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Overview
Everybody has a story. Your story has great power to share your purpose and your passion 
with others. It helps clients and prospects identify with and trust you. If you do this 
correctly, you create a platform to stand for something more powerful than yourself.

There’s a very formulaic way to craft and tell stories that great authors, screenwriters, and 
storytellers do again and again. Stories help the listener identify with a character and build 
trust with the character.

Don’t discount your own story. Just because it’s normal to you, doesn’t mean it’s not 
amazing to others. When stories are powerful, they’re infused with our beliefs and values. 
Your story represents your values.

Practice Storytelling. We want to be systematic in the way we tell our story. We want to 

your story with your team. You want to share with your clients. You want to make a story 
part of your culture.

When you get to understand that and can tell your story well, it helps the legend of your 
business grow.

Outcomes
Learn how to share your story in a way that helps clients and prospects identify, trust, 
and tell others about you.

Create a platform to stand for something, and relate that message in a way 
people understand.

Growth Questions

Why are you so passionate about serving others?

What struggles have you overcome to get to where you are now?

right now?

Which storyline best aligns with your personality and life story?

Action Step
Share your story on your social media, your website, at networking events, and with your staff.
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Your Story is Your Greatest Asset
Telling your story is important because it’s the greatest asset you have.

Everybody has a story.

our life as being meaningful or newsworthy, but everybody has a story.

Your story has great power to share your purpose and your passion with others. It’s inside 
you, and we want you to learn how to understand it and tell it in a way that inspires people 
around you.

We want to share a story because it helps clients and prospects identify with and trust you.

Telling others your story and about who you are, what you do, and why you do what you 
do is powerful. It’s important to have a purpose or mission that’s relatable and that people 
can understand.

If we do this correctly, we create a platform to stand for something more powerful 
than ourselves.

A story has great power. The world’s greatest stories are found in books and movies. We 
know and love stories. People remember stories that had impact or meaning to them.

Our stories allow people to identify with us. They may relate to aspects of your story that 
are similar to what’s going on in their own lives. It allows them to trust you.

Great Storylines are Powerful
Usually great stories have similar storylines. There’s a very formulaic way to craft and tell 
stories that great authors, screenwriters, and storytellers do again and again.

Consider your favorite Disney movie. There’s usually an orphan that has faced tragedy. 

and they succeed.

the formula works. It’s got impact with kids and families, and helps them fall in love with 
that story.

Stories help the listener identify with a character and build trust with the character.
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never allowed it or negative situations to interfere with his kind-hearted nature.

Rocky Balboa, the underdog who trained hard, got a shot, fought for it and won the 
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In Braveheart, William Wallace fought for freedom 
for his people in Scotland.

Shawshank Redemption was about overcoming 
falsehoods, discovering the power of hope, and 
how critical it is to believe in your dreams.

These are all great movies that most of you will 
know, remember and love, and the storylines are 
something that we remember forever. We might 
have only seen the movie once, but how can we 
forget it? The stories have such impact and create 

and we fondly remember them.

Great stories are powerful 
because they help listeners 
identify with and trust the 
main character.

— Sean Greeley
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Similarities
Orphans and underdogs are very common 
storylines; they are people who have a big 
challenge or are underprivileged.

to succeed anyway. We love underdog stories.

These stories all include tragedy or crisis, how we 
face that crisis, and what comes out of that journey 
for us. The characters generally make progress, 
and then the big trial or enemy strikes again, and 
they must overcome all odds. In the end, generally 
they win and it’s a happy ending, and that is the 
making of a great story.

Small town boy/girl makes it big.

The story of loss and redemption.

The reluctant hero.

Us versus them.

Your Story
Don’t discount your own story.

We have a tendency—because we’re living our story—to not think of our life as a story.

Just because it’s normal to you doesn’t mean it’s not amazing to others.

It is about understanding your story and how to develop and tell it and share it in a way 
that people identify, relate and trust. It’s also about how to systematically tell that story and 
share it with others so it becomes a legend.

That’s what great stories do.

Powerful stories are infused with our beliefs and values.
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They’re about more than just us. They’re about something bigger than ourselves.

When you infuse your purpose and mission in your story, it resonates with others, helping 
them to identify with you and trust you and what you stand for..

You’ve got to stand for something. “If you don’t stand for something, you’ll fall for anything.”

You’ve got to make clear what you stand for, and share that in your story. When you do, 
your community will rally behind you and your values.

Your story represents your values. Your life represents your values. Assert that.

Superpowers
Is there something that you have a natural gift for, or a talent or strength, or that you do 
better than most other people?

Superpowers are a fun way to talk about that.

Is there an impossible problem that you solved?

What challenges have you faced in your life or your business or your career path? How has 

problems we’ve overcome helped us to learn and grow as human beings?

Don’t discount any of those things in your story.

Is there a massive challenge that you’ve overcome, something that you’ve had to face 
again? That’s all part of the story.

That’s incredibly powerful, and we can connect with that and share that with others.

Practice Storytelling
Great stories are powerful because they help listeners identify with and trust the main 
character.

In this case, the main character is you. It’s your story.
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Great storylines follow a pattern. All the great movies, in many respects, follow the same 
formula. It’s what makes them successful again and again and again.

We want to be systematic in the way we tell our story.

We want to learn how to craft and tell it well, so it’s distinct and makes sense.

We can use live events or workshops. When we go to meet people at networking events 
or functions, we need to share our story: who we are, what we do, why we do what we do, 
what inspires us to do what we do.

Share your story with your team. Your team should understand who you are, why you’re 
committed to the things you do for your company and for others, and connect with that.

You want to share your story with your clients. Your clients should engage with your story.

You want to make the story part of your culture. Make it part of your business family 
and what you stand for with your work and with your company. You can put it into your 
employee onboarding process, so every new employee learns how the business got 
started, what inspired its creation, who are the people committed to the business, and why 

When we do all those things, we start to create legends. Everyone knows and understands 
our story, and is inspired by it. It supports everything we want to do, from growing a 
business and supporting it to inspiring others around us.

Make sure to incorporate beliefs and values in your story. That’s when it goes far.

It becomes bigger than you.

It’s about facing a common enemy, or sharing a common cause, a purpose, a mission, 
something that inspires others to rally behind and be part of with you.

Take some time to think about your story. When you practice this, you get better at it.

Your story is the one thing that nobody can take away from you. When you get to 
understand that and can tell your story well, it helps the legend of your business grow.
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Your Story

personal development throughout your life?

not only is it something you enjoy, it’s something that you’ve created work around and 

Why are you passionate about serving others?

Why are you committed to do the work that you do? There are lots of things that we could do 
that are not a service business, but why are you committed and inspired to help others grow?

What struggles did you have to overcome to get to where you’re at today?

Connect with them, understand them and share them. Being vulnerable about our 
weaknesses, as well as our strengths, bonds people to us. It lets them feel it’s okay for 
them to be vulnerable too, and that creates a great emotional bond and intimacy.

Thinking about it further, how did you get here? What has prepared you along the way to 
get here, to be in the position you’re at, to help and serve others?

What storyline best aligns with your personality and life story?

to learn to do this better, but we’re going to start practicing and learning how to do it now.
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It’s so important—especially when you’re starting to build a business, and learning how to 
sell and speak to partners, prospective clients, and prospects—to be able to share your 
story with others, so they can know, like and trust you.

It starts that discovery process of rapport-building and relationship-building with the 
people that you will do business with and serve.

We’re sharing a template with you on how to start telling your story:

your name

what your company is

where it is based

who you help

Who are the customers you help and what do you help them with?

Perhaps you help moms look after themselves and being the best they can be so they can 
support their families to the best of their abilities.

Whatever it is, who do you help, how do you help them and what do you help them do? 
Why are you inspired to do that? Why is that something that you’re committed to for your 
purpose in your work?

Talk about the reasons why this is so important to you. Why does this purpose, this 
mission, and your work inspire you?

Why do you wake up and do it?

It must be something beyond just getting a paycheck because we can do that in many 

that with others.
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Telling Your Story

Goal: Tell your story so it resonates and lets people know who you are, why you do what 
you do, and what you are working to accomplish.

Process:

1. Complete the questions.

2. Complete the story outline.

3. Share your story with someone else and receive their feedback.

4. 
and other social media, your website, at networking events and at new employee 
onboarding.

Questions to answer:
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Why are you so passionate about serving others?

What struggles have you overcome to get to where you are?

Which storyline best aligns with your personality and life story?
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Overview
One of the best ways to make the marketing you do more effective is being clear about 
your ideal customer. If you can identify where you’re aiming, you can hit the mark, rather 
than just blindly shooting everywhere hoping to hit something. Knowing who your ideal 
client will not only help you write the right message, it’ll also help you determine the right 
call to action.

You get clear on who our best client is by answering the following three questions:

WHO do you love working with?

WHERE does she/he live or work?

WHY are they coming to you?

Emotion is the dominant driver, and this starts the moment when people seek you out 
and request to come talk to you. Pay attention to what your ideal clients struggle with that 
motivates them to seek you out as a solution. This is the psychographics; this is why they buy.

person to attract them to your business.

Outcomes
Create an avatar made up of your best clients.

Marketing will become easier when you know who you are trying to attract, speak to, 
and work with.

Growth Questions
How will identifying your ideal client improve your sales and marketing activities?

Action Step
Complete the Ideal Client Worksheet.
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One of the best ways to make any marketing you do more effective is being clear about 
your ideal customer.

For every business, you’ve got clients who you absolutely love to work with. They’re a joy 
in your life. You look forward to seeing them, and you can’t believe you get paid to work 
with these people every day.

You also have clients who make your life terrible, and you’d probably leave the industry 
and quit if those were the people you’d have to work with for the rest of your life.

We want to be clear about who you want—and who you don’t want—to attract into your 
business.

Marketing will become a whole lot easier when you know who you want to attract, speak 
to, and work with.

Clarity on those things is key.

One of the main reasons why most marketing activities don’t work for business owners is 
because they’re not clear about who they’re targeting.

We’re going to get clear on that right now, and help you get focused in your marketing 
efforts to be as successful as you can with anything you do.

If you get more targeted and focused about delivering the right message to the right 
person at the right time, everything works better.

Your Ideal Prospective Client
Who is your ideal customer? Where do they live or work? Why do they buy from you?

In our brains, we have the Reticular Articulating System (RAS).

important to us.

How does RAS deem what is important? By what you focus on most!

Your success in marketing is the same.
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When we get clear on who our best client is, we get clear about our marketing activities.

What can we do to attract that person?

What’s the right message that they’re going to resonate with?

What’s the offer we can make that’s going to connect with them?

to get clear about that, clear and focused.

Creating an Avatar

In theory, if you could clone these people and work with them forever, it would be 
amazing. Think about them.

Step 1: WHO
Who do you love working with?

These are some questions to ask about your ideal clients:

Who are they?

What’s their demographic?

What’s their age range? Talking to a 50 or 60-year-old 

Are they men or women? Perhaps you have three women and two men as your best 
clients. In that case, we’d say the majority are women, so you may focus your messaging 
and marketing a little bit more towards women. It doesn’t mean you won’t work with 
men, but that you’re going to focus on attracting the majority demographic that you love 
working with.

Are they parents?
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Are they professionals?

of shape?

Are they athletes looking to get one percent or two percent better, since that’s going to 
mean they’re going to win the championship?

because they’ve been focused on their work or career?

Step 2: WHERE
Where do they live or work?

We want to know where they live or work because, 
especially in a service business, they’re going to be 
coming to see you multiple times a week, so maybe in 
the morning, or at night. If you’re not convenient, then 

need a convenient location. What area, city, or town are 
they located in?

some of the best clients lived in one subdivision, and then they found they could send a 
newsletter to just that homeowner’s association. For just a small amount of money for a 
print ad, they got a ton of clients because it was targeted business advertising to people 

ideal client.
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Step 3: WHY
Why are they coming to you?

Why are people coming to you? What problems do 
they have? What are their goals? Why are these goals 
important to them?

Emotion is the dominant driver, and this starts from the 
moment people seek you out and request to come talk 
to you.

It means emotion has been building and has become 
strong enough for them to act.

We want to know what that emotion is, so we can craft the messaging to speak to that 

Pay attention to what your ideal clients struggle with that motivates them to seek you out 
as a solution. This is the psychographics; this is why they buy.

Marketing will become a 
whole lot easier when you 
know who you want to attract, 
speak to, and work with.

— Sean Greeley
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Ideal Prospective Client Examples

Amber Super-Mom Johnson. She’s a 35-year-old stay-at-home mother who lives in Buckhead, 
Georgia, USA. She enrolled to get her body back after having children, and she’s driven 
to look good, feel good, and be the best she can be for herself and her family. This is the 

Sydney, Australia, and is committed to being at his best for his career and his life, while 
managing the tremendous pressures of a large company that demands his leadership.

The message we’re going to craft and share to William Morrow is not going to be the same 
as Amber Johnson, right? They’re very different clients with different goals and needs.

Then we have Emily Challenge-Herself Swift; 50-year-old professional with grown-up kids. She 
lives in Wimbledon in the United Kingdom. She originally signed up because she felt terrible 
about the weight she gained over the last 20 years, but now she lives for outdoor challenges 

goals for herself. Because her kids are grown up, now she can focus on herself a little more.

AMBER

JOHNSON
SUPERMOM“

“ “

WILLIAM

MORROW
BUSY CEO

“

“
SWIFT

CHALLENGE YOURSELF“

“EMMA
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psychographics. We need to know each of those things so we can target our marketing to 
the right person, at the right time, in the right place.

When to Add Additional Avatars
As your businesses grows, or if you’re with a larger company, you may have one, two, or 
three avatars that you’re going after.

You can have segmented marketing for that.

to attract to your business.

Once you can do that successfully, and your business grows, and it makes sense, you can 

Marketing to Your Ideal Prospective Client
If we can identify where you’re aiming, you can hit the mark, rather than just blindly 
shooting everywhere hoping you hit something.

Once you become clear on who your ideal prospective client is—and isn’t—you can craft your 
messaging to be targeted toward the right people you want to bring into your business.

Knowing who your ideal clients are, where they live and work, and where they buy not only 
helps you write the right message, it also helps you determine the right call to action.

What are you asking them to do? Do you want them to go to your website? To call you? 
To walk through your door? To come in for an assessment or consultation? To attend a 
workshop? Is it a free offer? Is it a paid offer? Are you trying to incentivize them to engage 
your sales process right away?

These are all different types of offers and ways we can engage people. We want to 
understand that and have a call to action to do so.

Know what action you want. Know what your ideal client is looking for. Create clear 

people you want to connect with for your business.



156 AUTO-CLOSER®  |  Workbook & Study Guide

LESSON 12 – YOUR IDEAL  CLIENT

WHO: Who are they?

1.  Men     Women     Both

2. What is their age (within a 10-year range)?     

3. 
professionals?

 

 

WHERE: Where do they live or work?

4. What geographic area or radius from your facility do they live or work in?

 

5. Can you narrow down the area by postcode?

 

6. Can you further narrow down the area by neighborhood?

 

WHY: Why do they buy?

7. At the time they sought you out, what was the client’s goal? What did they want?

 

8. What was the problem they faced? What stood in their way?

 

9. How did they feel about the problem?
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Ideal Client Avatar

prospective client you wish to attract into your business.

AMBER

JOHNSON
SUPERMOM“

“ “

WILLIAM

MORROW
BUSY CEO

“

“
SWIFT

CHALLENGE YOURSELF“

“EMMA

NAME:

WHO ARE THEY? 

WHY DO THEY BUY? (What is their dominant emotional driver?)

INSERT 
PHOTO 

OF YOUR 
IDEAL 

CLIENT
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Overview
A lot of people think that marketing is about technology and advertising. Really, marketing 
is about hustle. Hustle is more important than anything else. You must know your story, 
you must know your best prospective client, and then you must get to work.

Every one of these 25 tactics works, but what makes a difference is whether you decide 
to follow through with them. Pick one or two tactics that seem easy for you, and then add 
another one. Keep going until you get to where you want to be.

Outcome
Presenting 25 ways to gain a new client so you can choose two strategies to move forward 
with this month.

Growth Questions

weeks?

How will you measure their success?

Who will you share your plans with to help keep you accountable?

Action Steps
Choose two of the 25 tactics to commit to this month.

Measure success throughout the month.

To be the best, you’ve got to deliver great value to 
people at the end of the day. That’s how you not only 
attract customers but you keep them, and people say 
a lot of nice things about you as your business grows.

— Sean Greeley
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25 Ways to Get a New Client
Now that you know how to sell, we’re going to teach 
you 25 ways to get a new client. All you need to do 
is choose one or two tactics from this list and act to 
move your business forward.

How do you eat an elephant? One bite at a time.

How do you get new clients for your business? 
One at a time.

One by one, you’re going to grow your business. Are you ready? Strap on your seatbelt. 
We’re going to take off.

1. Run a Free Seminar

teaching and educating people on a subject matter that you know about, but they don’t. 
It’s something you can market to your ideal client, and gives you an opportunity to answer 
their questions and share information on topics they’re interested in.

How do you promote your free seminar? All you do is let your current clients know you’re 
doing a workshop. Ask them to invite their friends, their coworkers, and their family. Make 
sure to broadcast your seminar on social media as well, and to invite people you know 
to sign up.

During the seminar, you can talk, teach, and build relationships. Then make an offer at the 
end. You’re likely to sign up a client or two.

You can run a free seminar every month.

2. Bring a Friend Campaign
This strategy is great. It’s free, and it’s easy to build rapport because it’s your current clients 
who bring in friends. It’s also easy to promote. Just let your clients know they can bring a 
friend to any of their workouts, and let people know on social media as well. It’s like having 

are coming in to join their friend for a workout. Make it a fun environment. Then invite 
them to learn more about your programs after the week is over.
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3. Lead Boxes

can enter by submitting their contact information. 
You can put this in local businesses in your area. Pick 
a place where your ideal customer is going to be. 
That could be a beauty salon or a high-end men’s 
barbershop, depending on your ideal customer. 
Just put it in a place where it’s going to capture the 
interest of people you want to connect with.

After collecting people’s names and contact information, you can pick a winner, but you 
can also call and offer everybody else a secondary prize, or a free consultation, or let them 
attend a workshop. It’s a good way to build your list and engage people in your area.

4. Corporate Packages
How do you do this? Approach local businesses: Offer them a special package to give 

of the company to compete against each other, and to build some culture and fun in the 
business. Everybody wins. Ideally, some of those people will also sign up with you for 
longer term programs.

5. Charity Event
Pick a charity event for a cause you care about. This could be men’s health, women’s 
health, cancer, heart disease, you name it. Just pick a cause and charity that’s near and 
dear to your heart in some way and encourage your clients to engage with it.

You could sign up for a run or some type of function that raises money for the charity. Invite 
people to be part of it. This is a great way to meet people, network with them, and build 
relationships. You can enroll people who come out to participate to be part of your program.

GIVEAWAY
FITNESS TRAINING
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6. Run a Challenge
Run some type of challenge or promotion 
that your clients can get behind, but that 
people who you don’t know can sign up 
for and be a part of as well. This could be 

You can run challenges three times a year. A 
good length is somewhere between three 

can commit to it, get some results with 
it, and build some momentum. Then, on 
the back end of that, they may commit to 

7. Host a Speaking Event
Invite a guest speaker to your facility or some place in your area. Capture people’s content 
information when they arrive. The speaker could be one of your partners, or another 

people to your consultation process at the end.

8. Referral Rewards

services. Tell them that you want them to give the gift of health to someone they love and 
care about, so they can achieve great success with your program as well.

9. Network Locally
One way to do this is to go to BNI chapter meetings. These are meetings for businesses 
to get together to create referral relationships. If there’s not a chapter near you, or it’s full, 
you can create your own. Find businesses that share 
the same target market and network with them 
at these events. They’re powerful and they have 
great education on how to create more referrals in 
your business.
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10. Saturday Clinics
Do a free clinic on a special topic, whether that’s kettlebells or weightlifting or obstacle 
course racing. Saturday is a great time since people aren’t in the hustle bustle of work and 
kids and family. Market the clinic on social media, gather leads, and then sign people up 
to your programs afterward.

11. Guerrilla Marketing Challenge
Give away 10 business cards a day for 14 days. Get out and meet people every day. Tell 
people your story, who you are, what you do and why you do what you do. Invite them to 
stop by your gym, or to pass your card on to someone else they know who you could help.

12.Gift Card Giveaway
Create a gift card with a special offer, such as a free week of training or a discount on your 
services, and give that to all your clients. The holidays are a great time for this. They can 
give it to their friends, and it can bring in new prospects who redeem the gift card.
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13. Email Former Clients
Just send a short email saying, “Hi, Mrs. Jones. I hope you’re doing well and sticking to a 

14. Call Former Clients
Reach out to clients you’ve worked with in the past. See how they’re doing. Act like you’re 
interested and care. Offer to help them.

15. Text Former Clients

and see how things have been going on your way to your goals. How’s it going?” Build 
relationships, stay engaged, and stay in touch. You’d be surprised. You could show up at 
a time when people could use your help. They can re-engage, and you can be a great 

it can be a great blessing for you to show up and support them.

16. Send a Postcard
Send a postcard letting former clients know 
you’re thinking of them. Caring enough to 
write a message and send something goes 
a long way.

17. Human Billboards
Train some people for free. Train them for 

“Hey, I’ll train with you if you share your story with others and you refer people to me. I’ll 
do that for a month. If you share with two people, we’ll do it for another month.” Get it 

18. Grocery Store Tours
Do a weekly grocery store tour in your local market. Educate people about nutrition, about 

they shop and purchase in the store is going to help their health and well-being. Present 
some load-bearing offer to come for a trial session, trial week, or whatnot and work with 
you as a result.
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19. Lunch and Learn

with 10 or more employees are good. Give a 30-minute talk with 20 minutes of content 
and 10 minutes of questions and answers with the audience, and then make a great offer. 
You can do this every week. It costs nothing and you’re building relationships and sharing 
great information with people you can help.

20. Mail Drop
Identify a community—maybe it’s a homeowners’ association where your ideal prospective 
client lives—and create a postcard with an offer. Send it out. You can make a custom 
postcard. The best outcome is to send not just one postcard but three postcards 10 days 
apart.

21. Wrap Your Car or Vehicle
We’ve had clients who put car signage on their car and bam, three new clients, just 
because people saw their car. It’s amazing. You’re going to drive around in it anyway, why 
not share a little bit about what you do?

22. Blog
Share more on your blog. You can use this to share your story, educate prospects, and 
share client success stories. Share tips and interesting news to the people you serve who 
want to learn more.

23. Give First
Send your best clients an 
unannounced gift, a thank you 
card, a coffee gift card, something 
that says you were thinking of 
them. Even if you send something 

return, people remember you 
and they want to do nice things 
for you.
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24. Write Articles
Write great articles for local magazines, publications, news sites, websites. Give away 

25. Wear Your Swag
Wear your company t-shirts, bags, whatever it may be. Be your own best advertisement 
and billboard for what you do. Talk to people about it. People love wearing gym shirts. 
They trade them. In the CrossFit community, people travel to other CrossFit gyms just to 
get the t-shirt because it’s cool to collect as many t-shirts as you can from different types 
of gyms. Make it part of your culture, make it cool. Wear your swag, and share it with your 
clients and your team, so you can bring your business wherever you go.

A lot of people think that marketing is about technology and advertising. Really, marketing 
is about hustle. Hustle is more important than anything else. You must know your story, 
you must know your best prospective client, and then you must get to work.

Every one of these 25 tactics works, but what makes a difference is whether you decide to 
follow through. Just pick one or two tactics that seem easy for you, and then add another 
one. Keep going until you get to where you want to be.
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25 Ways to Get a Client

Some of the fastest growing businesses grow because of people—not just technology. 
Keep this handout as a reference sheet of ideas to help you get more leads, schedule 
more consults and sign new clients.

with your strengths and is the most attainable.

1. 
workplaces.

2. Host a Bring a Friend Week for your clients. Allow them to bring their friends to 

3. 
their details in to win a prize. Make certain it is a business with which you have a positive 
relationship as their staff will play an integral role in getting people to add their names.

4. Approach businesses in your target market, and offer them a special “corporate” 

5. Host a charity event and encourage your clients to bring friends and family. Choose a 
common cause and enroll people in who you are by inviting the public.

6. Run a challenge (e.g., a weight loss challenge). The challenge could be anywhere from 
3 to 6+ weeks with prizes for most body fat percentage lost, muscle gained, etc. You 
should also have prizes based around incorporating healthy habits. NOTE: If it is your 

7. Host a public speaking event. Capture all contact information when people arrive. 
Present the workshop, and at the end ask if anyone is interested in a personal 

8. Establish a referral reward program. Present to clients after positive recognition for 

personalized bottle of wine.
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9. Network locally. Find like-minded business people and start referring business to each 
other. BNI is one of the most productive, and the largest, organization of its type. 
Networking takes time and consistent effort; only 2% of people ever follow up with the 
people they meet—stand out (thank you card, phone call, email, etc.).

10. 
clients ask the most about (e.g. rowing clinic, squatting clinic, fresh or frozen, etc.). 
Market this on all social media. Gather leads from the clinic to convert into a clients.

11. 
offer (e.g. One Free Week! or $100 Off Your First Month). They are a great way to get 
current clients to refer, or new prospects to come in and get started. Again, choose 
the recipients based on your ideal client.

12. Email former clients: “Hi. I hope you are doing well. I wanted to check in and see how 

anybody who replies.

13. Phone past clients. Call to check in and see how they are doing. Offer your help and 
be interested in them.

14. 
thinking about you today! Just wanted to check in and see how things have been 
going on your way to <insert their goal>.”

15. Send past clients a postcard simply to say, “I miss you!”

16. 

you will cash if they do not complete their agreement. Choose individual(s) who will 
attract your target market. Take photos of their transformations, and post them in all 
your social media channels. Additionally, if the individual has a social media following, 
they should post their videos, transformations, and check in at each visit.

17. Launch your own guerrilla marketing challenge. Giveaway 10 business cards a day for 
14 days. Make sure to choose individuals you would best serve and/or businesses your 
ideal client frequents.

18. Organize weekly grocery store tours. Educate the public, and then present them a low 
barrier offer into your program.



169 AUTO-CLOSER®  |  Workbook & Study Guide

LESSON 13 – 25 WAYS TO GET A CLIENT

19. Schedule at least one “lunch and learn” for local businesses with 10 or more employees. 
Give them 20 minutes of content and 10 minutes of Q and A, then make them a great offer.

20. 
offer (free consultation, 21-day challenge, etc.). Create custom postcards and send 

sequential postcards.

21. Drive around in your own advertising machine. Wrap your car and get a LOT of attention 

memorized so you can identify your target client when people stop you to ask questions.

22. Use your blog as a place to educate, nurture, and convert prospects into paying clients. 
Write about issues/questions your prospects ask most (e.g., what are three tips to stay 
motivated).

23. 
thank you e-card, $5 coffee card, etc. This can be something small; after all, it’s the 
thought that counts.

24. Write articles for local magazines and publications. Give your best info away for free, 

25. Wear your gym’s swag around town and talk to people—combine this with #11!

Action Plan:
1. Which of the following 25 ways can you commit to this month?

2. 
new tactic?

3. How will you measure its success?

4. Who can keep you accountable?
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Overview
It’s time for a real solution.

make. It matters how much you keep. The truth is you will never out-work, out-market or 
out-sell bad margins. If your margins are not right, your business will never be healthy.

This comes from not properly valuing yourself and your time, and it comes from living 
in fear. The opinions of your clients cannot be the source of your happiness or sadness. 
At the end of the day, you absolutely must place your value above that of others. If you let 
yourself come last, you’re doing a disservice to everyone around you. You need to believe 
in who you are, what you do, and the difference you make in the lives of those you serve.

The Raising the Rates Letter has four different components. It begins with an introduction 
and a thank you before moving into a description of how you plan to reinvest in the 
growth of the business and the community.

referral rewards campaign. Customize it so that it’s in your voice, but don’t change it too 
much because the necessary components are in there.

Outcome
Discuss the purpose, mindset, and implementation of the Raising the Rates Campaign.

Growth Questions

How will you communicate your Raising the Rates Campaign with your staff?

new pricing?

Action Steps
Personalize Raising the Rates Letter.

Schedule a meeting with your staff to communicate plans.

Send the letter with your clients.

Continue to communicate clearly with clients.
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Before we address the purpose of the campaign, why it’s so important, and how to 
implement it within your business, we’re going to jump into a little background and history.

Chances are that you’ve recognized over the course of this program that your service 
pricing is too low.

grow a sustainable business.

These are all points we’ve talked about several times throughout AUTO-CLOSER®.

It’s time for a real solution.

several times throughout this course. When there’s a problem in the economics of your 

of your business.

It doesn’t matter how much you make. It matters how much you keep. The truth is you will 
never out-work, out-market, or out-sell bad margins.

We hear it all the time.

“If I only had more leads, my business would be healthier.”

“If I could only get some better marketing, my business would be healthier.”

I promise you that if your margins are not right, your business will never be healthy.

business healthy again.

Let’s dive into this mindset because this is a tough thing to do. We’re not going to 
sugarcoat it.



173 AUTO-CLOSER®  |  Workbook & Study Guide

LESSON 14 – RAISING THE RATES  LETTER

Mindset
Raising the rates, on the surface, appears super challenging.

“Here” is where you realize that you’re working really, really hard but you don’t have much 
to show for it at the end of the day.

You’re running your business week to week, month to month, quarter to quarter, and there 

put into growing your business.

This comes from not properly valuing yourself and your time, and it comes from living in fear.

Fear of what other people are going to think about you, fear about valuing yourself where 
you know you should be, fear about pushing the boundaries of your comfort zone.

You must mentally, emotionally and physically kick fear in the teeth.

Are you afraid that you’re going to lose clients by raising your rates? You might.

When are you going to be willing to kick fear in the 
face and start running the kind of business that will 
support your life goals?

— Sean Greeley
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Friends?
Are you afraid people are going to think that you’re too greedy? Guess what? You don’t 
need those “friends” in your life.

Friends is in quotes there because if they think you’re greedy for all the hard work, stress, 

You want to surround yourself and work with people who are going to respect and value 
what you bring to the table.

What about clients who are your friends and you don’t want to rock the boat?

You're concerned that everyone likes you, you don't want to upset them, and it seems 
easier to not rock the boat.

Listen, we hate to say this. It’s time to get a life and get some real friends!

If your clients are your best friends, you’re failing in business. Now we’re not saying you 
can’t be part of a great community. We’re not saying you can’t be friendly with your clients.

We’re not saying you can’t go out and celebrate as a community. We’re not saying those 
things at all.

If you are afraid of rocking the boat with your clients, you are looking for emotional 

The opinions of your clients cannot be the source of your happiness or sadness.

Separating YOU from your BUSINESS
You need to draw a line in the sand and separate who you are as a person from the 
opinions of your clients.

You do that by determining once and for all what is most important.

At the end of the day, you must—absolutely must—place your value above others.

If you don’t take care of yourself, you are not going to be the person you need to be for 
your friends and family.
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You’re not going to be the person you need to be to lead your team and your staff.

You are not going to be the person you need to be to deliver value and results to your clients.

If you let yourself come last, ultimately you’re doing a disservice to everyone around you.

You also need to believe in who you are, what you do, and the difference you make in the 
lives of those you serve.

We talked about the negative mindset around money.

compensation for what you’re doing. It doesn’t have any value associated with it.

Don’t be afraid to charge what you’re worth. At the end of the day, you must live with 
integrity with yourself.

You must take full responsibility for following through and you must take actions for your 

If you don’t prioritize yourself, if you don’t follow through on the actions that you’re telling 
everyone else around you to take, you’re not living with integrity. That’s a big piece of 
what we’re doing here.

The Hierarchy of Responsibility

Then it’s your friends and family.

Then it’s your team and staff.

And then, and only then, it is your clients.

If you’re not taken care of, if your friends and 
family aren’t taken care of, you’re doing a 
disservice ultimately to your clients.

What is the right mindset? Where do you 
need to be?
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You need to believe in what you’re providing. You’re selling value, not price.

plus results.

If you nail those three pieces, price is a non-issue. People buy on value, not price—at least 
the types of clients that you want to be associated with.

You want to be associated with people willing to invest in the solutions, not tire kickers, 
not price shoppers. Those people are never going to be long-term clients.

You want people who are looking for value because that’s what you’re selling.

Here’s the deal. If you don’t ask for it yet, that’s okay. If you can’t ask for it yet, that’s okay. 

to provide better results.

But do that and then ask for it. You must do that for your business to be healthy.

How do we implement this?
First, it’s the Raising the Rates letter.

It has four different components:

1. It has a background and thank-you part of the letter.

2. It has a description of how you’ve reinvested in the growth of the business and the 
community.

3. It has some value-added components that you provide. Maybe it’s seminars, 
workshops etc. at no cost that folks are getting and may not see the value of yet.

4. 
referring new clients to you. This softens the blow a little bit.

Let’s review the Raising the Rates letter.
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Part 1: Thank You
First and foremost, there’s an introduction and a 
thank you.

growth and the joy in working with clients like you. 

needs. It has been my honor to serve you and I look 
forward to providing you with many more years of 
great service.”

Part 2: Reinvestment
Then it’s the reinvestment.

“[Your company] is committed to providing the 

of that involves making continuous reinvestments in 
our business.”

be reinvesting in your business, but you can personalize 
this to be where you’ve spent and reinvested your time 
and money to make your facility and your business 
even better.

Part 3: Value Added Components

You’ve committed to providing something like a 
nutrition workshop once a month, or perhaps a skills 
workshop once a quarter. You can choose, but make 
sure you’re providing something.

of other options there: guest instructor, workshops and 
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Part 4: Referral Rewards Campaign
Then we get into the meat of the matter.

“As you can imagine, all these continued investments in 
the business and upgrades and the level of service we 

to fund. To keep with my mission of being a company 
committed to its clients, and the best results and 
service in town, we need to implement a rate increase.”

This is where you set the date. “As of May 1st, all clients 

You want to give enough time.
time for folks to digest this and get any questions they have answered. But you don’t want 
to set it out too far because then it lacks the effect we’re trying to have in your business.

worked with clients before that had made a slight increase in their prices. Nothing 

had raised their prices trying to do the right thing.

Customize it so that it’s in your voice, but don’t 
change it too much because the necessary components are in there.

How to Implement the Raising the Rates Campaign
First, you must communicate with your team. You must let them know what’s going on and 
why it’s important.

A lot of trainers and coaches don’t understand the business side of things. You must 

of reinvesting in the business.

You must get their buy-in. If they’re not on board, they’re going to undermine your 
messaging to the clients.
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Any time there’s change, some people are going to be unhappy so you need to set 

how you want them to be answered.

Whether you want your trainers to direct all questions to you, or whether you provide 
your staff with the right talking points to communicate the right message, you need to set 

The bottom line is this: All your staff must be on the same page before the Raising the 
Rates letter goes out because you need to have a single message to the clients.

During this meeting with the team, you can have communication go back and forth.

But when you walk out of that room and before the letter is sent, you need to all be on the 
same page.

Follow up with Clients When you Go Live
Then you must follow up with clients after the letter goes out. You want to be around your 
facility to answer questions because there are going to be some questions.

You’re committed to growing a healthy, sustainable business.

Then you want to focus the conversation on improvements and enhancements.

Focus on those reinvestment pieces. Don’t focus on the price change. Don’t focus on 

where they need to be.

Understand that people will always be resistant to change to one degree or another.
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Case Study #1
In Case Study #1, this client’s prices were in the ballpark but they had no long-term 

So, the pricing was such that he felt comfortable leaving the current price for the 12-month 

What were the results as this was implemented?

He heard some griping about commitments, but most clients ended up asking why he 
waited so long to do this.

Most clients congratulated him on taking the right steps to grow a business.

This is not surprising. If you’re providing value, your clients want you to succeed. They 
want your facility to be around for years and years to come so you can continue helping 
them and they can continue to enjoy working with you.

In Case Study #1 there was a lot of fear but only two out of 80 clients were lost. The 
higher prices more than made up for that lost revenue and clients were onboard and 
congratulated him on taking the right steps.

Case Study #2
Now Case Study #2 reviewed her rates for her bootcamp and they were 75 per month for 
two sessions a week and 100 for unlimited sessions per month.

At that time, she was generating just about 8,000 per month and had 110 members who 
were paying either month-to-month or pay-as-you-go per session.

In June 2014, she raised her prices to 100 from 75 for two sessions per week, and 150 
from 100 for unlimited sessions. Those were both for 12 months.

membership.
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What happened?

Of the 110, she initially had only three clients sign back up.

Of course, you’re thinking, “Oh my gosh.”

She was bombarded with emails from people saying they won’t be signing up again. What 
did she do? She had courage and practiced faith.

More and more came back.

Fast forward three months to September. She had initially lost 107 out of 110 clients at the 
time of the change in June was making 8,000 per month.

September was her best month ever!

to basically start over, build a new client base and now she had more than tripled her 
income from June.

Now it’s the main service that clients are interested in.

After a total makeover for the business with the right margins, now she is massively successful.

But it was scary in the beginning.

Do you think this client wanted to go back to her old pricing after just three of her clients 
initially signed up?

Yes, of course. That’s the initial reaction.

But she had courage, she practiced faith, she followed the instructions, she looked fear in 
the face and said, “I’m going to do the right thing.”

Not the easy thing, but it was the right thing. Three months later, triple revenue, best 
month ever.

It’s a testament to the system and to the process.
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Which category are you in?
We don’t know what category you’re going to be in. We don’t know if you’re going to be 
part of Case Study #1 or Case Study #2, but it’s important to note that this is the right thing 
to do. It may not be the easy thing but it is the right thing to do. Thousands of clients have 
come before you and have successfully done this to turn their business around.

It’s okay to be scared but the true test of somebody who wants to be successful is seeing if 
they keep moving forward even in the face of fear.

How long do you want to continue holding things together month-to-month?

When are you going to be willing to kick fear in the face and start running the kind of 
business that will support your life goals?

We spent a lot of time in this course talking about goals and this is the thing you need to 
do to accomplish them.
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<Letterhead>

<Date>

Dear <First Name>,

<Your Company> will be open in <Town> for <X> years come <Date>. During this time, 

and I look forward to providing you with many more years of great service.

<Town>. And a huge part of that mission involves making continuous reinvestments in our 
business such as:

1. 
knowledge, friendly personalities, and a genuine concern for your success. I require 

ensure your success with our services; rather than the impersonal, unenthusiastic, and 
frankly, unprofessional “rep counting” that is prevalent in many other facilities.

2. 
made continuous investments in ongoing education including      ,      , 
and      . Everything allows us to continue to bring you the best and latest 
systems and techniques to improve your goals and reach your goals faster.

3. 

reinvestments that add to and upgrade our equipment. In the coming months, I plan 
to make investments in        ,        , and        .

4. 
There are no frills. No showers. And not even working air conditioning. My goal is to 
either move or upgrade our current facility to include these improvements so we may 

5. ANY OTHER REASONS WHY? List and describe them here…
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In addition, I am always looking for ways we can improve your programming and results. In 
continuing to do so, I am committed to providing you with:

1.         

2.         

3.         

many include this or simply promise discounts to members in these types of add-ons)? 
Monthly nutrition workshops?)

As you can imagine, these continued investments in the business and upgrades in the level 

And to keep with my mission of being a company committed to its clients and providing 
the best results and service in town, we need to implement a rate increase. As of 

just a month ago I implemented a rate increase in the business. And at that time, I made a 

I have invested years in being a great coach. But one thing I am not very good at is being 
a good businessman and understanding the numbers in our business.

understand things better, and continue to improve our programs and the level of service 

Upon reviewing our business, working on our vision and goals for continued growth and 

the level of service and training facility you deserve—without a rate increase now.

For those of you who may have an issue adjusting to the rate increase, I want you to know 
that we’re simultaneously launching a referral rewards program. Now for every friend 
you refer to <Your Company> who signs up as a client, you will receive $100 cash or one 
month credit added to your membership (your choice).
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to you as our way of saying “thank you” for helping us grow.

I will be announcing further details of our referral rewards program shortly. But in the 
meantime, if there is anything I can do to help you achieve your goals, please don’t 
hesitate to ask.

I want you to understand that nothing is more important to me than working to improve 

I hope I have your support in allowing us to continue doing just that.

Yours in health,

Hand signed in blue ink

<Your Name> 
Owner, <Your Company>

P.S. If you have any suggestions on how we can improve our services, please let me know. 
We value your feedback. We’re always asking ourselves, “How can we do it better?”

NOTE: 


