  ü  ü  

• Sales and Marketing strategies for landing Personal 
Coaching clients  

ü  ü  ü  

• Examples of Proposals for Personal and Individual Coaching ü  ü  ü  

• Interact with a Peer group of other Personal and Business 
Coaches  

ü  ü   

• Examples of Proposals for Management Coaching, 
Leadership Development, and Training seminars  

 ü  ü  

• Creating Products to support your business development 
efforts (ezines, ebooks, CDs, etc) 

 ü  ü  

• Pricing and marketing your products on your website  ü  ü  

• Creating high end products and services to attract highly 
affluent clients  

  ü  

• Sales and Marketing strategies for identifying and landing 
Business Owners, Executives, and Corporations  

  ü  

• Separating Your Coaching Company from other Corporate 
Competitors  

  ü  

• Interact with a peer group of other dedicated Business, 
Executive, and Corporate Coaches  

  ü  

 
For upcoming dates, visit: www.MYOBforCoaches.com or call 1-888-588-5891 
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