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Coaching Wizards – How to Build Your Own 6-Figure Coaching Business 
Dan Janal interviews Linda M. Lopeke 

 
Dan Janal : Welcome to the Coaching Wizards! How to Build Your Own 6-Figure 
Coaching Business. I’m Dan Janal, the president and founder of PR LEADS. We 
help experts get the publicity they need to create the credibility and trust the need 
to sell more products and services.  
 
I’m delighted to welcome Coach Linda Lopeke. She’s one of my PR LEADS 
clients who has built a great business in a very unique way. Thanks for sharing 
your story with us today, Linda.  
 
Linda : Thank you. 
 
Dan : Linda, can you tell us about your business demographics? 
 
Linda :  
 
75% corporate (208 clients) 
20% government (55 clients) 
  5% small business owners/entrepreneurs (12 clients) 
+13 students who are working with me 1:1 in my apprentice program 
 
Dan: What is the primary benefit your clients receive? 
 
Linda: I personally guarantee the delivery of each client’s success. And, by 
eliminating all risk of failure for them right up front, their success is achieved with 
less stress and anxiety than if they were working toward it on their own.  
 
The success strategies I create are unique to each client, definitely not one-size-
fits-all. The design of these individual plans is based on what needs to be 
achieved and takes into account all of the challenges and obstacles that must be 
overcome to make that success happen.  
 
Every element of the success story is planned in advance, in great detail, right 
down to the ultimate “measures of the client’s success”, so there are no surprises 
for either of us at the end of the day. Then, once the client is comfortable with 
their plan and approves it for implementation, we make sure it is executed to the 
highest standards of professional excellence on their behalf and commit to 
delivering the results on time and on budget. 
 
Dan: How long have you been a coach? 
 
Linda: About 25 years now; 35 years if you count my years as a corporate 
executive coaching my staff and other cross-functional teams. 
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Dan: Why did you want to be a coach? 
 
Linda: I got into it because there is an irresistible charm associated with 
“inspiring” someone to do more, be more, have more than they ever dreamed 
possible. I was very lucky to be blessed with the gift of being able to motivate 
others to action and I wanted to respect that by developing this talent to its full 
potential and using it to benefit others.  
 
The personal benefits never even occurred to me! But WOW! By its very nature 
“coaching” is intellectually stimulating. And every assignment is completely 
different so the work is never ever boring. And in dealing with corporations you 
are always learning new and interesting things on behalf of the client. 
 
Then there are all the “youth protection benefits” nobody tells you about. The 
daily challenges of my professional practice keep me feeling young and engaged 
to life—honestly, Dan although I’m 52, I don’t feel any different than I did at 30. 
Of course, time has its way with everyone so I do look different than I did then 
but in general I feel fabulous and, as far as I know I am still sharp as a tack 
mentally. And I owe it all to the excitement that comes from working with my 
terrific clients on their success plans! 
 
Dan: What is the most rewarding part of being a coach? 
 
Linda: That’s a tough question, Dan! I’d have to say at the end of the day, there 
is no satisfaction greater than having facilitated the success of another person 
beyond their expectations! That’s why the tag line on my invoice reads “I succeed 
when you succeed!” I absolutely believe that. 
 
Dan: What is the most frustrating part of being a coach? 
 
Linda: My approach to the work is set up so everything I design for the client’s 
success is completely sustainable without my support once I have delivered their 
success story. So, I’m constantly entering into these very intense relationships 
with my clients only to have to leave them when my work is done. It does not 
matter how many times I tell myself I am not going to get “emotionally involved” 
with these people. I just can’t help it. So when it is time to part ways, it is always 
a very sad time for me. 
 
But, on the bright side, many of my clients have subsequently stayed in my life as 
personal friends and, for me, this has been an unexpected and greatly 
appreciated bonus reward for a job well done! 
 
Dan: Many people morph into coaching from some other job. What were you 
before you were a coach?  
 
Linda: I’d like to say I was born into it but that’s just not the case. Back in 1971, I 
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started out in a traditional career as a corporate executive. I was working for a 
public company in the Financial Services industry. And I was really enjoying the 
corporate life and had big plans for my future. But then we were hit by a major 
economic recession. And it cost me my dream job. I was one of the literally 
hundreds of middle managers who got dumped in a wave of terminations that 
followed. Now, I still had to keep myself in those little luxuries known as food and 
rent and absolutely nobody was hiring so that’s how I became self-employed. 
Didn’t want to do it but what else can you do in such times? But I was not very 
happy about it, let me tell you. 
 
Dan: How did this background help you become a good coach? 
 
Linda: Well Dan, here’s the thing. Whether you are working in business or are in 
business for yourself, nothing ever happens if you can’t communicate well and 
don’t understand people. Time does not change things… people do. Companies 
don’t make anything happen, people do! 
 
The truth is I did not have good people skills when I started out. But I knew I’d 
have to fix that as I grew into my corporate management role or it was going to 
keep me from moving up in the company. (and, by the way Dan, many of these 
lessons I learned the hard way but the important thing is I learned them). 
Investing in developing your people skills is critical to success. And, these skills 
are completely portable so they serve anyone well over time and are well worth 
the effort to build up. 
 
The other bonus was working in a Fortune 500 company gave me a solid 
grounding in business management and a platform from which I could easily 
relate to my clients who, surprise, surprise are 75% corporate. The corporate 
market is a client goldmine which is really great news for those listeners who are 
just breaking into coaching or who want to expand their practices, and they are 
very open to new ways of doing things! 
 
Dan: How long were you a coach before you started making a full-time income 
from coaching? 
 
Linda: It took me seven or eight months to hit a six-figure income in my first year 
of business. That was in 1983. I could not believe my good fortune! It was just 
such a lot of money at the time (and in present-day dollars it would be equivalent 
to about a quarter million $ in revenue).  
 
But the best part about it was, it just beat the pants off what I was making in my 
corporate job (and I had been very well paid for the industry), which only goes to 
prove sometimes losing your job can be a very good thing for your life! 
 
Dan: What were some of the biggest mistakes you made when you started your 
coaching business?  
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Linda: Oh boy, there’s no shortage of these I can pass along to your listeners, 
Dan! But let’s start with the one I will never forget as long as I live!  
The biggest mistake I ever made was believing clients make buying decisions 
based on price (which for me is an hourly rate). I quickly learned buying 
decisions are never, ever made on price. Now quite often, if you ask why you 
didn’t get the job they will tell you it was the price but that is because they don’t 
want to tell you the real reason for their decision.  
 
The real reason you don’t get the job is you didn’t do an effective job of selling 
the “value” of working with you vs. the cost of doing nothing or working with 
someone else… and that someone else is almost always charging more 
(sometimes a WHOLE LOT more) than you quoted for the same work! So that 
was a critical lesson for me in my first year! 
 
The second biggest mistake I made was believing everyone else runs their 
businesses with the same level of professionalism, integrity and spirit of 
abundance with which I run mine. I had more than a few hard knocks in that 
respect but I still believe in this as a place to start giving from. The difference 
today is, once a client or partner shows me their character is otherwise (and I can 
spot this very quickly), I don’t waste any more time on the relationship and move 
on without regret. But even when that happens, I still believe in giving to others 
with no concern over what I’ll be getting out of it at the end of the day. And I can’t 
even imagine living or working any other way. The world is simply too abundant! 
 
Dan: How did you overcome them? 
 
Linda: Fixing the first mistake was easy… I made a fast decision to focus on 
building my success brand as a means of illustrating the value I represent. And 
that’s what I teach all my clients and students to do also. Build your professional 
portfolio over time and let it do the talking for you because it showcases the 
consistent level of excellence provided to clients better than anything you could 
ever say about yourself.  
 
This is a much more effective marketing strategy than anything else you might do 
because it lets clients draw their own conclusions about the value of the work! 
And, just having this hard evidence for them to see and touch pretty much blows 
away all competition.  
  
The second step was making sure my client references and endorsements 
further reinforce the value of using the services. You must always be collecting 
these from your clients. When you come at the work from the perspective of 
selling and delivering “value”, the buying decision becomes a no-brainer for the 
prospective client and the discussion turns to your availability—in fact, many 
clients don’t even ask me the price until well after they’ve committed to using my 
services.  
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The final step was trusting my intuition about who to work with and when. There 
are times when I am not available when new clients would like to get started. 
Some will actually choose to go on “standby” and wait for the first opening in my 
schedule. This is a tremendous gift of support and very flattering but I’ve also 
been known to simply refer them to my competition if that is a better or more 
timely option for them. Clients appreciate that. 
 
Fixing the second mistake was much much harder for me but it is a critical lesson 
that everyone in a service profession needs to learn. You MUST overcome “the 
disease to please”. Otherwise you’ll be giving away too much for free and serving 
no one’s best interests at the end of the day. Again, it is simply a choice that has 
to be made. No matter what you want to achieve professionally or personally, 
deciding is key. Once you’ve decided, taking action is relatively easy. 
 
Dan: What marketing mistakes did you make? 
 
Linda: Ok now we’re talking big-time, costly mistakes! Let’s see… I wasted a fair 
chunk of money advertising in the Yellow Pages (this was before I learned about 
targeted marketing). That yielded absolutely nothing for me. Now I thought I was 
making a smart move because this was highly touted as something serious 
business owners should do. And I wanted to do things right. Could not have been 
more wrong about that. Corporate clients do not shop for their coaches and 
consultants in the yellow pages! Duh!! 
 
Then right after that I made another classic mistake and again it came from 
listening to others instead of trusting my own instincts. I allowed myself to be 
blindsided by the results of direct marketing to my targeted list, which had yielded 
a 33% return. And I concluded from this that mailing to a bigger, better list would 
be even more profitable. So I did a bunch of research, I studied direct mail 
marketing for months, and then I rented a blue chip list. Well, what an absolutely 
dismal experience that turned out to be. And another very costly lesson too.  
 
Frankly, it was a hard case of more that turned out to be less... much less (as in 
zero, nada, bupkiss) nothing but expenses and absolutely no return. After I 
recovered from the shock I could not believe I had been so stupid! The Fortune 
500 might buy a subscription from direct mail but that is not how they choose 
their coaches and consultants! Hello. 
 
Dan: What mistakes did you make in running the business? 
 
Linda: Dan, here’s a mistake that almost put me right out of business before I’d 
barely got off the ground! I did not have a penalty clause for a delayed start or 
cancellation built into my client contracts. Got burned there a couple of times in 
the early days, which really impacted cash flow. That got my attention real fast let 
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me tell you. 
 
Dan: What were some of the best moves you made regarding marketing? 
 
Linda: The smartest move was entering into a joint venture with Maclean Hunter 
(now they are known as Rogers Communications) in the mid-eighties. They 
sponsored all my professional speaking tours across the country for five years, 
which was the maximum commitment I was willing to make to them at the time. 
Sponsorship meant they underwrote all tour expenses, handled all the logistics, 
arranged all the venues, and did all the marketing and promotion at their own 
expense.  
 
I could never have afforded the advertising and direct mail campaigns they 
executed while promoting my personal appearances and seminars and the 
“Financial Post” brand added credibility to my name. This national exposure 
rapidly built my image as a leading expert. That was exactly what I had wanted 
from my relationship with them. The money they paid me to appear on their 
behalf on top of it all was a total bonus!!).  
 
I know for a fact that the opportunities for reward and professional recognition 
would not have come as quickly or from as many places without this sponsorship 
deal even though my commitment to building a reputation for professional 
excellence would have been the same had I turned their offer down. 
 
Many people are still successfully using this same model to promote their own 
tours. For example, Oprah has the same relationship with Unilever that I had with 
MacLean Hunter. Your listeners may have noticed Dove, a global brand of 
Unilever, sponsors her “Live Your Best Life” events and runs major advertising 
campaigns on her web site and in O magazine. 
 
But you don’t have to be an Oprah to have a corporate sponsor or enter into a 
strategic alliance or joint venture! I was an absolute NOBODY when I was first 
asked to do this. So I would say to your listeners please, don’t miss opportunities 
to get out there on the professional speaking circuit and take all sponsorship 
offers seriously … the payoff is huge! 
 
Dan: What were some of the best moves you made regarding running the 
business? 
 
Linda: The very best thing I ever did was move to getting paid in advance. This 
was something I implemented in the mid-eighties after a client defaulted on their 
start date and didn’t bother to tell me they had changed their mind about moving 
forward! I didn’t have an operating line in place at that time and had turned away 
other client business, which was not recoverable. 
 
However, my philosophy has always been that everything that happens to me 
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happens for my better good, no matter what it is and no matter how it feels at the 
time. And this is a perfect example of that. Had I not been left high and dry 
finding myself with a lot more month left at the end of my money, I probably 
would never have thought of creating an “advance billing” program. But there’s 
nothing like having bills to pay and no money coming in to get your butt into high 
gear when it comes to selling such a radical concept. And get this… clients 
absolutely LOVE it. Who knew? 
 
Dan: How did you set your fees? Hourly? Project or Value based? 
 
Linda: With one exception, I charge clients by the hour (and the hourly rate varies 
depending on what it is I need to do with or for them). When negotiating the 
service contract, we agree on the number of hours they want to purchase each 
month to have on account, the hourly rate, and a date for their recurring billings. 
In effect, this puts them on an equal billing program for a specified duration, and 
it is very easy to administer for both parties.  
 
Here’s how it works: Invoice #1 goes out on the date agreed. The check is due 
back to me in 10 business days. I do not come to their site or begin the work until 
I have received the first payment.  
 
It may happen the client does not use all the time purchased in month #1. If this 
is the case, the remaining hours are credited to their account. The next bill is still 
issued on the billing date for the amount agreed. It could also happen they use 
more time than what they had purchased. The charge for this extra time is 
always added to the current bill.  
 
In all the time I’ve been operating this way, over the course of a contract the 
clients have never used less time than was billed. But it does mean I must 
manage the transition period between contracts carefully because clients always 
have a month’s worth of hours “in the bank” so to speak. This is a minor 
inconvenience, which is totally offset by the freedom that comes with not having 
to worry about cash flow. 
 
The exception client has one very large initiative I am working on. Their “success 
story” is not due until Nov. 2009 and my fee for this assignment is 10% of the 
gross or $5M on delivery, whichever is greater. I’ve been working on this 
assignment off and on since 2002 but the work is so interesting and the payoff so 
great I don’t mind the compensation delay. 
 
Dan: How did you come to that decision? 
 
Linda: Deciding to go with an hourly rate was the only way to go for me… you 
cannot do a good job for your client if you are feeling bitter and resentful about 
compensation or are feeling you are being taken for granted. But only you can 
decide how much your time is worth and what you are willing to do for it. That is a 
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responsibility that can never be delegated.  
 
Knowing what to charge per hour is a struggle many of my clients face. There are 
formulas I teach for calculating this fee which eliminate mistakes in this regard. 
And let me tell you, there are some clients you should not work with for any 
amount of money! I had one of those once and we can add that to my list of 
mistakes I won’t be making again! 
 
Dan: How did you justify those prices to clients who are unfamiliar with the prices 
of coaches? 
 
Linda: I never, ever justify prices to clients. That would presume I do not know 
my own worth or believe in my own value. And, if I do not believe in it, why 
should they? 
 
Dan: How do you get new business? 
 
Linda: My new business comes through referrals. I deliberately grew the 
business by reputation. And there are many no-fail ways of doing that so really, 
all you need to do is find the ways that bring you the most joy and personal 
satisfaction when all is said and done.  
 
My company does not have a listed telephone number and my home telephone 
number is not in my name. So, you can really only find me through someone who 
knows my work or has used my services. Believe it or not, despite this, people 
have not had a hard time finding me and, once they do, they are reaching me as 
“pre-qualified” prospects—in a way I suppose that makes it seem like a bizarre 
example of reverse marketing. But I think it speaks to the notion if you 
consistently do excellent work, and believe completely in the value of what you 
do, the work will find you with very little effort on your part. 
 
Dan: How do you keep current clients? 
 
Linda: Actually Dan, I don’t keep my clients. The nature of my business is I go in, 
I work with the client until their success story is delivered, and I build into their 
plan that I will leave them with everything they need to sustain the success 
without any future assistance from me. Of course, I never stop believing in or 
caring about my clients and, as I mentioned earlier, several have become friends 
following our working together but the idea is, I go in, we do it, I leave—end of 
story. 
 
Dan: Do you think you run your business differently than other coaches? If so, 
how? 
 
Linda: To be honest, I have no preconceived ideas about how other coaches are 
running their businesses. I’ve just always focused on what is right for me and 
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what fits with what I want for my life. You just can’t go wrong with that. When it 
comes to running the business, the only question I’ve ever asked myself about it 
is “is what I’m doing working or not working?” and, if it isn’t working the way I 
want or need it to, “what do I have to do to change it so that it will?” That’s 
exactly the same advice I give my clients and students! It’s a very empowering 
approach, don’t you think? But your question is about differences and in that 
respect most of the coaches I know do not bill clients in advance and most hope 
for an ongoing professional relationship.  
 
Dan: What roles do advertising, websites, ezines and blogs play in your 
business, if any? 
 
Linda: Actually, I don’t do any of these things in relation to my professional 
practice right now. But this doesn’t mean I never did them or that they aren’t well 
worth the investment of time and energy.  
 
With respect to advertising, the clients’ success is my best advertisement but the 
work is set up to ensure they personally get all the credit for that—my name 
rarely comes up and usually does not appear on the record.  
 
I don’t have a web site, ezine or a blog. Those options were not available when I 
was building my practice in the eighties. But I did spend those 5 years on the 
road doing 10-12 seminars per year—we talked about that earlier. And as I was 
coming near to the end of that run in year 4 I launched a subscription newsletter 
and sold it for 4 years or so until about 1989. Just that small amount of effort 
gave me the benefit of multiple revenue streams for 6 or 7 years while I built up 
the practice. And, as a direct result of that effort, I was able to build the 
company’s reputation to the point where I didn’t have to do anything beyond a 
good job for the next 20 years! So for your listeners who are wondering if they 
should spend time on these types of things, the answer is a definite yes! 
 
Dan: What role does referral marketing play in your business, if any? 
 
Linda: Couldn’t survive with them! Referrals are and have always been the 
mainstay of my business. Coaching is very personal and intimate work, even 
when you are dealing with corporate clients. But I don’t think I would have 
created such a large base of referrals had I not done those seminars and the 
newsletter in the early years of the business. Activities like that are important for 
fueling growth and should be carefully considered as excellent lead- and referral-
generating options. 
 
Dan: Do you host seminars or retreats? 
 
Linda: No, I do not host public seminars. By choice I have not been involved in 
that in over 20 years. I highly recommend doing them though, they are very 
valuable for building a professional reputation--my results speak to that and there 
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are many other coaches who do very well with them also. Every now and then I 
find myself wondering if I’d like to do them again on a more exclusive scale but, 
thus far, the answer has always been no.  
 
I am in favor of retreats though. My idea of a retreat is to hang out alone for some 
deep and uninterrupted thinking. I do at least two retreats each year to focus my 
mind and I recommend taking time for this to others also. 
 
Dan: Is speaking a part of your business growth strategy. If so, please explain 
your goals. 
 
Linda: In relation to my practice, it was absolutely the greatest contributor to my 
business growth and I highly recommend it! It was definitely one of the smartest 
things I ever did. I started training with Toastmasters International and have read 
volumes on the subject of professional speaking but you know Dan, nothing 
beats actually getting on stage and doing it. I love this aspect of my work and the 
adrenaline rush is highly addictive! It’s total magic for me! If you are a coach who 
likes to talk, the stage is a great place to be and it’s good for business too, plus 
they pay you just to talk… how cool is that?! 
 
Dan: Is book writing/publishing part of your growth plan? Please explain why it is 
or isn’t.  
 
Linda: I do have a book coming out in the next year. The title is Extreme Self-
Esteem, but it is not related to my business. My plan for the practice is to wrap 
things up and move on to something completely different for my sixties so, just a 
few more years left to go.  
 
But, I do want to make the point that a good book is a great business card! It is 
well worth the time to produce one if you are just getting started in the business. 
The important thing is to do a proper job of it. That’s where most people need a 
little help—in the execution phase. A mediocre book does not serve anyone well. 
It takes dedicated time and effort and more than some know-how to create a 
high-quality information product. 
 
Dan: How many hours a week do you spend on client contact?  
 
Linda: In a typical week, I work with clients no more than 4 days and make 
myself available Monday through Thursday. Recently I started thinking about 
cutting that back further to just 3 days a week working with clients from Tuesday 
through Thursday so I can have a 5-day weekend. Eventually, I’d like to reverse 
work weeks and weekends and sell two days only with five days off! Wouldn’t 
that be sweet? 
 
Dan: How many hours a week do you spend on marketing the business? 
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Linda: I am marketing the business every hour I am with a client because the 
bottom line is I AM the business. It’s the same for all coaches and consultants. 
But, when I leave the client, I do nothing further. At home, I am just at home. I 
very rarely talk about my business socially. If asked, I will explain what I do—but I 
never offer it up as a source of conversation. 
 
The exception to this rule is when a current client contract is about to come to an 
end. In this instance, about 90 days beforehand I let it be known I will soon be 
coming on the market again and mention when I expect to be available to 
consider other client assignments. That 90 days is important for your listeners to 
note because it takes about that long to put a new corporate client deal together. 
So, if you decide to venture into this lucrative market and don’t want to have 
unproductive downtime, the 90-day factor is key to your advance planning. 
 
But let’s rewind back to the eighties when I was first executing my plan for 
building the business. If you consider the seminar and newsletter work as my 
primary marketing tasks and look at the 240 billable days in a year (taking into 
account two weeks off for vacation) the scenario comes out like this. In years 1 to 
3, with the seminars only I was spending 20% of my time on marketing, in years 
4 & 5 with both seminars and the newsletter going I was spending 30% of my 
time on it, and in years 6 & 7 (newsletter only) I was spending just 10% of my 
time on marketing. But here’s the big payoff… having achieved my marketing 
goals, for the next 20 years (years 8 through 27) I have not had to do any 
marketing at all beyond client work. 
 
The key lesson here is there is no fixed formula for what % of time to spend on 
marketing. The reality is the ratio is always changing depending on what 
activities you have on the go or want to implement. You must plan what it is you 
will be doing to grow your business and you must know what the measures are 
for determining whether or not that plan is working. It’s rather like being your own 
coach in this regard (or deciding to hire one to help you if that’s easier in the 
short term). 
 
Dan: How many hours a week do you spend on administration? 
 
Linda: I spend an hour or less a day on administration Monday to Thursday and 
generally less than 6 hours a week in total. In this time I am including things like 
calls and call backs, maintaining my calendar, filing, billing, managing client 
relationships and doing business research and planning. Being a morning 
person, I always schedule these admin tasks for the end of the day. This is key! 
For the most part, I’m a fairly well organized person and I don’t lose valuable 
billable time to administrivia. There are times though when my purse gets way 
out of hand and that’s always a bad sign so I try not to let it go on too long! When 
that purse goes to hell, it’s a big clue I’m off track. 
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Another tip I can offer your listeners is to develop the habit of planning 
tomorrow’s work today. I keep everything on my plate in a “holding pen” and put 
only the priorities for that specific day on my calendar. This keeps me from being 
overwhelmed by the number of things I need to do and lets me focus on what 
must be done now with greater success and no stress. 
 
If there is something that needs doing that can’t be accomplished in the Monday 
to Thursday admin timeslot, I will allocate up to 3 hours for it and usually do it 
Friday morning so the rest of my time is free and clear. I don’t even turn on my 
computer most weekends (except to look up movie times or hook up with 
friends). 
 
Preparing the annual financial statements and the corporate tax returns is the 
only time a few more hours may be required in a given week but this only 
happens once a year. And I also spend an extra day or two every two years or so 
updating my professional profile and portfolio so they are always current. That’s 
about it. My rule of thumb is if I’m spending more than 10% of my billable time on 
administration, it’s not good so I try to keep it under control and pay close 
attention my performance in this area. 
 
Dan: Percentage wise, how much time do you spend on 
clients/marketing/administration/other business pursuits?  
 
Linda: Dan, here’s the best tip I can pass along for maintaining balance! Always 
look at the bigger picture! I manage my time by the year spending no more than 
50% of it in total on the business. To run the business, 10% is my guideline for 
administration. If I were doing any marketing beyond the billable day, I would 
keep that to 10% unless I was implementing a major initiative, which bumps it to 
20% for something I know how to do and 30% for something I must first learn 
how to do.  
 
For someone in a startup situation, you’re looking at a different scenario entirely. 
In this case, in year 1&2 I would advise planning 20% for admin until all your 
back office processes are working and 30% for marketing leaving just 50% for 
those billable hours. Not realizing this is going to be a requirement is why so 
many people make critical mistakes setting their hourly rates when they are just 
starting out. It’s also why they end up feeling the business is running them 
instead of them running the business. 
 
Now Dan, there is one thing you haven’t asked me about that is even more 
important than marketing and administration. And that is the number of hours 
invested in ongoing education. Coaches and consultants need to be constantly 
learning. Every week I spend anywhere from 5 to 8 hours expanding my 
knowledge on behalf of my clients and my business.  
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Dan: Do you have a staff – onsite or virtual?  
Linda: No, I don’t have a staff; I keep things very simple in my practice. I hire out 
the tax accounting because that’s not the best use of my time. Most of the client 
work occurs in my head (after all I’m really renting out my brain to my clients) and 
I don’t need an assistant for that—at least not yet. If I did need an executive 
assistant though, I would go virtual—definitely—it makes the most sense to me, 
especially if you want to keep overhead low (and who doesn’t want that?)! 
 
Dan: What tasks would you assign to them? 
 
Linda: I would let my virtual assistant do event planning, calendar management, 
sourcing, and travel arrangements. I could probably also let go of a lot of my 
research-related tasks and free up those Mondays I’ve been thinking about! And, 
although I’m thinking of winding down my practice soon, for my other 
professional activities I can assign them web-related maintenance and contract 
management as well. 
 
Dan: What advice do you have for managing them? 
 
Linda: Hire the best talent, pay them well, and then let them do their job! Give 
them all the credit for what works well and just enough guidance for what doesn’t.  
 
I think it’s important to always tell your staff the truth. Don’t expect them to read 
your mind (or worse, your behavior, toward them). And the best tip I have for 
working effectively with your staff is always treat others as they want and need to 
be treated (not as you want or need to be treated). In the end, you’ll all be much 
happier for it. 
 
Dan: How do you balance your work life and your personal life? 
 
Linda: Actually Dan, I have a very simple plan for this! I maintain just one 
calendar and it has all my personal and professional stuff on it. At the start of the 
year, I plan it out like this:  
 
First (and this always goes in first), I map out all the strictly R&R time I am 
allocating to myself (46% of the year, 24 weeks off total).  
 
Then I map out my planning and prep time (5% of the year, 3 weeks total).  
 
That leaves 49% of the year or a total of 25 weeks available for work (and that’s 
the time I make available for sale to my clients). 
On top of that, in a given year, there are dates when I am not available to clients 
for any amount of money and these are highlighted in my contracts so there can 
be no misunderstanding these dates are not negotiable.  
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They include, my children’s birthdays, their “special” days (which we celebrate 
like Mother’s & Father’s Day except it’s a day just for them), the first day of 
school, the last day of school, 1 day per quarter for myself, my own birthday and 
whatever other dates I’ve tagged onto long weekends and Christmas to create 
mini-vacations for myself and the children. 
 
Dan: Do you have any children living at home? 
 
Linda: Yes, my son Harley is 14 and my daughter Sam is 12 1/2 (going on 18)! 
Their social lives have really started to take off so they aren’t home much on 
weekends anymore but I sure do get to see the neighborhood from one end to 
the other as neither one is old enough to drive yet. 
 
Dan: Are you married? Does your spouse play a role in your business? 
 
Linda: You know Dan, I would absolutely love to be married again and, for the 
right man, I’d really make one hell of a wife! The reality is you just don’t know 
what the future holds… and certainly I was caught completely off guard by the 
sudden loss of my husband.  
 
But, I’ve always lived in the “now” and right now I’m available so I’m keeping my 
mind and heart open as I make my way through that crazy world known as 
Internet dating! I do know of couples that work and live together successfully but I 
really don’t know if it would be right for me. I suppose it really depends on the 
new spouse should there be one out there just waiting to find me! (Oh, and if that 
person is listening now… my nickname on Lavalife is A Beautiful Mind.) 
 
Dan: What would you tell a coach who is starting out, on a dark, dreary day when 
everything looks bleak? 
 
Linda: First I would say, quitting is easy; but you’ll hate yourself in the morning.  
 
Every person I’ve ever known who went into business to build something from 
nothing has had bleak moments and suffered self-doubt (including me—there’s 
no question about it)! But inside those moments is the seed of something greater 
than the circumstances you are facing. All you have to do is look for it. It’s very 
important to understand that courage is not found in being certain of the outcome 
when you take that next step but rather in embracing the uncertainty and taking 
the step anyway.   
 
And while you’re stepping into the unknown, make sure you stay away from all 
“negaholics”… they’ll suck the life right out of you.  
 
My second piece of advice is, be extremely good to yourself--especially when 
you don’t feel you deserve it because that’s when you need it most.  
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And, finally, remember life rewards action so get out there and just do it. Success 
is waiting to find you. All it needs you to do is believe. That’s what I teach my 
clients, that’s what I have learned from my students, and that’s what I know for 
sure. 
 
Dan: Thanks, Linda, for a very informative session with a very unique 
perspective. Thanks everyone for joining us today. This is Dan Janal from PR 
LEADS wishing a great day.  


