
Dan: Welcome to the PR Leads seminar on How to Build Your Own Six Figure 
Coaching Business.  This is Dan Janal, the president and founder of PR 
Leads.  I'm delighted to welcome my special guest, Karen Leland, who has 
been a phenomenal coach and consultant and prolific author. 

 
 Welcome Karen. 
 
Karen: Thanks Dan.  Great to be here. 
 
Dan: Thanks.  I'm so delighted that you could take time out of your busy day to 

be with us.  Karen, why don’t you tell us a little bit about yourself and the 
scope of your practice? 

 
Karen: Well I'm co-president or co-founder of Sterling Consulting Group.  We've 

been in business about 20 years.  We're a consulting and a training and a 
coaching company.  And, along with my business partner Keith Bailey, 
I've written about three or four books. 

 
 And we have a very healthy and thriving training and consulting and 

coaching practice. 
 
Dan: Well thank you.  What is the focus of your business though?  
 
Karen: We focus on two things.  We focus on customer service training and 

improvement and then we focus on what we call enhancing the results of 
business, through the people side of business.   

 
 So a lot of the coaching that I particularly do, and we do in our practice, 

has to do with helping people, both individuals and teams in organizations, 
be better at dealing with the kind of people skills that you find in business 
and the things that affect people particularly, as they related to constant 
pressure and change. 

 
 That's a lot of the coaching we do. 
 
Dan: So what is the primary benefit that your clients receive from that kind of 

coaching? 
 
Karen: Well, our clients receive a couple of different benefits.  One is certainly a 

reduction of the kind of stress that they have day to day.  I think for 
managers, the primary benefit that they receive is they actually, become 
better managers and executives, in terms of being able to work with their 
staff and create an environment in which there is less conflict.  People 
handle pressure better.  People are more able to deal with change in the 
workplace. 

 



Dan: How long have you been a coach? 
 
Karen: My God, I think like 30 years, something like that.  
 
[Laughter]  
 
Dan: So it pre-dated the 20 years that you've been in business with your partner 

as well. 
 
Karen: Yes, I was in business about 10 years before I started Sterling, so about 30 

years. 
 
Dan: Okay.  Why did you want to become a coach? 
 
Karen: Because I wanted, I didn't want to work in a corporation full time.  I had 

already done that and it wasn't what I wanted to do.  So I really decided 
that I wanted to have the freedom to make my own hours and my own 
schedule.   

 
 And I thought, since what I was doing in the corporate environment was 

similar to what I am doing now, I thought I may as well do it 
independently. 

 
Dan: What do you consider to be the most rewarding part of being a coach?  
 
Karen: Well, I think the most rewarding part is one, that you get to work with a 

lot of different people with a lot of different circumstances.  And so you 
get to meet all these really interesting, different people with different 
points of view, different attitudes, different problems, different strains.  
And you just learn so much from dealing with all those different kinds of 
people.   

 
Dan: What would you say is the most frustrating part of being a coach?  
 
Karen: Continually having to be the one who markets and closes the business.  

You know, it never ends.  You're always having to get new business.  And 
so that's a challenge for everybody, even if you're really good at it, it's a 
challenge. 

 
Dan: I see.  Let's talk about how you started your business.  You know, many 

people morph into coaching from some other job.  What were you before 
you were a coach? 

 
Karen: I was actually working for a time management company and I was leading 

seminars on customer service and time management and personal 
productivity.  



 
 So I had been in training for a long time.  I was working for this company, 

I was traveling around the world doing that for them and that was really 
was what I decided to springboard into coaching from. 

 
Dan: How did that background help you become a better coach?  
 
Karen: Well, one is that I had exquisite training.  I mean, the person that trained 

me was a gentleman named John Garner and he was just brilliant at issues 
of time management and personal productivity.  So he was an incredible 
mentor.  So that was one way that it helped me.   

 
But also, because I was going into corporations, a lot of different 
corporations and doing this, I really got, I learned a lot about how 
corporations function and how people function in companies and it just 
gave me a great variety and depth of experience in working with a large 
number of people. 

 
 And that really was very useful for me as a coach. 
 
Dan: And, can you estimate how long it took you, when you first started being a 

coach, how long it took you to really start to earn a full time income from 
your coaching? 

 
Karen: Probably about a year. 
 
Dan: Okay, so it was very, very short.  I'm finding that that's the case in many, 

many of people that I'm speaking to.  It didn't take a long time for people 
to really get up and running and supplant their income from the early days.   

 
 So that should be encouraging for everyone that's listening and just 

starting out. 
 
Karen: Absolutely. 
 
Dan: Great.  Let's talk about marketing your business in the early days of your 

business.  What were some of the biggest mistakes you made when you 
started your coaching business and how did you overcome them? 

 
Karen: That is such a good question.  And actually, one of the biggest mistakes I 

made is a mistake pretty much no one makes anymore because of 
technology.   

 
 But one of the biggest mistakes I made was sinking a couple of thousand 

dollars into a big fancy brochure that was four color and you know blah, 
blah, blah and just spending a lot of money on printed materials. 



 
Dan: Oh, I think a lot of people still do that.  
 
[Laughter]  
 
Karen: You do? 
 
Dan: Yes, yes.  One sheets for speakers and stuff. 
 
Karen: Well one reason that’s a mistake is because you don’t really know your 

final, it takes a while of being in coaching and consulting to figure out 
what your niche actually is.  And so you don't want to spend a lot of 
money doing that.   

 
But the other reason is that I actually find, these days, even for the 
speaking business, I don’t think anyone has asked me to send them a hard 
copy of anything, a hard packet, in over two years. 

 
Dan:   Wow. 
 
 
Karen: Its all, now I have really nice emails, you know, PDF things on email.  But 

no one has asked me to send them a hard thing in two years.  So I think 
spending a lot of money on physical marketing materials is a big mistake.   

 
Dan: That's great advice.  What were some of the best moves you made 

regarding your marketing in the early days?  
 
Karen: In the early days, one was be willing to speak for free so that I got to be 

known.  I mean, I spoke at every darn rotary and every darn Lion's Club 
and every Chamber of Commerce that would have me for at least six 
months.   

 
 So one thing was not worrying about making money and speaking for at 

least six months or a year.  And just speaking so that people got to know 
me.  That was one of the best marketing moves I ever made.  So I would 
say that. 

 
Dan: Great.  What mistakes did you make in managing or the administration 

portion of your business?   
 
Karen: Not really setting a consistent fee structure and sticking to it.  So having 

way too much latitude and changing the fee based on getting the account. 
 
Dan: Okay, we'll talk more about fees in a minute or two.  What were some of 

the best moves you made regarding the managing of your business?   



 
Karen: Well, I think one of the best moves I made in terms of managing a 

business was right away having, setting up on an Excel spreadsheet to be 
able to track potential customers.  So when I got a lead, putting them in, 
putting all the information in, writing the follow up date, writing the 
conversation, tracking it and then scheduling when the next follow up call 
was. 

 
 So really, right from the beginning, managing my leads in terms of 

marketing.  So I didn't lose any business because of forgetfulness or things 
dropping through the cracks.  Then also always asking for referrals right 
from the beginning.  

 
Dan: That's interesting that you used a spreadsheet.  Do you still use a 

spreadsheet or do you use a contact management software?  
 
Karen: I use a contact management system now. 
 
Dan: Can I ask which one?   
 
Karen: Yes.  I use Now Contact, Now Up-To-Date.  It's not sexy but it's really 

simple to use and it works for me.   
 
Dan: Okay, because sometimes they can be very confusing and very complex 

and it's nice to know what works.   
 
Karen: That's why I said, it's not a sexy one.  But it really, it never fails if I enter it 

as a follow up.  It never fails when I pull up that date for the calendar, it 
says right there, you know, call Jim Smith at AT&T.  I'm just making that 
up.  But, you know, call Jim Smith at AT&T to follow up.  So it's a great 
system for me. 

 
Dan: Fantastic.  Let's jump ahead to how you price your services today.  How 

do you set your fees?  Are they hourly or project or value-based or 
something else?  

 
Karen: Today, how do I set them? 
 
Dan: Yes. 
 
Karen: Well, they're pretty much project based because I just find that hourly 

doesn't really work for what we do.  Because usually people that are 
coming to me, are coming to us with some kind of problem that they want 
to solve.  It's a little bit like being a doctor. 

 
 You know, they come to me and the present the symptoms and they tell 



me the problems.  And I've done this long enough that I pretty much then 
can see what it will take to solve the problem.  So I tend, I would say 90% 
of the proposals I do are project based.   

 
 Where I will say to the person, "Okay, here's the problem you're 

presenting.  Here's what I think it'll take to help you with it.  Here's the 
different phases of it.  Here's what it'll cost either total or per phase." 

 
 So we just find that project based tends to work better for us.  I 

occasionally get someone calling me who just wants to talk to me on the 
phone or run something by me.  And then I'll quote them an hourly fee.  
But, for the most part, its project based. 

 
Dan: Okay, and how did you come to that decision?  
 
Karen: Just over time, figuring out what really works for the clients and works for 

us.  And when the fees were hourly based, there's just too much coming 
and going and too much inconsistency.  Whereas, if it was project based, it 
elicited a commitment from both the client and from us to really get 
somewhere in the problem. 

 
 Plus it gave the client the sense of the beginning, a middle, and an end.  So 

that was how we really decided that project based worked better for us in 
our company.   

 
Dan: Wow!  I'm really glad I asked that follow up question.  I was afraid that 

frankly, you had answered it completely in the first question.  But asking 
the follow up question really gave it another depth of dimension, because 
I'm not sure a lot of people would have come to that conclusion without 
that. 

 
 With the idea of having a beginning, a middle and an end and a firmer 

commitment so they can't just pack out.  I'm sure that's going to save a lot 
of coaches a lot of money in the long term because people are locked in 
and they know exactly what they're going to get.  

 
 Now, Karen, how do you justify your prices to clients who are unfamiliar 

with the pricing schedule of coaches?  What do you say to handle 
objections?  

 
Karen: I think most people are familiar with the prices of coaches.  Although, as 

you know, Dan it is just all over the map.  I mean, it's everywhere from I 
know one person who charges $50 an hour and I know one person who 
charges basically $2000 an hour.   

 
 I mean it is really, there is really a big spread.  I guess I think what I want 



to say is I don't really feel at this point in my career I have to justify my 
prices.  I really don't try to justify them to people.  I basically say to 
people, and not in an arrogant way, but I just tell people, you know, this is 
what I charge and this is my background and this is how long I've been 
doing it and this is the kind of clients and I have and here's the referrals. 

 
 I very much acknowledge to people that pricing is all over the map.  If you 

can get someone who can it for $500 hour or you can get somebody who 
could do it for $100 an hour or someone who could do it for $50 for an 
hour.   

 
 You know, so I acknowledge to clients that there's a whole variety of 

pricing out there.  And basically, I don't try to justify it because my prices 
are within the right range, comparatively, given someone of my 
experience and my background. 

 
Dan: Okay.   
 
Karen: I'm not really high and I'm not low.  I'm sort of middle or middle-high for 

somebody with my background. 
 
Dan: Okay.  Let's talk about how you grow your business.  How do you get 

your new business these days?   
 
Karen: Well I have to say that for us, we have found that writing books is literally 

one of the best strategies for getting new business.  And of course the 
problem with that is that you have to write the book and then you have to 
get the book bought and then you have to get the book distributed and then 
you have to promote the book. 

 
 So it's not necessarily the easiest path, but it is a very useful and lucrative 

path for generating new business.  So for example, when Keith and I wrote 
Customer Service for Dummies, the first Customer Service for Dummies 
we wrote was 10 years ago. 

 
 That's going back pretty far.  We still get calls from that book.  So we still 

get business from that book.  And we just came out with the third edition 
of the book.  So that'll give us a whole new round because it's like 
updating the book. 

 
 It is, it's updating the book.  With the new book, Water Cooler Wisdom 

How Smart People Prosper in the Face of Conflict, Pressure, and Change, 
the book has only been out six weeks and I've already probably gotten 10 
phone calls for business speeches from it. 

 
 So, you know, books are a great way to get new business.  That is one of 



the ways that we get new business.   
 

The other way that we get new business is, these days you have to have an 
Internet presence.  So, you know, we make sure that we spend the money 
and it's expensive, I'll be honest with it. 

 
 But we make sure we spend the money to be search engines, to make sure 

that we have a web presence.  When people go to our website, it is a very 
well put together website. 

 
Dan: Great and I'm sure people now are going to say, "Okay, what's their 

website?  I want to check it out."  So let's let people know where they can 
go to read more about you. 

 
Karen: They can go to www.scgtraining.com.  It isn't like we have the greatest 

website on the planet, but we have a website that when people go, they 
know that we're a solid company.   

 
Dan: Again, that address is S as in Sam, G as in gold, C as in- 
 
Karen: No, S as in Sam, C as in Cat, G as in gopher.  SCGtraining.com. 
 
Dan: Great.  How do you keep your current clients?   
 
Karen: We have a really high satisfaction rating with our clients.  And so I think 

we keep our current clients because they're just really happy with the 
results we produce for them.   

 
 But also, we're pretty easy to do business with.  I mean we really do try to 

make it about being customer focused.  We basically try to practice what 
we preach, which is really to organize our business and our offering and 
the way we do business around what works for our clients. 

 
 Now that doesn't mean that if our clients ask us to do something that's 

unethical or illegal, or really possible, we won't do it.  We won't, but we 
don't do that kind of stuff.  But we just have an extremely high client 
satisfaction rating. 

 
 Also, we're constantly creating new products and trainings and services.  

So we always have something new to go to our clients with.  Like I just 
closed a project with a client.  She's been a client for about four years.  
And based on the new book, the Water Cooler Wisdom book, we're doing 
trainings for coaches. 

 
 We're literally training coaches in the Water Cooler Wisdom technology.  

And so we went back to her.  And so she's got a whole group of people 



she's going to have us train as coaches inside her organization. 
 
Dan: How do you think you run your business differently than other coaches?  

Or do you? 
 
Karen: That's a really good question.  I'm not sure that I know the answer to that.  

I mean I think, you know again, there's all different kinds of coaches at all 
different kinds of levels.  I think some, I think one of the ways that we run 
our business differently than some other coaches, not all but some, is that 
we're very defined in terms of what we coach people on. 

 
 So we're not like, for example, doing life coaching.  I know a lot of people 

that are doing life coaching.  I say, "Well what does that mean?"  Well, 
you know, I'm helping people with their life.  Well what does that mean?  
Well, it's whatever the person wants help with. 

 
 So there's nothing wrong with that, but that's a very broad kind of 

coaching.  And it's a very broad approach to coaching.  And I think we just 
don't do that.  We really run our business in terms of we're very niched in 
terms of the coaching we do.  

 
 Which loses us some business, but it also gets us business too.  When 

someone is looking for what we do, it helps us find the right fit.   
 
Dan: Good.  Now you talked about books.  What roles do advertising and e-

zines and blogs play in your business, if any?  
 
Karen: Well, we don't do advertising.  We never have.  I'm not saying it wouldn't 

be a good idea to do it.  But its just the cost of it has always been so 
prohibitive that we've never done it.  Websites play a huge part in our 
marketing. 

 
 Like I said, we have a website, we utilize it, we get links to other websites.  

E-zines as well.  We are constantly looking to get interviewed by e-zines 
or sending them articles that they can run with a link back to our site. 

 
 We haven't started doing blogging yet.  It's just something that's been, you 

know.  It's maybe something that we start to do, but it's nothing we've 
started yet.  We've got our hands full with some other things right now. 

 
Dan: Do you have any advice on websites, on what's been working for you on 

your website?   
 
Karen: Well it's a little unfair because my husband is really an incredible web 

designer.  And an incredible web marketer.  By the way, doesn't mean he 
doesn't charge us, because he does.   



 
 But, you know my husband is always up on the latest technology.  And his 

company is Com Bridges, c-o-m Bridges, John Leland at Com Bridges.  
So you know he's always keeping me up to date on what we should be 
doing in terms of our website.   

 
 And so I think one of the things that work is we really do stay on top of 

what's the latest, greatest.  Also, every time I write an article, we link it in 
the website.  Every time that Keith or I are on TV, we link it in the 
website.   

 
 Every time, you know, we keep our website really current in terms of what 

we're doing and what we're talking about, content wise. 
 
Dan: What about referral marketing?  You mentioned before that referrals play 

a big part in your business.  Can you give us any tips about that?   
 
Karen: It does play a big part in terms that we ask people for referrals.  But I'll tell 

you where it really plays a big part.  Because we create a good relationship 
with our clients, when they leave and go to another company, they often 
call us up and take us with them.  

 
 I think that is fantastic.  You know, that's really a great thing that happens, 

that they call us up and take us with them.  But, you know, in terms of 
referral marketing, we do ask people for referrals. 

 
 We're probably not as aggressive in referral marketing as we should be.  

There's companies I know that are a lot more aggressive.  And I think part 
of it is just because we've done so well marketing through our books and 
through the web that, you know, you tend to go where the path of least 
resistance. 
 

Dan: Do you host seminars or retreats? 
 
Karen: No.  All the seminars we do are in house for companies.  The reason for 

that is that the cost of running public seminars, the financial cost and the 
time cost of filling a public seminar is really, really big.  We find it for our 
business, too costly.   

  
 So for us, and again, some people have used that as a strategy very 

successfully.  We just particularly found for us and it may be because 
we're so niched, that it doesn't.  So our seminars or retreats are all internal 
with companies and we do them under contract. 

 
Dan: Great, that's good advice for many people, I'm sure, who were thinking 

about doing seminars.  And we don’t want to send them down a path that's 



going to be too risky. 
 
Karen: The hardest thing in the world to fill is public seminars. 
 
Dan: You mentioned before that in your beginning days, you spoke at Rotary 

Clubs and all those other service organizations.  What about today?  What 
role does speaking play in your marketing strategy? 

 
Karen: It's huge.  I mean, you know, speaking is a great way to not only get 

business but to drive information, drive people to your site.  We have 
online training that we offer and so the way to drive people to books is the 
online.   

 
 You know again, speaking, as you know Dan, is its own marketing 

strategy.  You know, it really takes a lot of work to get out there and 
speak.  But we have found that speaking is a very, very…here's kind of 
how it works.   

 
 You speak and when you speak, people go to your website and they buy 

your book and they buy your products.  But then enough people buy your 
book, but then somebody calls you and hires you. 

 
 So it isn't necessarily that we always get business directly from the 

speaking, but it's the promotion that the speaking creates which gets 
people to buy books and gets people to the site, which eventually leads to 
people calling.  

 
Dan: Very interesting.  One more final question about your book writing and 

publishing plan.  I know you've written a number of books.  Do you have 
like a set time period that say every three years or every five years you're 
planning a new book?  Or does it just happen? 

 
Karen: Yes, pretty much every three to five years we try to write a book.  So we 

just did this one, the Water Cooler Wisdom Book.  It just came out last 
month.  The Customer Service for Dummies, Third Edition, just came out 
like last week.  So we're now talking about what the next book is going to 
be. 

 
 Basically, we give ourselves three years to get another book done, three to 

five years.  So it may take us a couple of years to figure out what the book 
is going to be, another, you know, six months or a year to get it sold and 
then another year to write it. 

 
 So probably, we'll have another book out in the next four years. 
 
Dan: Let's switch gears now and talk about how you manage your business.  



How many hours a week do you work? 
 
Karen: Am I supposed to tell the truth? 
 
Dan: Yes. 
 
[Laughter] 
 
Karen: I probably work on average 20 to 25 hours a week. 
 
Dan: Really?   
 
Karen: Yes. 
 
Dan: How do you do that?  
 
Karen: Well, one of the ways that I do that, remember I have a business partner, 

so there's two of us.  So the two of us together make a 50-hour week.  One 
of the ways that I do it is we split some of the responsibilities in the 
business.   

 
 So that is one way that I do it.  If I was just a solo practitioner, I'd have to 

work 40 hours a week.  But I have a partner, a business partner, so I don't.  
The other thing is that we looked long and hard and we found one person 
who we thought was fantastic.   

 
 And we trained her and trained her and trained her and trained her and we 

pay her really, really well, far above the going rate.  And there is a certain 
percentage of the work that we commit to give her and no one else.  And 
so we keep this person working all the time.   

 
 She works as an independent contractor, but we're very good to her and 

she's very good to us.  So between my partner and her, I only have to work 
about 20 or 25 hours a week. 

 
 Now I want to say, I would make more money if I worked 40 hours a 

week.  And I used to work 40 and 50 hours a week in the old days.  But 
you know, I'm a little older now and my priorities are a little different.  So 
I've just decided for myself because there are other things I'm interested in 
as well, I've cut my hours. 

 
 That's made, I'm still making six figures, but I'm not making nearly the 

kind of money I was making when I was working 40 hours a work.  But 
that's fine.  It's a choice I've made, based on the lifestyle I want to have. 

 
Dan: Okay.  That's great.  I glad you went into that kind of explanation because 



I'm sure people might have been wondering, well if you have someone 
who can do X number of work for you, why don't you work the other X 
number to bring it up to 40. 

 
 So everyone runs their business differently, and that's great.  We'll talk 

about some balanced life issues in a few minutes as well.   
 

Let's go back to how you worked with those numbers of hours.  
Percentage wise, how much time do you spend on clients versus marketing 
versus administration versus other business pursuits? 

 
Karen: Well, my business partner handles all the administration.  Again, this is 

why I can only do 20 or 25 hours a week.  I handle all the marketing.  I 
would say 50% of my time is spent on the marketing business, if not 60%. 

 
 So I spend most of my week dealing with marketing.  40% is seeing 

clients or dealing with clients, on an average.  So it's somewhere between 
50% and 60% is marketing, somewhere between 40% and 50% is client 
work. 

 
 As I said, Keith handles the administration.  That's just sort of how we, in 

our business, broke it out was that I do the marketing and he does the 
administration.   

 
Dan: Do you both do client work?  
 
Karen: And we both do client work. 
 
Dan: Okay, good.  You mentioned before that you have an assistant.  Are they 

on-site or are they virtual?  
 
Karen: She's actually a senior staff member and she's virtual.  She's lives not far 

from here and we see her frequently.  But she is not in the office.   
 
Dan: What tasks do you give her? 
 
Karen: Well, depending on the level of the person to be coached, she takes on 

some of the coaching clients.  She delivers, again depending on the 
training, she delivers some of the training.   

 
 And, you know, depending on the marketing calls, she will go down and 

do some of the face-to-face marketing visits ,either with me or with Keith 
or by herself, depending on the circumstance.   

 
Then some of the speaking, like occasionally, we'll get calls for a speaking 
engagement that we think is a perfectly fine speaking engagement, but 



let's say they're budget is $3000. 
 
 That's way below what we charge to speak.  So she will sometimes go and 

do those speaking engagements representing the company. 
 
Dan: Very interesting.  You're the first person I've spoken to.  I have a virtual 

assistant who's really somewhat of a professional as opposed to a purely 
secretarial or administrative or bookkeeping. 

 
Karen: She doesn't do any secretarial or administrative.  She's really like another 

one of us.  Only just at a slightly different level.  And she's great.  She's 
fabulous. 

 
Dan: Great.  What advice do you have for managing her? 
 
Karen: Well, one thing is pay people really well.  Pay them really fairly and well.  

Include them in your business, make sure they're in on the decisions and 
they're in on what you're thinking so that they feel a part of it.  

 
 And find out from them what they want.  And, you know, give them their 

dream job.  You know, give them what they want so that they're really 
happy and satisfied.   

 
 You know, we don’t really have, at this point in our business, I know this 

is hard to believe.  We don't really have an assistant.  We used to have an 
assistant for many, many, many years.  But technology has changed so 
much that what we found is we don't really need an office administrator or 
an assistant. 

 
 Most of that stuff can be done really easily with technology.  Or what little 

of it we need farmed out.  We just subcontract it out on an as needed basis.   
 
Dan: Interesting, very interesting.  You mentioned before that your life is really 

well balanced.  You know, I bet a lot of coaches listening here are quite 
jealous.  How did you do that?  What steps did you take?  And any other 
advice you can give us about that. 

 
Karen: Well, one thing is that I really took a look, at a certain point, at what was 

important to me.  And for me personally, I was just doing too much 
traveling.   

 
 It was just too far to be away from my husband and my family and it was 

just too much traveling.  So I really just made a conscious decision and 
Keith, my business partner, that we did not want to spend so much time on 
the road.   

 



 So we intentionally cut down on our speaking and our consulting practice.  
Like I said, we still have a really good practice.  It's just not, you know.  
Could it be three times the size it is?  Absolutely.  But you know, I made a 
choice about my life balance and my personal life versus my work 
balance. 

 
 So I think that was one thing.  Like I said, having a partner really helps 

because you split the work up.  Even just in terms of the consulting work.  
You know, Keith will go do the client, but I get half the money or I go do 
the client and he gets half the money.  And that's made a huge difference. 

 
Dan: Great.  Do you have any children at home?  What's your status there?  

Because I know people are probably saying, "Well, she is a super woman.  
She can do whatever she wants."  But what's going on in your life? 

 
Karen: I have a stepson but he is all grown up and 25 years old and he lives in the 

city.  So we see him quite frequently.  But he's all grown up now and on 
his own.  I have a dog and a cat and a husband.  Not necessarily in that 
order. 

 
Dan: And you mentioned before that your husband helps out with the website 

and such.  But does he have his own business or does he do other things 
for you?  Is his totally working for you? 

 
Karen: No, he has his own business, Com Bridges, John Leland.  And his 

business is full time helping companies do web marketing, search engine 
placement, developing websites.  That's really his expertise.  We're 
basically just one of his clients.  Like I said, he charges us.  I think I get 
the spousal discount, but nonetheless, he charges us. 

 
Dan: Well, keep it in the family, that's great.  Karen, the time has just really 

flown by.  What are your final thoughts here?  I mean what would you tell 
a coach who is just starting out on a dark, dreary day, when everything just 
looks bleak?  

 
Karen: Well one thing I would say is that throughout the course of your career, 

even I have dark, dreary days when everything looks bleak still.  Not most 
of them, but sometimes.  You know, really, you just have to know that it 
takes a while to build the practice.   

 
 The more you can clearly articulate what your offering is, and the more 

you can produce value for clients and the more you can just not compare 
yourself to anyone else, but just focus on what you're best gift is that you 
have to offer and really hone offering it, the more successful you'll be. 

 
Dan: Great advice.  Do you have any final words of wisdom for us?  



 
Karen: Just keep going, you know.  It's all about persisting.  If you persist long 

enough and you keep taking the correction about what you need to do to 
get better and improve things, then it happens.   

 
 If you keep doing it and keep doing it and keep taking the feedback and 

keep taking the feedback, and you don't, and it doesn't happen, then you 
may want to sit down with somebody and look at, is that really a good 
choice or professions for you. 

 
 Because my experience is most people, if coaching is right for them, 

within a year, they really start to see results.  And, for sure ,within two 
years.  There are some people who they like the work of coaching, but the 
requirement to generate business is not something they're good at.  In 
which case, they should go work for a corporation as a coach rather than 
try to do it on their own. 

 
Dan: Fantastic.  Karen, can you give us your contact information again so 

people can get in touch with you and learn more about your books and 
work? 

 
Karen: Sure.  The initial K, Leland, l-e-l-a-n-d, at SCG, S for Sam, C for cat, G 

for gopher, training.com.   
 
Dan: Perfect, thank you very much.  This is Dan Janal, the president and 

founder of PR Leads, thanking you for joining us on our coaching 
teleseminar series.  Thanks and have a great day. 

 
 


