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Welcome to IMPACT
IMPACT - Intense Mixed Performance Accelerated
Cross Training
Welcome to the IMPACT Method Certification
Training Program. IMPACT is the premier group
personal training program that allows experienced fitness professionals to independently
reach more people, become recognized as an
expert in their community, use a proven turn key
system, produce fantastic results for your clients
and increase earning potential exponentially.
John Spencer Ellis Enterprises has taken everything they have learned in the last two decades,
including over 10 years of successfully conducting camps and training top coaches for the
Adventure Boot Camps all over the USA and in 9
countries, and has poured those resources into
the creation of the IMPACT training method. IMPACT is the most efficient, effective and powerful
group fitness training system that is the answer
to your dreams of being a respected fitness professional who can make a lasting impression on
everyone you influence and earn a respectable
income.
This program will attract a variety of leading
coaches, group fitness instructors, martial artists
and personal fitness professionals. We assume
you are experienced and understand exercise
science, nutrition science, conditioning and
kinesiology as well as have experience as a fitness leader. The minimum of a current a fitness
certification from organizations such as NESTA is
also mandatory.
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To become a certified IMPACT coach, you must complete this home study
course and successfully passing the multiple choice exam. Once the IMPACT
exam is submitted to our office and you pass, you will receive your certification. The exam must be submitted prior to conducting your first IMPACT
Class.
Before going any further with the IMPACT program, print out the licensing
agreement and mail to address below or fax to 949-589-8216.
Completed answer sheets are to be submitted to:
John Spencer Ellis Enterprises, c/o IMPACT
29811 Santa Margarita Pkwy, Suite 500
Rancho Santa Margarita, CA 92688
Answer sheet cannot be faxed.
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Check List for Getting Started
1.	Listen to the 7 Audio lessons. (Transcripts are in this manual)
2.	Review and customize all of the Forms & Documents on your
Disc
3.	Watch all of the exercise videos
4.	Secure a location (indoors and or outdoors)
5.	Set up your website with Koenig Creative www.IMPACTPlatinum.
com
6.	Begin Marketing in person and on the web
7.	Update professional liability insurance (if needed)
8.	Order equipment
9.	Order t-shirts
10.	Become familiar with the website and how it operates including
tutorials
11.	Schedule your assessments / nutrition seminar (date & location)
12.	Review and Rehearse your Nutrition Seminar Power Point &
Handout
13.	Perform all of the workouts yourself
14.	Print registrants health history, food logs, seminar handouts
15.	Review the exercise videos
16.	Print the workouts & attendance forms
17.	Conduct a trial of an IMPACT class at your location
18.	Collect all testing equipment, music, client files and fitness
equipment in a secure and accessible place
19.	Participate in forum in Fitness Fortunes
20.	Remain active in Fitness Fortunes
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IMPACT Audio Outlines
1.	The IMPACT Method

a.	What it is – Intense Mixed Performance Accelerated Cross Training
i.	USP
ii.	The IMPACT Trainer
1.	Certified professional
2.	Experienced one on one
3.	Career minded
4.	Skilled
5.	Understands fitness testing, injuries

b.	More than a Workout - A Lifestyle Program
i.	Nutrition Seminar
ii.	Pre & Post Assessments
iii.	Weekly Weigh Ins
iv.	Weekly Food Log Feedback
v.	Daily Re-powering e-mails
vi.	Productive Workouts
vii.	Support
viii.	Accountability
ix.	Fun

c.

What clients can expect

i.	Great cross training
ii. core strengthening & conditioning
iii. lose weight and fat
iv. superior performance and conditioning
v. improve strength
vi. better agility, foot work, speed & balance

d.	Dif ferences between ABC & IMPACT

i.	Start and stop any time
ii.	Steady income monthly
iii.	Men, women, co-ed
iv.	Any hour time
v.	Indoors or outdoors
vi.	Higher price point than camp – lower than one on one
vii.	Minimal equipment
viii.	Workout Format
ix. You get the workouts
x. 3 days per week
xi.	No territory – you take it with you

e.	Building and Growing the Business
i.	Monthly calls
ii.	Web Support
iii.	Updated Marketing ads

f.	The Competition
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2.	Leadership – Going from One on One to Thrilling
Groups of 8 – 30
a.	Introduction - dedication to this program increases, your leadership increases and therefore so does your success.
i.	Skill of instructor makes or breaks the program
ii. You set the tone and the precedence
iii.	Look the part
iv.	Be organized
v.	Be confident

b.	Make everyone feel important

i.	Expectations
ii.	Tools for success
iii.	Speak to current members /testimonials
iv.	Keep it simple
v.	Begin the education process
vi.	Encourage, Camaraderie
vii.	Get to know them personally
1.	Review their health histories before you meet them

c.	Instruction

i.	Create a sense of belonging
ii.	Communication - in person, e-mail, voice mail, over deliver
iii.	Tell, Show, Do – terminology, form, cue
iv.	High Energy
v.	Be Maximally prepared
1.	Be early
2.	Look for teaching opportunities

d.	Involvement

i.	Recognition – do so in front of peers
ii.	Socialization – introduce people, praise them
iii.	Enhance commitment

e.	Achievement – set objectives / goals for yourself & the client
i.	Understand some people our outgoing or reserved, task or people oriented

f.	Improvement – continually strive to improve your leadership – be
a better communicator, edu-tainer, engage your students,
i.	Go from basic to advanced to masterful leadership
g.	Fun
i.	Make it enjoyable – our best work takes place when we enjoy it
ii.	Let your personality come out
iii.	Be Happy, success oriented, able to accept feedback
iv.	Don’t focus on the difficulty of the workouts (or running the business)

h.	Leadership in the nutrition seminar – first interaction

i.	Be assessable, knowledgeable, confident, entertaining, funny, humble, excited to be
there, relaxed, lively, direct, inviting, loud
ii.	Don’t be lecture oriented, reserved, aloof, show-off, braggart, dull, rude, insulting arrogant, wordy, slow, quiet
iii.	Visual, auditory, kinesthetic
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i.	Leadership in your business – focus on the most important priorities and your production increases
i.	Give something up when you begin impact
ii.	Pareto Principle 80 / 20 Rule
iii.	High importance / High priority tasks
iv.	Leaders - Initiate, plan, lead invest, prioritize, connect
v.	Reflect more, live more, risk more, lead with consistent excellence
Conclusion – Successful leaders are constant learners. It’s an ongoing process, a result of devotion and
perseverance. Everyone had the potential to be a great leader. It does not happen over night – it happens over time and with practice.

3.	In Person Marketing – The Original Social
Networking

a. Your message – maintains your focus, focus on small group training. Why do people want it and how can it make their life better?
b. Your audience – who are they – what makes them tick – what do
they want?
c.	Become a Celebrity (use current events)
d.	Free Publicity
e.	Seminars
f.	Referrals
g.	Groups / clubs / associations
h.	Community /Special Events
i.	Schools / PTA
j. Youth Sports, Coaches
k.	Prospects, Past & Current clients – personal notes and phone calls
l.	Retention & Renewals
m.	Promotions – Intro class
n.	Money Back Guarantee
o.	Articles
p.	Joint Ventures – share the costs and the rewards
q.	Medical Professionals
r.	Vehicle
s.	Keeping Current Clients – satisf y customers – treat them like royalty and like family
i.	Monthly Membership
ii.	Contests
iii.	Focus on Results
iv.	Bring a Friend Day
v.	Referral Fees
vi.	Align with a naturopathic doctor
vii.	Educate about De-training

t. Competition
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4.	Virtual / Print Marketing

a.	Start up Campaign
b.	Print
c.	Virtual
d.	Social Networking
e.	Video – be clear about your competitive advantage, be
compelling, be professional, focus on benefits rather than
features
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5.	Running the Program
a.	Finding a location
b.	Group Assessments
c.	Tests

i.	Weight / body comp /circumference measurements
ii.	Blood pressure / RHR
iii.	Push Up Test

d.	Pictures every month – single and group
e.	Nutrition

i.	Nutrition Seminar
1.	Get to know them
2.	Clean Eating
3.	Hydration
4.	Sleep
5.	Stress
6.	Tips to be successful in the program
7.	Host on the Sunday night before begins on Monday
ii.	Food Psychology Coach
iii.	Diet Guru
iv.	My Nutrition Store

f.	Workouts

i.	Program begins on the first Monday of each month
ii.	Auto renewals
iii.	People can join any time
iv. 3 x weekly - Same days time
v. 55 minutes – little rest
vi.	High intensity
vii.	Specific format – 5 components
viii.	Adjust for abilities
ix.	Intensity builds each week of the month
x.	Make adjustments for each ability level

g.	Forms
i.	Online registration / health histor y
ii.	Assessment
iii.	Food Logs
iv.	Program / Instructor evaluations
v.	Goal Setting
vi.	Attendance / contacts
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6.	IMPACT Administration, Profitability & Niche
Markets
a.	Administrative Administrator

i.	Registrations
ii.	Create rosters / attendance forms
iii.	Phone List / outlook contact list
iv.	Update Website
v.	T-shirt list / order / sort
vi.	Data Base / newsletter contact list
vii.	Place Ads
viii.	Reconcile payments / expenses
ix.	Collections
x.	Goodie bags, prizes, awards, certificates
xi.	Welcome letter / food logs / meal plans
xii.	Print handouts – nutrition, food logs
xiii.	Create Newsletter

b.	Assistants

i.	No assistants – everyone must be certified to lead / assist

c.	Add On’s

i.	Personal Lifestyle Coaching sessions
ii.	Nutritional Counseling
iii.	Grocery Shopping Tours
iv.	Cooking Classes
v.	ABC Cook Book
vi. iPod Workouts / online workouts
vii.	Heart Rate Monitors

d.	Profitability

i.	Start Up costs
1.	Equipment (dumbbells, med balls, jump ropes, bands, cones) $500 – 1000
2.	Vehicle windows or car wrap - $ 150 – 3,000
3.	Insurance $ 180
4.	Start up Marketing 3K
5.	Website?
6.	Rent – Variable – free – 500 a month
ii.	On going monthly expenses
1.	Rent – 0 – 500 a month
2.	Invest in equipment – variable (annual budget – 1K)
3.	Marketing 1 – 2K
4.	Administrator $ 400.00
5.	T-shirts – promotional items $ 300
iii.	Pricing for classes
1. $ 20 per session = 240 monthly
2.	Smaller classes or specialty classes could be higher - $ 25
iv.	Income potential
1. 8 – 30 students at @ 20 = 1,920 – 7,200 monthly per class
2.	Up to 3 classes per day = 5,760 – 21,600
3.	Additional potential income (supplements, grocery tours, cook books, referrals,
cooking classes, funnel to other programs)
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7.	The IMPACT Workouts
a. 5 Components

i.	WP – 5 min
ii.	SAQ – 10 min
iii.	Strength – 20 min
iv.	Cardio – 10 min
v.	Stretch – 5 min

b.	Equipment standard & bonus
c.	The Session - review

i.	Program begins on the first Monday of each month
ii.	Auto renewals
iii.	People can join any time
iv. 3 x weekly - Same days time
v. 55 minutes – little rest
vi.	High intensity
vii.	Specific format – 5 components
viii.	Adjust for abilities
ix.	Intensity builds each week of the month
x.	Make adjustments for each ability level

d.	Progression

i.	Diversification – don’t let them get board

e.	Education

i.	Edu-tainment
f.	Niche Markets – modifications for:
i.	Interests - Weight Loss / Size / sports conditioning
ii.	Corporate
iii.	Skill level
iv.	Age – Youth, baby boomers
v.	Gender – Women, Men, Co-ed
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Audio Transcripts
On the following pages you will find the audio transcripts of the audio mp3’s you received in your certification program. You can choose to listen to the audios and follow along in the manual for note taking. Some
people prefer to learn by listening, others visually, and having both along with the outlines for quick references provides the bulk of the information you will need to conduct a successful IMPACT training program.
NOTE: Some transcripts are from recordings we later revised. Some transcripts may differ from audios in
program. In the past, IMPACT trainers were charged a separate monthly fee for ongoing ads, coaching calls,
etc. Now, you get 2 months of Fitness Fortunes coaching as part of your program. Nearly all IMPACT coaches stay beyond the 2 months because of the great content, coaching and value. All of your additional coaching and materials are now within Fitness Fortunes.
The Audio Transcripts are a recording of both Dr. John Spencer Ellis and Kelli Calabrese. Dr. John’s dialog appears in red and Kelli’s is in black.

Audio #1 – The IMPACT Method. What is IMPACT ?
Introduction
Hello, and welcome to this introductory lesson for the IMPACT program. I’m John Spencer Ellis and with
me is Kelli Calabrese and we are so excited that you have decided to be a part of the IMPACT Method and
so first and foremost, welcome and thank you for trusting us to guide you to have a completely successful
fitness business.
Do you want to start with a few initial words, Kelli?
Sure. The word “IMPACT” is so exciting and trainers have already given us feedback about how they love
that word “IMPACT”. John came up with this name and what it stands for is Intense Mixed Performance Accelerated Cross-Training, and that’s exactly what this program is about.
When John first contacted me about the IMPACT Method, it had come from years and years of research that
his team had done as well as current information that we has learned. So John, I’ll let you really talk about
how this emerged since this is your idea and your baby.
Well, and you’re certainly a big part of it too so I don’t want to down play that any. The idea for IMPACT
came out my insatiable curiosity for what’s next and as many of you know, we started the Adventure Boot
Camp program in the year 2000 and over 10 years have passed and we’ve learned a lot and some things
have morphed over time and so we’ve taken a little bit from Adventure Boot Camp.
In addition to that, we’ve had some of our staff at NESTA, the National Exercise and Sports Trainers Association, do research in training and development with the Navy SEALS and the boat team down in Coronado in
the San Diego area of Southern California and in addition to that, we do work with professional and amateur mixed martial artists and through that and our own independent research and curiosity and watching
videos and experimenting and seeing what works and seeing what doesn’t and what makes sense and also
what’s fun, through all of that and a lot of perseverance, the IMPACT Method has been developed and then
I turned it over to Kelli and said, “Help me make this into a logical format that is chronologically appropriate,
safe, effective, fun, and then let’s make it into an effective business model to where all fitness professionals
can live their dream and have a career that is financially fulfilling and personally rewarding.” So that in a nutshell is the foundation for IMPACT and how it came about.
13

And John, you mentioned Boot Camp. Now, a lot of
people listening to this will be familiar with the Adventure Boot Camp program. Some of them intimately familiar as coaches and one of things that really
interested me was he said, “Kelli, I want you to pick
IMPACT up where the Boot Camp program left off and
take it beyond that. So everything we learned that
was great about Boot Camp, any shortcomings about
Boot Camp, and then all the new things that we’ve
learned since then, let’s take that and just put it into
this program, pour it in, and really give the trainers
something that they can sink their teeth into that will
just work for any professional trainer.”
That’s right, and it’s really a – it was birthed because
of the things that we’ve learned just over so much
time and so much great input from a lot of very, very
talented, intelligent trainers who gave us feedback, let
us know what they liked and didn’t like, but you have
to understand too, there’s a tremendous amount of
scientific research that has gone into this.
On a side note, aside from the scientific research and
the practical application, this makes sense for a few
logical reasons and one is that you can make a lot of
money in a short period of time while positively affecting the lives of many, many people each day, each
week, each month, and each year as well.
John, over the last two plus decades that we’ve been
in this industry, we’ve seen so many trainers who
have tried group personal training. They know that’s
its hot. They know they can earn more money yet
somehow they have fallen short of really doing it
successfully. They may have had mild success going
from one-on-one to maybe one-on-two or one-onfour, but what we found is that the trainers just love
to model what works and we know that this program
works and at NESTA you’ve just perfected creating
these turnkey programs. One of my favorite things
about NESTA and JSE is not only are we going to teach
them how to run a successful group personal training
program, but we’re giving them the entire business
model turnkey, ready to go with everything that they
need, step-by-step, paint by numbers.
Absolutely, and that’s what I always felt was missing
from other fitness systems or associations or organizations. There’s some great education out there – phenomenal, and I appreciate all those efforts and yet, at
the same time, there’s a lot of trainers who are incredibly intelligent and incredibly broke and that’s no
fun, and that doesn’t create longevity and it certainly
doesn’t create a love for the industry if you can’t really
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live the life that you want to live. So it’s important
that we put it all together, and that’s exactly what
IMPACT is all about.
Some the trainers are what my good friend Phil Kaplan calls “busy but broke.” For a second, I just sort of
want to talk about what we envision about who the
IMPACT trainer will be. Coming into the program, we
already expect that you are going to be a certified
or even better yet, degreed fitness professional who
has experience and extensive experience working
one-on-one. You’re going to be somebody who is
very career-minded and business-minded. You might
not consider yourself business-minded yet, but we’re
going to help you to do that as well. You might also
be somebody who’s skilled who’s going to be able
to take the information that we’re giving you in this
program and really adapt it to your unique setting
because we know there is no specific career path or
no one studio that’s like all the others. Your different
skills and experiences will bring value to the program.
So whether your background is martial arts or if it’s
the military, or if it’s Pilates or group fitness, that
you’re going to take those skills and infuse that in
this program, and we’re also assuming that you
understand fitness testing, you know how to handle
injuries. So if, right now, you feel like you are not at a
point where you can handle those types of scenarios,
we want you to go back to that primary certification,
review those basic fitness testing, handling injuries,
and so forth. This is not going to be covered in this
program.
That’s right. We are under the assumption that you
are well-versed in this, have a credential in it of some
kind, are competent, and comfortable, and you’ll
always exude the highest level of personal excellence
as you perform your task as a fitness professional.
And even regardless of your background, we feel
so strongly about your ability to professionally lead
these group training workouts as well as this program, that we are going to dedicate an entire audio
to leadership because even if you’ve been a group
trainer, even if you’ve been a longtime career personal trainer, we can always still take it up a notch so
we want to give you even more fine tuning about
leading this group so that you can absolutely pack
these classes, thrill your clients, get them outstanding
results, and ultimately get to a point where you can
multiply this and enjoy your lifestyle.
That’s right, and speaking of that, really IMPACT is a

workout of course, but it’s more than that. It’s really
an entire lifestyle program. Just for a second again,
I want to compare it and then contrast it with Adventure Boot Camp. Adventure Boot Camp is also
a lifestyle program, but it’s more for the kind of laid
back, easy going, “I want to just have some fun and
get outdoors and do a unique workout because I’m
bored of hanging out on the treadmill and watching the television,” and that’s okay. There’s nothing
wrong with that. The Adventure Boot Camp coach
makes a fantastic living and has incredibly successful businesses. The IMPACT program is focused on
people who are a little more fit, in general, want a
little more intensity. You can tell by the branding, the
image, and the presentation and everything, it’s just a
little more industrial, edgy, hardcore. Obviously, Kelli
and I are far from hardcore, so let’s be honest. But in
general, the branding is a little more edgy than Adventure Boot Camp. So everything you do will have a
little bit of that flare, but obviously that doesn’t mean
that you ever compromise your demeanor and have
it be edgy. I just want to put that in there.

program, but it is a program, and that includes a very
important component which is nutritional support
and we’re suggesting that each month you kick it
off with a nutrition seminar and we will get into the
details and break that out for you later in the program
regarding the focus and the purpose of that nutrition
seminar – what components it should include and
how you can really support your people throughout
the entire program with empowering them with nutrition information.

And one of the great things is that you might be
training one-on-one clients right now and the oneon-one clients may absolutely love converting to IMPACT. If you’ve been working with them one-on-one
and they’ve built up a certain level of ability, fitness,
performance, there’s something about that group
dynamic that some people just feed off of, whether
it’s the camaraderie, or they just like the intensity, or
they want that extra push or the drive, or maybe they
desire the socialization. There’s so much to the leading this IMPACT group so even if you’re wondering,
“How am I going to fit this in with all my one-on-one
clients?”, this program is going to attract a lot of your
one-on-one clients and convert them into group
IMPACT members. It’s also going to attract the people who desire one-on-one, but can’t afford it. This
clearly would be more affordable because it’s done in
a group format, so you’re going to get people from all
walks who are going to be attracted to this.

And then weekly weigh-ins. Now, we know that
there’s more than bodyweight. There’s body composition, blood chemistry, perceived self efficacy, confidence, all those things matter and yet people still
are concerned about weight to some degree, and it is
a determining factor, certainly not the only one, but
Kelli, why don’t you describe why you feel the weekly
weigh-ins are essential.

So obviously later we’re going to get into more
details and specifics about that, but again, this is an
overview. And then next we have the pre- and postassessments.
Of course, for many, many reasons, we want to include that in the program, giving your clients feedback, showing social proof of what you’re doing in
the class, motivating people with the results. We’ve
got pictures that go along with that, so of course,
we want to be able to measure the success and the
results that this program produces.

So, Kelli, I want to go over the different components
which really make this a lifestyle program. Number
one is the nutrition seminar, so go ahead with that.

Well, there’s definitely research that shows that checking in on people, (the accountability), helps them to
stay with the plan. It helps them to be honest with “Is
what I’m doing really working, and if week after week
there are no changes, what I do I need to own up to?
What do I need to change?” So just knowing that
they’re going to be weighed in, according to research,
shows that that helps to keep them on track, versus
waiting for four weeks or six weeks or eight weeks
to go by and then saying, “Oh, yeah, you know, I was
showing up for the workouts, but I really wasn’t making the changes to my nutrition.” So making it available, it’s not necessarily for everyone, but something
that will be encouraged throughout the program.

You know, John, I’ve seen so many trainers who say,
“Oh, I do group personal training,” so basically they
take their one-on-one and they add one more client to it, period, and that’s it! There’s not really a
whole lot more that goes into it. What makes IMPACT different is that it’s a program. It is an ongoing

The same thing goes for the food logs and of course,
what we always find is the people who follow the
program to the T, get the best results. The ones who
show up to the nutrition seminar, do those pre- and
post-assessments, weigh in every Friday, and turn in
their food logs every week – those are the ones who
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are the most bought in to the program and have the
most significant and dramatic transformation. The
ones who just show up for the workouts, of course,
will have fun, they’ll get more fit, but they’re not going to see those dramatic results.
And then next we have daily repowering emails and
I want to say why we call them repowering and some
of you who have been with us for a while know this,
but it’s always a good reminder, and this is something
good to also share with your clients. When you say
“empower,” it implies that the power comes from the
outside. The word, you know, “e-m” like to emboss,
emblaze, and so it’s presupposing that they don’t
have the power, but it has to come from an outside
source. But by repowering, it suggests that they
already had the power inside of them and it’s simply
your words of wisdom or encouragement or coaching
or insight that allowed them to find that power that
they already have stored inside. So that’s why we use
the phrase “repower.” Kelli, why don’t you elaborate
on that?
We will break this down when we get to its portion of
the audio, but basically on the three days of the week
that there are workouts, you will be providing them
with a supportive email and we’ll break down the
components of what that should look like and it just
is so powerful and such an important component of
the program and it will genuinely help people to stick
with this month after month after month.
And then of course, productive workouts, because if
they’re not productive, they’re not coming back.
Wait until they see these DVDs*. There is almost no
rest. The models in these DVDs are sweating and a
lot of the time, they weren’t even demonstrating using weights. There is no down time, just enough time
to recover to move onto the next segment or move.
We will explain the whole format of the workout, but
these are fat burning, sweating, muscle building routines that are fun that are filled with variety and the
clients are going to love them.
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exercise instructors, and teach a boot camp class.
They’re athletes. They have sports backgrounds. The
female athlete also, I think, ran at a national level at
Track & Field, so I mean, these people are fit and let
me tell you, throughout the days of videotaping, they
were very sore. It was tougher than they had expected and they were blown away by the workouts out
IMPACT. So just use that as a guideline. Now, that’s
not to impress you or anything. Really it’s just to say,
“Hey, these people are really fit and they were still
hurting.” So keep that in mind because the people
that you work with may or may not be at that level, so
use that as a template of sorts.
And two other points; one was that we just did a
demonstration, so these weren’t even performed for
the full 45 seconds or the minute or however long the
segment was supposed to be (depending on the level
of the client). It was simply done for demonstration
purposes and they were still fatigued. And secondly,
do this yourself. Don’t have your clients do them
until you do them first so you experience the IMPACT
method of training first hand.
That’s right. And so next I’m going to move onto
support so Kelli, why don’t you talk about that for a
second.
You know, support means emerging as the expert
that is going to be the fitness resource and nutrition
resource and the person that is the go to for your client, that you will be available to them as long as they
are a paying client of yours to support their needs
within the program. And then of course, anything
that goes beyond the program, if they need additional coaching, we’ll talk about some of the additional
things that you can add on to this. Most personal
training clients see their client for one hour and then
that’s it. IMPACT is going to go beyond that.
And then accountability.

Let me talk about that for a second too, Kelli, because
sometimes, obviously when you view a video and
you don’t know the people in it, you say, “Well, I could
do that,” or “Are they really mocking it up or maybe
they sprayed them with water to make it look effective.” I’m not sure how that’s perceived but the two
models that we had are both personal trainers, group

You are emerging as the expert. You’re checking in
on them. You expect them to be there so you’re taking attendance, you’re following up on them when
they’re not there, and you’re intimately involved with
what is going on in their life regarding their fitness
program so you are responsible to keep them accountable. When you bring somebody into this
program, it becomes a 50/50 relationship. You’re
providing the workout; they’re showing up, so it’s a
joint relationship.

*Note: Videos are now in a downloadable format

And then finally in this section, fun; you know, those
of you who have known me for a while, know that I’m

actually fairly goofy. Those of you who don’t know
me well will find that out soon enough. So if I don’t
have fun doing anything, I don’t want to do it and my
guess is that a lot of the people who do IMPACT, fun
is very high on their priority list. Obviously, they want
results. They want a safe and effective workout, but
they want to have fun, so don’t be a stick in the mud.
Don’t be so serious and even though it’s intense and
it’s focused and it’s all the things that IMPACT imply,
you also need to have an impact on the fun. So Kelli,
what do you have to say about that?
John, recently we just had 100 of our NESTA Adventure Boot Camp coaches together and talk about
energy, talk about fun, talk about just being intense
but outrageous. I can’t tell you how many people
have gone into one of the NESTA training programs,
whether it’s ABC or another or IMPACT, where they
say, “Kelli, wow, I thought training was great before,
but now this is the absolute favorite thing that I do. If
I had to give something up in my career, this would
be the last thing to go.” They just enjoy teaching
these programs and it is so much fun, way more fun
than they thought, and let’s be honest, the one-onone has a high burnout rate. Exhaustion and burnout
just set in but when you have a group, there’s just so
much more energy when you can see the changes
and you know people are relying on you, you become more accountable to them and you’re looking
for ways to keep them coming back and seeing even
more results, so this is going to take you, as a trainer,
to a higher level regarding injecting your personality
and your fun and your creativity.
So in short, have fun, make it fun for them. If you’re
not having fun, you’re not going to do it for very long.
All right, let’s – go ahead, Kelli.
We know that these programs are so instructor/trainer dependent. Just like anything else, you wouldn’t
take a class, whether it was a spin class, a college
course or anything else from some somebody who
didn’t have some sense of engagement and fun to it,
so keep that in mind and we’ll help you out with that
when we talk about the leadership.
Absolutely. And now let’s talk a little a bit about
what clients can expect. Number one is great cross
training. The reason I like cross training – obviously
it gives you fantastic results, but it certainly, for me,
eliminates the possibility of boredom.
And this is just so different from what most people
have done. Even one-on-one personal training, you
know, if they’re primarily using equipment and even

if they are standing on balance boards and Bosu’s,
this is going to tie in a combination of strength and
conditioning, performance, speed, agility, quickness,
endurance. You know, we’re pulling in Track & Field
events and they are probably going to do things that
they have not done and certainly not done in the
combination that we are providing it ever or in a very,
very long time. It might remind them of their high
school days or college days of training on a team and
for some people it might bring them back to kindergarten. That’s the last time that they did some jump
rope. So the combination is going to keep them
guessing and increase all levels and components of
fitness.
And what still, for all these years, seems to be of utmost important to people is core strengthening and
conditioning.
This is an important component of this class and
something that every one of the workouts will focus
on. There’s core work in every class and we know the
low back issues are just rampant. Eight percent of
people have low back problems so we are conscious
of that and focusing on protecting and strengthening
the back in each and every workout. We know people want a flat, firm mid section so we are conscious
of that, and there is one day of each week that primarily focuses on core strengthening and conditioning and each workout day incorporates core.
So that’s also a very good selling point when we get
to the marketing because it’s such a buzz word and
because it is so important for aesthetics and performance and longevity and your ability move throughout life. It’s a key selling point to all different markets
that you’ll be going after. And then next, weight loss
and fat loss.
You know, this is the reason that people are going
to come to the program. They want to lose those
10 pounds or those 40 pounds or those 100 pounds,
and that is going to wind up being a beautiful side
effect. Of course, we know that that’s going to happen and then the other effects will be so far reaching that they will just want to kiss your feet. So we
already know that in advance. We’ve done this, we’ve
proven it. It’s going to happen time and time again
so, of course, yes, the obvious – they’re going to lose
weight, they’re going to lose fat and then beyond
that, they’re going to achieve superior performance
and conditioning, and who doesn’t want that. Honestly, I mean, everyone wants to look great, but you
know, what good is it to look great and not be able
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to perform? So they’re going to take their fitness to a
whole new level.
And of course, they’re going to improve their strength.
Their strength may double in a short amount of time.
It could double in the first month of the program, depending on the ability and the level that people have
coming in, and that’s the beauty when they start to
come in week after week and month after month and
they start to see these changes to their strength, then
it just starts to get great. They’re going to have many
breakthroughs.
And then what makes IMPACT more unique, and a lot
of other programs too, is that it’s also about better
agility, footwork, speed and balance.
And we know as people age, these are the first things
to go. Most people, to get dressed, they’re going to
hold onto something, they’re going to sit down to tie
their shoes, so these things go quickly and they’re going to get them back with IMPACT. This is going to be
one of the things that they might think that they need
the least, but when they get into this program, they’re
going to see how poor these components may be,
but they’re going to improve in these areas quickly.
And then – we’re going to shift gears here just a little
bit and talk about the difference between Adventure
Boot Camp and IMPACT because a lot of the people
listening to this are already certified and authorized
and licensed as an Adventure Boot Camp instructor
and there’s a lot of people who are new to IMPACT
and the different offerings that we’ve had and may
want to consider adding Adventure Boot Camp to
their total business model, and they are absolutely
complimentary, non-contradictory, and will just double your business options, double your income, and
you’ll have twice as much fun which, of course, for me,
is what it’s all about. So let’s start with starting and
stopping at any time.
We know that the Adventure Boot Camp program,
for example, is a four week on, one week off program
(some people even take two weeks off program).
IMPACT goes continuously, but ABC is five days a week
and the IMPACT is three days a week so it allows you
to go continuously because they have four days of the
week off so they don’t necessarily need that break and
it’s also at varying times. You’re not asking them to
get up early every single day. Also, by starting at any
time, meaning any time of the month, so if somebody
joins in the middle of the month, you can start them
immediately without saying, “Oh, you’ve got to wait
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for this program to finish, take the week off, start the
next one. So the great thing is, when somebody’s
motivated, we can get them started right away.
That’s right. So – and then also, men, women and
coed. Now, Adventure Boot Camp primarily is a women’s program, but there are some exceptions. For
example, our corporately owned programs we have
one coed Adventure Boot Camp and Kelli has a men’s
camp, but 95% work with women because Adventure
Boot Camp, because of the brand, because of the way
it’s structured, because of the logo and the appeal
and the way the community’s structured and everything, it’s a women’s program and it works incredibly
as a women’s only program. IMPACT is different.
And with semi-personal training it’s great because
you can get a lot of couples. In fact, that’s how my
men’s camp emerged. All the women said to me,
“Well, our husbands are jealous,” so I instantly was
able to put together a men’s camp because of the
husbands. A lot of couples like to exercise together.
We know their time is limited and this allows them to
come together, get their exercise time, get their social
time, and so that is really an attractive appeal and
something that might be limited in the ABC program.
I just want to back up one minute while we were
talking about the starting and stopping time. It also
allows you for steady monthly income where this program is going to be set up to be an automatic draft
on the first of each month. So if somebody comes
in during the third week, they could pay for the rest
of that month and also the full month and then on
the next month they would start with an automatic
draft. So you can set this up and we’ll have information for you through the website or if you use PayPal,
but its steady income from you and it’s automatically
collected on the first of every month. So where boot
camp you might not start until the 17th or the 24th
and if your mortgage is due on the 5th, it’s going to
help you to have that auto income coming in on the
first of the month.
And of course there is the any hour. Now, for Adventure Boot Camp, again, 90 plus percent for women,
it’s 5:30 in the morning and it doesn’t matter if you
have one of our camps in Canada or the Bahamas or
Hawaii or in New Zealand, wherever it may be, in the
UK, it’s 5:30 in the morning with very, very few exceptions, and the reason it was done that way is because
to get to the outdoor location, to do the different
things, to have the No Excuse Hour, you’re not going
to have traffic, you’re not going to have a meeting.

There’s not going to be a conference call. Unless
you are a stock broker and you need to be there for
the New York Exchange to open, there’s no reason
why you couldn’t do it. So we called it the No Excuse
Hour. However, with IMPACT, because it appeals to
different demographics, both genders, different ages
and people who are in different settings, that 5:30
time is not a requirement with IMPACT.
And because it’s a smaller group, you may attract
different niches at different hours and this is going to
depend on your area and where you live. For example, if your school starts at 8:00 and you’ve got a
group of moms, you might want to start your class at
8:20 or 8:30, or maybe the school bus comes at 8:30
and you want to start your class at 9:00. Maybe you
have a group of teachers at 4:00, or you can get some
students after school or mid-day seniors or corporate
executives. So again, these are groups of 8 to 30.
We’re not looking to attract the masses, necessarily,
so you might find after work is a great time to put a
camp on maybe for men, or maybe co-ed or couples
or singles or whatever you decide you want to do.
Because it’s a smaller group, you can be flexible and
adapt the time to what works for your community
and even your own schedule.
That’s right, and then now also, there’s a difference in
the pricing structure between Adventure Boot Camp
and IMPACT. Now again, there are some differences,
but I’m going to generalize here. Most people charge
$299 for a 5-day a week, 4-week program and that averaged out to about $14.95 per one-hour session per
day and that’s a good pay day because in Adventure
Boot Camps, you know, our classes are 40, 50, 60, 70,
80 plus sometimes, so 80 people times $15 a session,
you’re making some darn good money.
Now with IMPACT, it could be done with a big group
like that. It is probably going to serve you best with
about 15 to 30 people because of the structure of
the camp or the class; however you want to call it.
But what’s important is that because it has a different feel, a different look, it’s the latest greatest thing,
it’s a smaller kind of semi-private, I guess you could
call it, and because of that you’re going to be able to
charge between $3, $5, $8 or $10 more per session
per person, so you still make a lot of money per hour
and provide, still, a great value for the consumer.
Especially when you consider most people are paying
at least $60 for personal training sessions. Now they
might pay $60 for the week and still get just as good,
if not better, a workout that could even be more

enjoyable than the one-on-one setting for them. So,
it’s definitely going to be attractive to people who
couldn’t afford training or people who would just like
to put that money towards other uses and still get
a great workout. And the other thing is that people
who have been working out indoors, now the IMPACT program can be indoors or outdoors. We’ve
just found the outdoors to be one of the greatest
things, especially with the Adventure Boot Camp
program. But people are starved for nature so they
love that. Now you have the option. If you can be
outside, fantastic, and then we’ll talk to you in detail
about how to get that indoor location or make use of
the indoor location that you have as well.
And then one of the beauties about it – about IMPACT – is that there is a minimal equipment requirement. We’re well aware of all the different types of
group exercise programs, systems, fads, whatever it
is out there, and what we try to do is find out what’s
good about them and then what are their downfalls,
and one of the downfalls that kept coming to us was
the massive amounts and expensive equipment that’s
required. Now with IMPACT, it’s really minimized.
And this was intentional. We want to have a low barrier to entry for the personal trainers who truly want
to get this started, but can’t afford thousands and
thousands of dollars worth of equipment. Basically,
you need to get their bodies in there and then we’re
going to give you an equipment list and you can start
up with next to nothing. You should be able to purchase the equipment that you need for around $500
for a small group, and then as it grows then you reinvest and you add more equipment. Now if you have
access to equipment, then you know, of course, you
can add that. If you want to use a kettle bell instead
of a dumbbell, for example, and you have access to
that, then we’re okay with that, but it’s just not necessary for start up.
And then, of course, we have the workout format.
With adventure boot camp, it’s a little bit open. You
know, we have not given people specific breakdowns
as to how the hours should look beyond the basic
warm up, body of exercise and cool down. IMPACT is
very strategic, very specific and not only do we break
it down for you, but we give you each and every
move. So you’re not going to be sitting up at 10:00 at
night wondering, “Okay, what should I do tomorrow
with my class?’ The whole week will be done for you
–in fact the whole month of workouts is set in advance. Its three days a week, so that makes it much
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easier, and we’re going to give you every workout and
we’ll give you ideas for how to add onto that.
That’s right. So you’re going to have all the foundation necessary for a whole month of exercise, and
then you’re going to learn how to modify, adjust, duplicate, perhaps even do it in reverse at times, but we
are going to guide you step by step with IMPACT. Just
to clarify also with the Adventure Boot Camp, there’s
a drill book that comes with the training. There are
– we show you how to do all the complex circuits
that are done in boot camp which aren’t really done
in IMPACT. It is done differently and how to do the –
structure the hike days and the different things like
that. But it’s just not as exact as IMPACT is and I think
that’s the distinction.
Yeah, definitely a little more room for creativity in
Adventure Boot Camp where IMPACT is much more
specific, but we give you so many exercises in these
videos that you can take those and literally stretch
them out for a year and still be providing very progressive workouts. They are only doing each workout
once a month so they won’t get board and after the
second and third time around they look forward to it.
And let’s see, what was the next thing we were going to go over here? Also there’s – with Adventure
Boot Camp, you are licensed and you get a license for
one location and just say you’re going to be in Area
A of Los Angeles, just to keep it simple, well out of
respect for you, we don’t put someone else in Area A
and mentor them and license them and certify them
because we want you to be successful there. And also
with Adventure Boot Camp, you could have an assistant help you with your business. They get certified to
teach, but they don’t get licensed to operate and then
you can acquire additional licenses.
Now, people with one license have easily made
$150,000 a year working one hour a day teaching
Adventure Boot Camp. Absolutely, it’s happened
hundreds of times. With IMPACT, the way it’s going to
work for you is that you have one license, you are certified, and you can go do whatever you want. You just
have to follow our rules and regulations and honor
IMPACT for what it stands for and don’t compromise
your ethics and standards and so on, and all the things
that we’ve agreed to maintain the integrity of IMPACT. But if you want to teach one class, two classes,
ten classes in one city, two cities, or three cities with
IMPACT, then go do it because you have that ability to
do so with your certification and license.
It’s almost like if you were a certified spin instructor
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or kettelbell trainer. You take it with you’re in Naples
and you move to Louisiana, then you take it with you.
There are no limitations on an area. We don’t see
IMPACT as being competitive with any other fitness
program.
IMPACT should not be competitive with other fitness
programs b/c there is nothing else like it. There are
lots of fitness options, but this has so many benefits
from the affordability to the socialization, to the
fun workouts, effectiveness and more. It is possible
that some people who have been Adventure Boot
Camp for a long time and are ready to try something
new, may want to do IMPACT. I think that’s entirely
possible, but in general terms, the people that do
Adventure Boot Camp are a different target market,
a different demographic, likely a different mindset
than those who would be attracted towards IMPACT.
Some people either like Yoga, others like kettlebells
others prefer swimming. There are lots of options
such as a spin class or step class. It’s up to you to position and promote it. People gravitate towards things
they believe they will enjoy and will get them a result
–and will be fun. At times there is very little cross
pollination, but IMPACT will be appealing to many
people for a variety of reasons.
You really have an opportunity to increase your reach
here because clearly there are people who need
what IMPACT offers. Most personal trainers manage
about 11 clients. Now you can train 11 clients in one
hour, and if you choose to, you can do three, four,
five IMPACT classes a day times three days a week, so
it just creates a much bigger reach for you and they
don’t necessarily all have to be in that same location,
although it seemed to make sense if they were.
Also, we talked about three days a week and we have
been speaking in terms of Monday, Wednesday, and
Friday. It is conceivable that you could do a Tuesday,
Thursday, Saturday, however for those of you who
have been training for a long time, know about the
flake factor that happens on the weekends. So Kelli,
do you want to touch on that real quick about the
possible different options?
Thursday is usually the least well-attended day for
whatever reason that might be. You know, definitely
health clubs show the lowest attendance date is on a
Thursday and Saturdays are tricky if you have parents
who have kids who play sports. That’s always a huge
variable. You never know when games and practices
are going to be. People may travel on the weekends,
want to sleep in on the weekends, and weekends are

just so variable that you don’t want to start to give
people options to go, “Well, if you can’t make the
Saturday at 9:00, you can come at 2:00,” or “If you
do an evening class on Tuesday, Thursday, you probably don’t want to hold the Saturday evening class so
Saturdays get tricky and I wouldn’t recommend that
you start making Saturday a catch up day or a makeup day. Stick to the Monday, Wednesday, and Friday
schedule. Unless you have a ready-made group of
people that are willing to commit and pay up front
to a certain time, I would say stick with Monday,
Wednesday, and Friday.
Okay, good advice. And so let’s see, the next thing
we’re going to talk about is building and growing
your business. The first thing is the monthly calls.
We don’t want to just leave you hanging. This isn’t
just a program that you buy and then you’re out
there on your own. We want to support you and we
are committed to that. We will also learn from each
other in different parts of the country and the world.
We want you to be able to share what’s working and
what’s not and we’re constantly learning about new
developments, attending new seminars and reading,
so we want to share that too. We want to pour that
into you every month, so once a month we will have
an IMPACT training method phone call where John
and I will get on the phone with you. It will be about
an hour, and we will share information with you and
you will also have the opportunity to ask questions.
And that’s really going to help you guys a lot because you can ask any specific questions and people
will learn because they’re likely in a similar situation,
whether it be good or bad, because we all are going
to go through the same kind of growth and response
and things like that. So I think it’s important that we
really participate in that. Of course, they will be available later as an mp3 download; however, the more
you get involved and interact, your growth will be
exponential.
And of course, we’re going to have web support for
you and I’m going to combine a couple of these next
topics here because we have web support which is,
of course, in the form of email and then our staff here
at our corporate office in Orange County, California,
will always be here for you aside from the monthly
calls. So if you have any questions, we’re always here
to help you with anything. So in terms of web support, coming as part of the program as an additional
option is the turnkey web solution for IMPACT and
we’ll get more into that in just a little bit. Now, for the

Adventure Boot Camp, we started a Google group.
For IMPACT you were e-mailed a link to create your
account for the IMPACT inner circle area for Fitness
Fortunes. www.FitnessFortunes.com/members/impact.
We’ve taken it about four steps beyond that because
what we’ve developed for you is a combination of
a Google group and Facebook and YouTube all put
together and the only people who can be a part of
this are certified and licensed IMPACT instructors. So
you’ll be able to be a part of this community, upload
videos, share ideas, upload photos, share workouts,
share tips, and join forces. You may decide you want
to do some co-op advertising with other IMPACT
trainers to join forces. That’s entirely up to you, but
we want you to participate in our online community every month in addition to having us helping
you, whether it’s phone or email, and then definitely
participating in the monthly coaching calls in Fitness
Fortunes as well.
So we have an incredible graphics designer who actually developed the IMPACT logo and his name is Scott
Bolinger and he is a nice guy, and incredibly talented.
You can use your ads online, you can use them in
magazines, newspapers, flyers, brochures. So we
take all the guess work out of this for you and we’re
going to also teach you how to do all the internet
marketing and all those sorts of things that are so
important to your overall success each month. Kelli?
And John, I want to say it’s priceless, but I could easily
put a price on updating the marketing ads. As a lot
of our Boot Camp coaches know, you could easily
spend $1000 a month plus a lot of time creating new
ads, trying to get just the right headline, just the right
image, the right amount of information, the features,
the benefits, not too crowded, etc. For the most part,
trainers are not professional marketers so that alone
will save you thousands and draw in thousands of
dollars for you. It is just going to be a tremendous
benefit to the growth of your business. We’re taking the guess work out. You’re not going to sit there
at night scratching your head and struggling, “What
size, what color should the ad be?” It’s all going to
be available for you and there is nothing that even
compares to that in this industry that you could even
draw a comparison from.
No, and we’re just so excited to be able to do this for
you so basically, you’re going to have an absolute
turnkey business solution from top to bottom, front
to back, from programming to leadership to market21

ing to sales and career development overall. We want
you to be successful in every possible capacity.
And we truly want to create a family of IMPACT trainers. A lot of times trainers feel like an island out there.
They might be working for somebody or they have a
dream of having their own place, and once you get
out there you kind of feel like, “I’m not sure who I can
rely on. I’m not sure who to listen to. I’ve bought all
these programs, I haven’t used them.” You can rest
assured that you will be part of a family of an incredible resource of coaches and trainers who will be in
this with you and can absolutely support you and help
your growth along with John and I.
And then finally, for this introductory lesson, we’re going to talk about the competition. Now, our industry
is highly competitive and we’re creating – although
people use it all over the world, we’re creating this in
America and America was founded on competition
and who can make it bigger, smaller, faster, easier,
downloadable, digital, streamlined, and systematized, whatever it is, but it’s – the competition’s out
there and it will always be there. But here’s the good
news – we’re not just one step ahead, we’re five steps
ahead and every time we come out with something
new, we’re several more steps ahead and then the
competitors or the imitators or however you want to
term it, have to play catch up and so you can call them
competition, you can call them imitators, you can call
it a challenge, you can call it the guy or the lady down
the street that’s trying to take your business, but you
know what? It’s always going to be there and I think
it keeps you on your toes, it makes you raise the level
of your game and to some degree, even though it can
be frustrating at times, it is good for you.
And then we know we’ve all been victim to buying
some of the junk out there and finding out it was
junk after we made the purchase. I can’t even think
of something that I would even really consider being
competitive to this on the level that we do it and for
the audience that it’s for. At the time of this audio taping and production, I can’t even think of a single thing
this would compare to because the workouts are so
different. The complete system is professional, available and available with support so as of right now,
you are just running out of the starting gate head
and shoulders above anybody else who might try
and do this on their own or try and do it with bits and
pieces of information that might be out there floating
around that is limited and imitated poorly.
That’s right, and here’s the thing – don’t compromise
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our ethics, don’t compromise your standards. Take
the high road. Continue to educate yourself. Create
enough reasons why people would choose you and
your IMPACT program rather than a competitor or an
imitator and the reasons why people would choose
you is because you’re well-spoken, because you have
good grooming habits, because you’re a nice person,
because you care, because you have empathy.
Creative marketing and advertising and ad copy, yes,
it’s all important and you’re going to learn all about
it. As long as you’re truthful, as long as you’re sincere
and that shines through – all that phony stuff and all
the things that you and I both know lack integrity,
that doesn’t last too long and people see through
it. The people who have survived in this industry
and thrived for years and decades are the ones who
you can look back on their career and you can see a
consistency in their approach to everything they do
in life. Kelli?
John, my hope is that this introduction has given the
trainers who have just invested in this program some
clarity about what the program is about, what the potential is, about what the opportunity is, and sort of
gets the wheels turning in their mind about how this
can really work for them, and I hope it also created
some excitement. I hope they’re ready to plug in that
next audio and really continue to learn about how
they can grow and how they can offer this program
and reach more people.
That’s it. So again, to everyone, thank you so much
for trusting Kelli and I to be able to guide your career and we are so excited to hear your successes. It
means a lot to us and after many, many years in the
making and many, many months in production, we’re

just really pleased to have IMPACT available for you.
So we thank you for your patience and your contribution and being part of the IMPACT family. So go
ahead and proceed to your next audio lesson.

Audio #2 – Leadership
Welcome back to the learning process of the IMPACT
Method. For this lesson, Kelli and I are going to talk
about leadership, and that is going from one-on-one
to thrilling groups of eight to 30 clients and beyond.
First, we’re going to talk about the skill of the instructor which makes or breaks the program. So Kelli,
what are your first thoughts on that?
John, we know that people are coming into this program as fitness professionals of all different abilities,
backgrounds, as well as experiences in leading oneon-one or leading groups. Regardless of their leadership ability we felt so strongly about them taking it to
the next level that we’re going to dedicate this entire
audio program to raising the leadership bar. There is
absolutely no success without leadership.
Strong leadership applies to both in the workouts as
well as conducting this program including running
IMPACT as a business. Leadership takes both ability
and the dedication in order for success to happen
and as your dedication to this program increases,
your leadership increases, and therefore so does your
success. We’ve seen this time and time again, using
the Adventure Boot Camp program as an example.
The more passionate people are about this program,
the bigger their program is. Now, we know that the
skill of the instructor can completely make or break
this program just like any class or program that you
have ever taken. Somebody can have the same mold
or the same model, but it is very instructor-dependent and what you bring to this is going to make a
difference in the buzz that this creates and how this
program grows and how profitable it is and the name
that you make for yourself, and how you rise up as
an expert in your community as an IMPACT Method
instructor. So you’re really setting the tone for the
program, you’re setting the precedence of how
things are conducted, and completely it’s up to you.
You are the leader. We’re giving you something that
we know works and you’re going to make or break
the program.
When you say “set the tone,” that begins with the
very first phone call, email, interaction at your website, or them perhaps seeing you in and around your

community, so the tone and the presence that you
bring with you in everything you do should exemplify
the highest level of professionalism, follow through,
and really being the part, and that’s the next thing I
wanted to talk about is looking the parting.
You know, we are all built different. We all look different. That is what’s called humanity, and that’s
what makes the world go around. There are some
given standards that I think we can all agree with that
are necessary to look the part of a successful fitness
professional and someone who has leadership qualities, and looking the part means that you are not
disheveled. It means that you don’t have tattered
clothes, even if you think that that may be the latest
rage. It means that guys don’t wear inappropriately
fitted shirts or small tank tops trying to show how
buff they are. They may be, and that’s great. Good
for you, but for the most part, it’s not what people
want to see and it’s not what will reflect you in the
best possible light. You just want to look in shape,
whether you’re really muscular or slightly muscular,
but you don’t have to flaunt it. If you have it, it will
shine through.
You definitely want to look professional. We are going to encourage you to get IMPACT t-shirts and be
wearing those as you’re leading the class, as well as
when you’re out in the community. That’s going to
help to promote your business. So always professional, always together, and that’s part of the whole look
and feel of the program that comes from you.
Absolutely, and then of course you have to be organized. This is something that when I was younger I
certainly lacked, and as I’ve gotten older, I’ve gotten
better at it and of course, there’s a lot of room to
improve, but I tell you what, the one thing that I have
done that has allowed me to become more successful, more at ease, less stressed, and have a better
grasp of my business, is better organization, and the
organization is what you have on your desk. It’s how
your files are organized in your computer. It is how
clean your car is, your garage, your home, your mind.
Organization is essential.
Organization – being organized saves you resources.
It saves you time; it saves you money, and makes life a
lot easier. So if you’re somebody who needs to work
on being organized, it is absolutely worth doing. It’s
something that may or may not come easy for you. If
it does not come easy, it’s going to take practice, it’s
going to take skill, but you really need to look at this
as something you need to be dedicated and devoted
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to. If you are not organized, your customers will
notice right away and that will be strikes against you
in wanting them to come back and return. Their time
is precious. They are very savvy customers, and if it
looks for a moment like you don’t know what you’re
doing or you don’t have everything you need to conduct the class, they’re going to be upset.
And also, being organized really is a big part of your
customer’s service and your responsiveness to your
customer or your client, so keep that in mind as well.
And then to round out this first segment is be confident. That’s not overly confident, and that is not
being over the top in any way. It’s knowing that you
know what it takes to run a successful camp or clinic
or class or program, whatever you want to call it, but
being confident in your abilities and who you are as
a professional will shine through. You cannot be a
leader if you lack confidence.
I’ll tell a very brief story that I think will illustrate this
point to some degree. There’s someone that I was
working with some time ago and they had lots of
confidence, but they didn’t have the ability to lead
because people didn’t want to follow them. So even
though you are confident, there are still other criteria
that are necessary to be a good leader, but just realize
that confidence is an integral part of that, but to be
a true leader, confidence is essential but it’s also the
ability to get people to realize that you are the one
that they should be following.
And sometimes the opposite of that scenario is true
where somebody comes in and they have the competence – they’re certified, they’re experienced, they’ve
attained several certifications, they may even have
degrees, but they don’t always have the confidence to
get in front of a group to lead. Sometimes, the egos
are huge and that will be a strike against you as well.
So you need to find some kind of a happy balance
where you have the confidence to get up in front of a
group and to let them know that you are knowledgeable, you are capable, you will earn their respect, and
that you are confident and not arrogant. So if you
have any fear of getting up in front of a group and
leading, that will be something that you will need to
work on. In addition to this course, work on leadership on your own. You need that confidence or it’s
not going to work.
And one thing I can tell you from experience is that
– and studies as well, not just personal experience –
when you have the ability to command your native
tongue, whether it’s the English language or if you’re
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taking classes in Spanish, or people are using this
abroad and teaching in other languages, to be able
to transmit your message clearly with language and
vocabulary that really resonates with the people and
the way you deliver the material in a confident, sure
way, really makes a huge difference. It doesn’t mean
that you stand on top of a pedestal and orate to
people and pontificate on things that aren’t relevant
just so you can hear your head rattle, but be concise,
to the point, direct, friendly, and use language that
is descriptive in a way to where everyone, regardless
of their learning style, has the ability to really understand the information.
So let’s move on Kelli. Let’s move on to “Make everyone feel important.” What are the expectations?
Kelli?
Make everyone feel important is something I remember Mary Kay saying. . That’s what she did with
her customers and employees from Mary Cosmetics – and that is absolutely universal. If you pretend
that every customer has a giant sign right across their
chest when you meet them that says “Make me feel
important,” that will have a lot of mileage for you.
Everyone has that sense of “I want to belong, I want
to be respected, I want to be liked, I want to succeed,
I want to be inspired,” Most people are socially deprived and go through their whole lifetime without
being clapped for or without knowing appreciation.
Some people, in their relationships at home, are
not respected. Nobody’s paying attention to them.
They’re not respected at work, so when they get to
this fitness program and you really make them feel
special and feel important, that will speak volumes
and that will absolutely help with your retention
rate. That’s the best way to gain and retain clients is
to make people feel special. That’s the bottom line, I
don’t care how many degrees, certifications, or years
of experience you have, if you put somebody down
and make them feel disrespected or unimportant,
they’re never going to come back, but even somebody who doesn’t have a lot of education or experience who knows how to make somebody feel important, can have a better chance of succeeding.
So let’s talk about the tools for success in helping
people feel important.
As a trainer, some of the tools that you have in your
toolbox are that you are an expert, you are coming
in with information that they want. You have knowledge, you have expertise, you have the answers to
getting them to the body they want, to the posture

they want, to eliminating their pain, to making them
look and feel younger. The tools we have are fitness,
nutrition, lifestyle, and coaching. All of these things
are at our fingertips and we have what they need to
change their lives.
You know, I think what’s important too is to really
elicit – and this goes back to the life coach training
through the Spencer Institute – and that is to elicit
their goals and values. If you just start spouting off
on what you think is important for them or to them,
you’re really going to miss the mark and that’s why
we have to have a series of inquisitive bits of dialog
to where you can really unravel what’s happening
to that person or with that person, and how they’re
interpreting their body and their experience and
how they associate with food and how they deal with
the group dynamics of the class and what they want
for themselves from a health or wellness or fat loss
perspective. But rather than telling them what’s important, you need to ask them what’s important. And
simply by asking, you’re going to really understand
their interpretation of the environment that you create with IMPACT, and that’s absolutely essential.
So Kelli, let’s go on to “Speak to current members,”
and also about testimonials.
One thing that you can do with the new clients coming in is have them speak to your current clients,
and get testimonials from them about the program.
Connect them with somebody who’s like them. So
if it’s a woman in her mid-40s who has 20 pounds to
lose, or if it’s a guy who has more of a runners body,
or someone more athletic, start to connect them with
people that are already in your program that they
will see like them or something that they aspire to
and let them give their testimonial to the program.
To you as an instructor, that’s going to help the new
members coming in feel important. It’s going to help
them connect, and that’s all part of this whole group
program. So it’s an easy way to get a new person to
feel comfortable by introducing them to people like
them.
And also, I think one thing that’s important that
we’ve put in this outline here is “keeping it simple.”
That goes for so many different things. I actually just
read another study today about the simplicity of a
home page of a website and if you think about how
you keep it simple when you’re working with your
kids or a pet or anything that you want explained to
you – simple directions. “Don’t tell me five streets in
advance, just let me get off the freeway and then tell

me what’s next,” you know. So making people feel
important and also leadership in general, has to do
with keeping it simple.
And even some simple feedback. A few words can go
a long way. “Mary, great job on that run today.” You
know, “James, you really crushed it on the pushups,”
or “Joe, wow, you used more weight on the squats
today.” Little simple words like that can have such big
impact on making somebody feel important because
you’re paid attention to them and they know that
you’ve noticed.
And then also, begin the educational process because, in fact, it is a process.
Right, and that should happen right away and it’s
constant. It’s ongoing. You’re giving them information about hydration, about sleep, about stress, about
clean eating, about the importance of showing up
for their workouts, about recovery, and so on. They
may or may not be ready to hear things when you’re
giving them, so that’s why there’s repetition and it’s a
process and when they’re ready to hear it and apply
it, then they will do so and then they’ll move on to
the next phase. So making them feel important by
remembering what their goals are and then educating them in that area, are all parts of leadership.
They’re going to help people feel like (even though
this is a group program), that you get to know them
and you understand what it is that they’re after in the
program.
And I think it’s also important you, as a leader, to
encourage them to educate themselves because –
and also I think – let me rephrase – to educate them
on how to determine what is viable information and
what is nonsense because they’re going to be getting
a lot of information from other people while they’re
enrolled in your program and some may have fantastic advice or facts, but others may not, and are simply
more concerned with the dollar bill. So as you’re
educating them and motivating them, also educate
them on how to determine what type of information they should pay the most attention to. This also
gives you an opportunity to review any information
with them or the class, if it’s appropriate, and make it
more of that sense of community. That works as well.
All right, so we’re going to move on to encouraging
or encouragement in general, and also camaraderie.
This is what makes it fun.
It’s true and there’s something so special about that
group setting that they absolutely love. It’s different than the one-on-one training. Some people,
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honestly, they don’t like that one-on-one attention.
They don’t want to be the center of the attention and
some people feel like they can hide out a little bit in
a group, or they like the sociability or a group or they
need to meet people. Maybe they’re new in the area
and they want to meet people that are like them. So
you want to encourage them to get to know each
other during the actual workout and there’s ways that
you can do that.
When people are working out, you can feature them
by saying things like, “Meet John. John has lost 11
pounds already and this is his third week,” Continually giving them little tips to remind those people of
names and what they’ve accomplished and any little
bits and pieces that get people to remember them
and to connect is what you’re looking to do because
if you can get this group to connect, then anyone
who’s been part of a cycling club or a volleyball
team or a dance camp or whatever it is that you’ve
done, if you can connect with a group, you’re much
more likely to show up, stick with it, enjoy it, tell your
friends about it, and that’s what we want to create
with the community here.
Well, and that brings me to my next point which you
nicely dovetailed into. Create a sense of belonging.
I can tell you that that is what, from the onset of the
creation of Adventure Boot Camp, made it so successful. It doesn’t – it wasn’t just a workout, although it
was a fantastic workout and is. It’s not just a way to
get your workout with early in the morning, although
it did that, but it was really a place where people
became friends. You know, I still hear today stories
of a lot of the ladies getting together after class and
they’ll go share a cup of coffee or their husbands have
become friends and they go to their kids’ graduation and then they learn that they have other mutual
friends and some of them have gone on vacation
together and they trained for a marathon together
outside of the camp or the class, and they may use
that as part of their overall training, but it really gives
them a community and it’s so, so important.
It is and you will really get to know them personally,
even though you may think, “Wow, I’m starting my
first my first IMPACT program and I’ve got 15 people
signed up. I only had 15 total clients before. How
am I going to get to know 15 people?” Well, you
need to review their health histories before you even
meet them, and that’s going to help you to learn
their names and to know something about them and
those associations will help you. For example, “Oh,
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let’s see, Liz is the one who rides horses,” or “Karen is
the one who had the c-sections,” or “John is the corporate CEO who wants to reduce stress.” So reviewing the health histories, really getting to know them
beforehand, will help you to get an idea of what their
ages are, what their goals are, and it will help you to
connect them even though naturally they’re going to
gravitate together. We do quite a few of the workouts
as partners, so you’ll start to see who may, personality
wise, want to connect and hook up with somebody
else.
And what is very similar to all of this is communication and that is in person, email, voice mail, and over
deliver. I think that, Kelli, that’s something that you
have done throughout your business and that’s why
you, being a great instructor and having these incredible credentials certainly helps, but I think even above
all the obvious, is because you really over deliver and
the people feel that sense of connection, and so let’s
talk about each one: in person, email, voicemail.
I don’t think it’s possible to over communicate. I
mean, especially today where everyone is into texting
and receiving emails, so it is better to over communicate than to under communicate. The last thing you
want is a client who’s confused, who’s not sure where
to go when, what to expect, what to bring. Nobody
wants to show up and look foolish or be unprepared,
so I would suggest that each day of the class there’s
some communication via email. Don’t be afraid to
pick up the phone and call somebody either and just
check in and say something like, “Hi, Maria, I just want
to see how is the program going for you because I’m
trying to get a feel when you’re in class. I can’t really
tell,” and usually they’re going to rave about it, but
sometimes somebody’s hard to read so the phone
has sort of become a stranger to some people. Everything is done with email and voicemail. Don’t be
afraid to just pick up the phone and call somebody.
That’s right, and it can take a little more time. It’s kind
of like hand writing a letter is what the phone has
become. It takes a little more time, but people appreciate it a lot more. And also what happens through
email is the tonality or in flexion of your message can
not be translated in the right way except if you use
lots of exclamation points and bold and underline
and uppercase, you know. But that can be misconstrued, so I think that a plain old phone call can make
a world of difference, so whenever possible, do that.
And as far as over delivering, I’ve always said that
I give the Ritz-Carlton service of personal training.

I’ve been impressed anytime I’ve stayed at the RitzCarlton and that’s what I aim to give to all my clients
who really receive more than they ever expect when
they sign up for an IMPACT program. Whether it’s
$19.95 or $24.95, whatever you’re going to charge,
they’re going to get way more than that for the hour,
not only in the dedication that you have to them and
getting to know them and the awesome workouts
and the feedback you’re going to get, but in some
just simple touches like picking up the phone after
they finished their second week and getting some
personal feedback from them and they just think
that’s over the top for you to pick up the phone and
take three minutes of your time just to check in with
them. So anything that you can think of that’s personal to you and your style that you want to do that
you’re comfortable with, don’t be afraid to inject that
into the program. The more that you can do to make
it special, the more miles that it will have.
And now this is something that I’ve heard you say
a hundred times and yet it’s so poignant and never
more so true than now, and that is tell, show, do.
Right, and when it comes to the workouts, we have
found that trainers use different terminology. John
and I laugh sometimes, because I grew up on the east
coast and John grew up on the west coast and we
call the same exercises different names. Even now,
friends of mine who I grew up with on the east coast
will share workouts and I’ll wonder, “Wow, what did
you mean by this? Am I calling it different?” So it’s
very important. You’re going to have people from
all over the place in your class. Tell them first what
it is you want them to do. For example, “Okay, we’re
going to do a squat jump or a split squat or a squat
jack,” tell them so they get to learn the names and
eventually can be more autonomous and independent. Then show them. Demonstrate two or three
reps and then have them do it and give them your
feedback. So throughout the entire duration of the
exercise you’re cueing them the entire time. Most
things are timed – your beginners might be doing 45
seconds and people more advanced, up to a minute
of the different exercises. You’re walking around,
you’re giving them feedback, you’re telling them how
to breathe, how their head should be aligned, where
their knees should be – so constantly giving them
feedback on how their doing.
And the part that I’ve never had much of a problem
with, and that is keeping high energy, possibly spastic
at times, but definitely high energy. And I think – you

know, here’s the thing, you are an entertainer and a
coach and a go-to person, a mentor, a role model – all
these things rolled into one person, and if you talk
like this: [spoken in a slow, soft tone] “Hey, you guys,
welcome to class. Eh, I’m just not feeling very good. I
don’t know. You guys, okay, line up. Okay, I’ll be with
you in a second.” That is not going to work. You have
to have high energy. You have to be light-hearted,
and yet direct, but keep the energy high.
Some of these people are sitting in cubicles all day.
Some of the people are staring at a computer screen
all day in a home office and they don’t get to interact
with anybody. Some of them are exhausted taking
care of their small children all day, sitting in traffic,
whatever it might be. They want to go there and not
see that your energy is low. They want to be able to
feed off of your energy. They might be exhausted
when they get there. We know that people are sleep
deprived. They’re walking around, they’re taking
sleep aids. So we want them to start with the tone
of feeding off of our high energy because they might
not even feel like lifting a foot that day, but they can
vibrate off of our energy. So it has to come from us,
otherwise it’s just not going to happen.
And also what’s absolutely essential is involvement
and recognition, so why don’t you talk a little bit
about that.
You always want to be maximally prepared as an instructor, a leader, or a trainer. Be there early, look for
teaching opportunities, and recognize them in front
of their peers. Sometimes I’ll do an exercise where
one person comes up and does something and the
rest of the group will do something else, and that
will be a good opportunity to say, “Okay, here’s Todd.
He’s lost 11 pounds, he’s in the 3rd month of the
program and his goal is to go skiing this winter.” So
any chance that you get, recognize people for what
they’ve done, what their accomplishments are. I’ll
bring people up or when somebody’s going by or at
a station, I’ll say, “Here’s Sylvia. She’s lost 44 pounds
since January and she’s on her way to go hiking in the
spring.” So just that kind of feedback, the recognition, the small things make such a big difference and
when I put it in an email and I send it out to the entire
group, they write me back and they just think it’s the
greatest thing in the world and they send it to their
sister-in-law in New Mexico and they send it to their
husbands and wives and so that – most people don’t
have that in their lives, so the fact that you’re paying
attention to them and recognizing them just is so
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important and really touches their heart.
And socialization is essential. Introduce people and
praise them. One of the things that I’ve always done
is to ensure that everyone that is in a class that I’m
teaching, they know each other. So I’ll say, “Now, Sue,
do you know Jody? Jody works here in town and Sue
actually lives right around the corner. You guys may
have some other mutual friends.” You know, something that will spark a conversation so they don’t just
say, “Uh, hey,” or “It’s nice to meet you,” and then
they walk away or they feel uncomfortable. But if
it’s appropriate, and you have to think about it for a
second, though; you don’t have to say something that
would put you in a bind, by any means, but if you can
think of something that will spark a conversation or
stimulate them thinking about how they can become
buddies, that’s a great way to do this. And obviously
there’s a time to do this because you don’t want
everyone socializing when you’re trying to teach a
class because that becomes disruptive and disrespectful to everyone in the class – and that’s also another
thing about leadership is to stop the chatty Cathy’s or
chatty Bens or Bobs or whoever it is if it’s a coed class.
But that’s part of being in control and having appropriate authority. But Kelli, what did you want to say
about socialization?
We do quite a bit of partner work where they will have
the opportunity during the minute of the exercise or
during the 10-minute drill to converse with somebody
that they’re partnered with, so I’ll say, “Oh, you know,
Maria and Cathy, you ladies live in the same neighborhood,” or “Susan and Doug, your sons are the same
age,”. Look for the connections. “I love the socialization. It’s just such a missing piece,” so make sure that
you go out of your way to create that social environment. Even though they’re so working hard, they’re
sweating, there’s no hanging out and talking, but it’s
still possible on the way in as people are taking a lap
and warming up or after the stretch, they’re rolling up
their mats, that opportunity is there.
And of course, we have to talk about achievement.
And that is achievement for you as a leader, but also
achievement of the participants in IMPACT.
You know, we really want to enhance their commitment to this program. We don’t just want this to be a
one-month thing that’s going to get them jumpstarted, although that will happen, we want to initially set
objectives with them and make sure that they have
goals for themselves and that we are a partner in that
goal so we really understand what it is – and most
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people don’t know how to set goals. Only about 2%
of people set goals, so they might say things like, “I
want to lose weight,” and that’s when you really need
to pull on your coaching skills and help them understand how to set goals that are realistic and have a
timeframe in mind and obviously, the more specific
they can get, the more likely that their goals are to
happen and the more specifically you can help them
achieve their goals, so really understand people, that
some are going to be outgoing and some are going
to be more reserved. Some are task-oriented, so they
love that goal setting, and others are more peopleoriented and more social, but everyone should have
some type of objectives or goals as they’re starting
out this program – where they want to be by the end
of the first month and then even three months and
long-term beyond that. So this is something that you
should do with them before they even start the program. The night of the nutrition seminar, which we’ll
talk about in a minute, is a good time to review their
goals and even help them to set some goals.
And of course, you have to have improvement when
you have achievement and the improvement is you
improving as a leader and that’s going to come with
practice and being receptive to feedback, and then
improvement in your clients or your customers. So if
you are not a good leader, they will lack improvement
and conversely with the acceleration of your leadership skills, the improvement of your clients’ success in
all the areas of life that IMPACT touches will be enhanced as well.
That is so accurate. You really want to continually
strive to improve your leadership skills. You want to
be a better communicator, a better edutainer, a word
I learned from Tim Keightley from New York Sports
Club – edutainment, that’s really the field that we are
in. Really you want to engage your students so you’re
educating them in an entertaining way and that’s going to help them improve because a lot of times, the
things that we’re teaching them might be kindergarten level nutrition. I mean basic stuff. People are not
eating their fruits and vegetables, but nobody wants
to hear “Eat seven fruits and vegetables a day.” You
need to find a way to communicate that that is going
to engage them, be interesting to them, make them
really strive to want to do that, and ultimately, they’re
going to see you as a leader who they respect and
they are going to want to please you, and that is a
big part of it. They really don’t want to let you down
even more than they don’t want to let themselves
down, and with more practice and with more experi-

ence, you can go from very basic leadership skills to
more advanced and masterful leadership. And again,
the more you love this program, the more you’re going to pour into it, the more energy and excitement
you’ll have for it, and the better leader that you will
become.
And now we come to my favorite part – fun. If I’m
not having fun in anything I’m doing, I don’t want to
do it and I’ve conditioned myself in that way that I
always seek the fun and that way, for me, it becomes
a better learning experience and because you have
that heightened state of awareness and you have a
greater positive Neuro-Association or Neuro-Associative Conditioning, with that experience it will make a
more indelible, appropriate, positive impact (no pun
intended) in your subconscious mind, and that goes
into a little bit of psychology and Neuro-Linguistics,
but the short and long of it that when you have fun,
when you make it fun, when the participants experience fun, everyone wins every time.
You know, it’s so obvious that John enjoys his work
and its fun for him because his best work has taken
place when he does things that he enjoys and he’s
done almost more than anybody in this industry that
I know. I could say with great confidence that he has
created more programs than anybody in this industry
with a very high level of success, and it could only be
because he enjoyed it and he let his personality come
out. Personally I’m pretty shy and I don’t honestly
think I’m very funny, although people do laugh at me,
but I’m—
I think you’re funny, Kelli.
Thank you John. I think the qualities that makes a
difference are that I’m happy, positive, I’m success
oriented, I’m coachable and I’m able to accept feedback. So I might not be comedian hysterical funny
like some other people might be, but even if you feel
like, “Kelli, John, I’m just not funny. I’m kind of quiet.
I’m kind of shy. It’s not me,” don’t focus on the negative or the shyness. You have to just get out there
and let your personality come out a little bit. You are
going to grow because of this program. As much as
your clients are going to see physical and lifestyle
changes, you’re going to see changes to your ability
to lead a group of people, to have more fun doing it,
and to have your personality really come out. You are
going to be the center of attention for a little while
during this class. You are going to be the leader, so
why not have fun, why not enjoy it and let that come
out as well.

So let me just kind of recap these things because
we’ve bantered back and forth on this. Fun is interpreted differently by everyone. So if you don’t have
fun, it will show, and if they don’t have fun, they won’t
sign up again. So it makes it pretty simple, so make it
enjoyable for you and for them. Let your personality
come out, whatever that is, and if you get feedback
that says, “Man, you always have this habit of doing
this or that,” and I know I’ve done that in the past and
sometimes I’ve hurt my feelings, but I’m still glad I
was told that I had done it because I corrected it and
have become a better person because of it. So if
someone gives you feedback, and especially the stuff
you probably don’t want to hear, you need to listen
especially intently when they tell you those things
that probably aren’t as enjoyable to hear. And then
be happy, success-oriented, and able to accept that
feedback. That’s the biggest thing.
I’ve told this story before is that I went through a period of my life probably more than once, but primarily
in my 20s when I didn’t want to have any feedback
that didn’t tell me that I was wonderful and doing the
best thing in the world, and that was bad because I
also missed out on a lot and I didn’t grow as much
and I didn’t learn as much, and I made more mistakes
that cost me time, money, effort, relationships and
everything else. So now that I’m in my 40s – that’s
fun to say – I’m able to accept the feedback and I’m
okay with it. It’s good because now I know that I will
do something better the following day after accepting feedback that perhaps I didn’t want to hear, and
I’ll be able to serve more people and have more benefit for everyone all across the board.
There’s a way to still make it fun even though these
workouts are crushers. I mean, some of these workouts are absolutely grueling. They are going to be
pushing their physical limits beyond what they have
ever done; some of them, in their entire lives, but it
can still be fun. It can still make them strive to want
to do better and do more and come back and laugh
at themselves and so don’t focus on the difficulty of
the workouts, because they are going to be difficult,
but find a way to make it light-hearted and just focus
on their improvements and how things are getting
better, easier. So don’t think we’re just out there
dancing. We’re not. You can have fun and still have
an intense workout.
And they don’t want to see me dance.
No.
Absolutely not. But before we conclude this particu29

lar lesson, there’s two other things I want to talk about
for the leadership and that is the leadership – Number
one is leadership at the nutrition seminar.
This might be your first interaction with somebody.
They may have signed up online. They may have
signed up because a friend told them to. They may
never have met you, so this – there’s a good chance
it’s going to be the first time they’re meeting you so
you want to be very assessable, get there early, be
prepared, be set up. Let it come across that you’re
knowledgeable, confident, again fun, entertaining,
funny, but also humble. You want to be excited to be
there, relaxed, lively. You want to be direct, inviting,
and loud. I know that sound like a lot of things to be
and you might not be all of them yet, but think about
somebody who you have ever sat in front of and listened to. That’s what you want to look for. You want
it to be engaging.
You don’t want to be lectured at. You don’t want
somebody who’s extremely reserved. You don’t
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want somebody who’s scattered or aloof or somebody who’s just up there bragging, showing off. You
definitely don’t want somebody who’s dull or lewd or
insulting or arrogant or too wordy or too quiet or too
slow.
We’re not going to get into this right now, but know
that your audience has different ways that they learn.
We’ve heard this before: visual, auditory, kinesthetic.
When you’re up there, you need to speak to all of
those or you’re going to lose some people. So during the nutrition seminar is a chance for you to get to
know them, interact with the, put their minds at ease,
let them leave with some information that they can
use to successfully get started in their eating at the
beginning of the program, and leave feeling like they
got to know you and you got to know them. That’s
just as important as explaining the macronutrients to
them.
And then finally, and although we’ve touched on this
all along the way, leadership for your business – as

what has happened for hundreds of our Adventure
Boot Camp people – and again we use this as a reference because it’s been such a successful model for
people all over the world, so we’re drawing some
comparisons where appropriate – you will become
an icon within in your community because you’re going to be out there. You’re going to be on the web.
You’re going to be on the news. You’re going to be
in the newspaper and you think, “Oh my gosh, I don’t
know if I want to be on the news. Well, let me tell
you, I’ve gotten more trainers on ABC, NBC, CBS and
everything else than they ever thought was possible
and because of it, their business flourished.
You are going to be out there and you have to be a
leader and you have to walk that walk and talk that
talk and still be accessible to everyone.
And if you cannot lead your business, you don’t have
to worry about leading customers because you’re not
going to have any. So you really need to focus on the
most important priorities and then, and only then,
will your production increase. Then you’ll get more
people in your program and you’ll have more people to lead. So some of you may have been doing
one-on-one in a gym, a club, a clinical setting where
you’ve worked for somebody else. This may be the
first time that you are going out and really leading a
complete business so you want to give them something when you begin the IMPACT program that
shows them that you are a leader. So just a couple
of brief leadership principals, because this can seem
overwhelming for some people as they’re getting
this ramped up.

One of the principals that have served me is the
Pareto principal which you may have heard of as the
80/20 rule, that really 80% of a lot of stuff is junk. If
you think of 80% of your email and 80% of your mail
and a lot of how we use our day a grand majority is
not productive or urgent. 20% of what we do gets
us 80% of the results that we get. So the thing to
take away is to focus on the highest importance, high
priority task when it comes to getting this IMPACT
business up and running and keeping it running successfully and profitably.
So as a leader of your business, you need to initiate
things to make sure it happens. Plan ahead so that
every detail is covered. You need to lead your investments, meaning watching your money. You need to
prioritize what the most important things are. You
need to not be afraid to pick up that phone and
connect with people and this may be a time where
you start to reflect more on what’s working in your
business and what’s not working in your business,
and you might be taking some risks that you haven’t
taken before because you’re going to be placing
some ads or spending marketing dollars that you
haven’t done before, but if you emerge as a leader of
your business and look at this as a business and lead
it with consistent excellence, this can be the program
that absolutely puts you in a whole new career better
than you ever dreamed was possible.
Well said. I think we should conclude this lesson with
that beautiful close right there. That’s awesome. So
thank you again, everyone, and our next lesson is going to be on in person marketing, the original social
networking before there was a Twitter, a Facebook or
a LinkedIn. So look forward to that and apply already
what you’ve learned in this lesson beginning right
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now. So thank you very, very much.

Audio #3 –In Person
Marketing
All right, Kelli and I are back and this lesson is about In
Person Marketing – the original social networking before you could Tweet. So this is what really still works.
I love technology. Technology is essential. You have
to embrace technology. You have to learn about
technology and yet, nothing compares to good in
person social interaction and having those interpersonal skills and social skills that will allow you to thrill
people and grow your business.
As John said, we absolutely embrace technology.
Some of you may be in a heavily populated city that
is going to be challenging for you to emerge on the
web as the number one resource for people to find
you. So that’s why it’s still important that you focus
on the relationship building so you’re using your
personal “weapons” if you will. With IMPACT we’re
giving you everything. We’re giving you the company name, you’re getting the logo, and you’re getting
the niche of group personal training, the positioning, the branding, the identity, the artwork, the ads,
the concept, and more. But marketing is still the art
of influencing people to make a decision to buy this
IMPACT service. You are going to need an assortment
of marketing tools and your message really needs to
be consistent. That’s what we’re going help you with
because there’s no one thing alone that works. As
you’ve probably found out, you can’t just use a business card or just place an ad. You must be involved in
this process for it to grow and that’s what your customers want. They want to have a relationship with
you so that is what we’re going to focus on for this
session.
And so the first thing is your message. You have to
be clear about your message, but Kelli, what did you
want to start with that? Because boy, that’s a narrow
topic or a broad topic.
Whatever you focus on grows and a lot of you have
found that out with your businesses. If you focus on
one-on-one training, you could be booked solid within a short amount of time. You could have a waiting
list and be in demand. If you just focus on your boot
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camp, that will grow like crazy. So now we’re getting
you to maintain your focus on group personal training. Why do people want it and how can it make their
lives better? You need to really hone your message,
your elevator pitch, and have everything that you do
focus now on small group training. Group training
may have been a dream of yours, maybe something
you tried and didn’t succeed at, or maybe it’s mildly
working for you, but when you focus on this and do it
completely, you’re going to have much higher levels
of success and the combination of marketing is what
works best. Our message here is that group personal
training works, it’s highly effective; there are lots of
benefits to it, including the socialization. It’s affordable, and as we continue in this segment you’ll hear
even more benefits of the program.
And then of course, we’re going to need to talk about
your audience because that’s actually going to determine – well, you need to have a clarity in your message, but it’s going to determine how your message
is delivered, so Kelli, let’s talk about identifying your
audience and making sure you speak to them, not at
them – or speak with them, actually.
You need to know who your audience is, what makes
them tick, what do they want and what are they
thinking about? We see this audience as being early
20s to mid to late 50s, and possibly you’re going to
get people beyond those ends. You may get some
people in their late teens and early 60s and you’re
going to have a mix of both men and women. We anticipate these people being a little bit more athletic,
already into fitness, but not yet having reached the
levels that they want. We may get some people who
are very athletic and want to take it to the next level.
So we are definitely looking not so much at the new
beginner de-conditioned market as much as we’re
looking at people who are really get fitness and are
into it, but they just want to take it to that net level.
That’s right, and I think learning how your audience
interprets information. Now, we’re not getting into
particular sales yet – visual, auditory, and kinesthetic
– but just in general, how does your target audience
want to receive your message based on fundamentally who they are in this world. Are they single? Are
they married? Are they rich? Are they poor? Are they
fit? Are they fat? Are they inspired or not? And obviously everyone’s a little different, but you really need
to decide who it is that you’re speaking to and really
identify that audience. The days of doing a shotgun
blast to cover your market, it’s seen its better day and
so you really have to hone in on your message and

specifically who your audience is. As we go through
this, you’re going to learn more and more about that.
We’re not excluding anybody. I mean, truly anyone
could be your customer. You may have the guy who
is 100 pounds overweight who was an athletic in
college 30 years ago, show up for your class, but we
want you to focus on what the majority of attendees
are going to be and not what the minority is. For example, for Lifetime Fitness gym’s, their market is the
37-year-old mom with two kids. Now, that is highly
specific and they have built an empire around that
and they have created this incredible family fitness
center. If you would ask them who their customers is,
that is specifically who they would say although they
provide services for everyone from newborn infants
to seniors and rehabilitation.
That’s tough to do and obviously they’ve done a lot
of research and yet they are incredibly successful, so
obviously creating that much of a narrow niche can
be advantageous.
So I want to move on to becoming a celebrity. Now,
does this mean that you are going to be on TV? Well,
you might. I can tell you that many of the people
who have gone through our Adventure Boot Camp
program had no idea they were going to be on TV,
and yet they’ve been on numerous television shows –
both local, regional, and national, and it’s helped their
business incredibly.
Those of you who have known me for a while know
that I’ve done several different reality shows. The
one that probably popularized the boot camp set
so much was when I did Season 3 of the Real Housewives of Orange County on Bravo and then also I
did came back and did some work in Season 4, and
I knew that it would be great for business and that’s
a big portion of the reason why I decided to do this
show and what I can tell you is that the next month
after my first episode aired, my business doubled in
one month with zero cost to advertising. So obviously, there is merit in doing that but Kelli, I think what
needs to be illustrated here is becoming celebrity
does not mean bright lights and glitter and glamour
TV. It’s also about being a figurehead in your community and for the fitness industry on the hole. So I’m
hoping you can shed some light on that now.
John, you and I have an entire program called Celebrity Personal Trainer where we dedicated hours
just talking about receiving publicity and emerging
as an expert and celebrity in your area, so we’re not
going to go that in depth here because we do have

that program available. But basically, whether it’s a
six-mile radius, a 20-mile radius, or greater, you want
to become known as the go-to person for any fitness,
nutrition, life style information. So when that person
is finally ready to make that decision to get fit, there
is no question that you are who they are going to call
because they have seen you everywhere. You were
at the school; you were at the 5K race that they had in
town. You were speaking to a group of realtors. They
saw you talking to the Women’s group in the library,
so when the time comes they will recognize you as
the expert - the one in the supermarket talking your
client or at the mall leading a boot camp.
People start to see you and they’ll see you in the
paper and they’ll see stories about your clients and
hopefully they are seeing you on TV and hearing you
on the radio, so it’s what are called raindrops from
a book with the same name – just creating all these
little drips all around your community and your town
so that when that moment comes for that person
(and it may take 20 or 30 or 100 different times to see
you and other fitness messages), the decide to call
you. They may say, “Okay the pain has become so
great that I can’t take being where I am anymore. I’m
ready to make a commitment.” or “The results that
this program offers looks so amazing I have to have
it,” and in that moment they come in your door with
their checkbook in hand. So you’re focusing on doing
what you can all of the time to get recognition, to get
publicity, and to be known in your community as the
fitness person.
And it’s something that – I think what’s important is
that you have to realize that it’s an ongoing process.
You don’t just do one thing. I think our mutual friend
and also co-cast member of the movie The Compass
is greater at this, and that is Debbie Allen. Many of
you know that story where it’s her book that actually really shed a lot of light on promotion for me
and also in-person marketing and networking and
so on, and it’s being shameless. It doesn’t mean that
you’re crude, rude, disrespectful and belligerent, but
it means that it’s okay to promote yourself if you can
back it up, if you’re providing quality service, and if
you’re enhancing the lives of others and you don’t
come to a holiday dinner and hand out your business
cards to everyone before they say grace – because I
have actually seen that happen, so that would be inappropriate. But it’s okay to be shameless as long as
you are classy at the same time. Just be aware of that.
It’s an ongoing process. It’s never ending.
Just today as we record this audio, I’m working on
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three different promotional opportunities throughout this day for different segments of my companies
and it never ends. It’s just something that you do and
you learn to streamline. You learn what works. You
learn what doesn’t. You throw out what doesn’t work
and you hone, fine tune, and multiply what works,
and it’s that simple.
If you really think of marketing as a devotion, something that you’re dedicated to, and then you are
going to persevere with, it will happen, but it doesn’t
happen over night. It happens over time and it happens with practice. So if you find yourself letting the
marketing efforts slip away or getting discouraged
because one thing didn’t work, you’ve got to pull
yourself right back up and be devoted to getting your
message out because you devoted yourself to this career and there’s going to be people out there who are
in the face of your potential customers trying to sell
them on their bag of goods that, is likely not nearly as
good as what you have to offer. You can’t be afraid to
get out there and be that shiny thing that’s going to
get their attention. If you don’t, somebody else will.
And now something I enjoy is free publicity; because
why pay for it if it’s free? You can always hire a PR
firm or something like that, but that gets really, really
expensive. What I have learned – or because of trials
and errors over the many, many years I’ve been doing
this, is that public relations firms or publicists or whoever it may be that says they know how to do that,
communications experts don’t know your industry.
They don’t know your niche. They are an advocate
for you, but they are not you. So it is important that
you are the one going out and getting the free publicity.
Kelli, what are your top three ways to get free publicity?
Any time that you’re invited to go somewhere from a
party to a book signing to a grand opening or speak
somewhere that’s a chance to create a relationship
and its free publicity – and sometimes you get paid!
For example, I just a got a call today to go up to the
university that is 6 miles from my boot camp, to attend a luncheon that’s going to have some pretty
influential people. They asked me if I would speak for
20 minutes before the keynote speaker who is one of
the Kennedys. So I get a chance to get in front of an
audience, I’m getting a free lunch, and I get to meet
and mingle with some influential people at a local
university in my area. I do that on a regular basis. I’ve
been invited to speak many times at universities and
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they continue to invite me back. It’s a chance for me
to be in front of people in my community and they’ve
all been for different groups. Some were groups of
from the hospitality industry. Some were groups of
realtors. Some were students. So again, it’s a little
bit of your time, but you’re getting publicity to go up
there and be introduced. You are positioned as an
expert.
In addition to universities you may also be invited to
do something at public or private elementary, middle
or high school. It’s a great way to get in front of people. In fact, I just got called to greet the new families
and the kindergartners coming in at the elementary
school on the first day of school, so I get to wear my
logo on my shirt and to greet everybody new who’s
coming into the school system and moving into the
neighborhood. So that’s another great way.
Radio shows need to fill air time all of the time, so if
you call them up, everybody wants to hear what we
want to talk about. Everyone wants to hear about living longer, stronger, more healthy, energetic, vibrant
years with a faster metabolism. Open your eyes to
what’s possible, read your local newspapers and see
how you can plug into what’s going on. There are all
kinds of community events and they’re always looking for speakers or somebody to come out and do a
warm up or do a stretch during a corporate event. It’s
really unlimited, the number of ways that you can get
in front of people for free.
And with this free publicity, one thing that I’ve seen
done in different industries, although I think it can
certainly apply to the fitness industry, is for example,
you know, Kelli’s going to get up there and speak and
then if one of these Kennedy’s gets up and speaks as
well, technically, legally and ethically, she could say, “I
have shared the stage with [blank] Kennedy.”
Haven’t you guys ever seen where people will say I’ve
shared the stage with this person or that person, or
I’ve collaborated with this person or that person, and
that is basically transference of expertise or association? For example, Kelli won’t tell you, but she – I’m
going to tell them right now, Kelli, she was asked by
Sir Richard Branson to come over – I think you went
to Italy, right?
I did.
To speak to his entire virgin – forgive me if I get the
name of the club wrong.
Virgin Active Clubs.

Virgin Active Clubs in Italy; and so she got asked by
Sir Richard Branson and his people to do that. I mean,
that’s huge. And so that is social proof. It is free publicity just saying you got asked to do it, not to mention all the photos and videos and autograph seekers
and all that kind of stuff, and that’s great. Obviously
you gotten taken care for your time and your travel
there, and my guess is you flew on a Virgin Airline,
but you can see how you can lever this. I’ll give you
another example.
One of the other projects that I had after I did the
movie The Compass was an anthology book which
is basically a collaboration of different authors with
different expertise, and it’s called The Code. If you
want to see what it looks like so you can see how
you can do something to collaborate with people,
its thecodeebook.com. And so there’s people there
like T. Harv Eker and actually Kelli’s part of it and cast
members from the movie The Secret and also The
Compass and so I brought all these people together,
but then there were some people who were really
talented but hadn’t really made that kind of mark
yet. So what they’re doing is, I went to their websites and saw what they’re doing and their and their
promotional pieces and now they say, “I collaborated
on literary projects with people like T. Harv Eker and
Joe Vitali and John Assaraf and Les Brown and Brian
Tracey and so on.” So they say these things because
then they have that success by association which is
another way of getting free publicity, but it’s also social proof or success by association. So there’s a lot of
different ways to do this, but you’ve got to go out and
seek it out and you have to be willing to learn how to
leverage it and really make it work.
And you may agree with this or not, but people
would like to say, well, my personal trainer was the
one who…and then fill in the blank…was on this
show, or was on the newspaper, was on the radio
program or on this reality show or magazine, pod
cast or whatever it might be. People like to attach to
celebrity, so if you have won an award, as much as it’s
not about so much flaunting what you’ve done, if it
can help your career. If it positions you as an expert,
it helps your credibility. If they’re choosing between
five personal trainers and you have been rated number one in your county for your fitness studio or your
training, you certainly want to use that as publicity.
And I want to move onto the next thing which you
touched on briefly – we both have – but seminars –
sometimes you speak for fee, sometimes you speak
for free. And simply because you don’t get paid

initially to speak, doesn’t mean that you cannot
make money secondarily selling programs, products,
classes, or just gathering names for your database or
you can do a video of that and make viral videos and
put it on Facebook, MySpace, YouTube, your blog,
your IMPACT your website. You can do all those sorts
of things, but also you get to reach out and touch
people and learning how to speak effectively, especially in front of a large group of people, is incredibly
empowering to you, empowering to the people, and
probably one of the very most important thing that
you can learn to do as a professional who communicates with the masses.
Most corporations have a budget for speakers. A lot
of times they go unused every year. So if you have a
contact in a corporation, if you know somebody who
works there, if you have a client who works there, let
your clients know that you are available to go and
speak at their company, at a lunch and learn, seminar,
or even setting up a series of seminars after work.
There’s a good chance that you can get in the door
and you can get paid. And the beauty of the corporate seminars, you do them locally around the area
of your business, you can, most of the time, get paid
for them, and you’re showing up to a ready-made
group. So you did not have to sell those seats. They
sell them for you. So that makes it so much easier
and more enjoyable for you to show up. You might,
on average, have a group of about 35 people. If you’re
going to do a lunch and learn at a corporation and
talk about ways to boost their metabolism or myths
about dieting, any of these hot topics will get the
average corporate person out of their cubicle that will
come down and sit and have some lunch and listen.
Out of 35 people, you should be able to convert at
least eight of them to one of your services – ideally,
your IMPACT program. So corporations are a great
place to start. Different groups like women’s groups,
Chamber of Commerce, real estate groups, Rotary,
just about everyone has an association now and even
communities where people live have homeowner’s
associations and a lot of times within there, there are
men’s groups and women’s groups and they have
meetings where they bring speakers in at the club
house. There are lots of opportunities all around you
to get in front of people and even coordinating with
somebody else who is speaking and speaking with
them could be another idea. Once you put together
a couple of seminars, it just gets easier every time as
you get more comfortable and you build on that and
you work on your speaking skills.
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And now we’re going to move on to referrals. I actually just went into the next office and spoke with
Sam, who runs our group exercise programs here in
Orange County, and I just wanted to get an update
on how people are learning about us because it’s
obviously important to do the reconnaissance and
the analytics to determine all this; and referrals are
still number one even though our internet marketing
is incredibly effective. We dominate the internet. Our
print advertising is also very effective. We get a great
return on investment; but referrals supersede all of
that and that’s great because that’s free and it is evident that the people who are doing the referring are
pleased with your service, which is an indicator that
you’re doing a good job, and it keeps everyone in
the family. If someone is referred by someone who is
benefitting from your program already, it is likely they
are a family, friend, coworker, and so on, so now they
have – again, when we talked about creating that
sense of community – referrals, by default, enhance
the sense of community because you’re growing a
structure or a group of people who have another
common bond which also draws them together.
And with referrals there are two things that I would
recommend doing at least once a month, and one
of them is to remind your clients that the greatest
compliment that they could ever give you would be
to refer a friend. Of course their referrals you would
look upon very highly as somebody who is very qualified and is already walking in the door having heard
about your accolades and how great your program
is. At least once a month remind people that you
welcome and appreciate their referrals and let them
know that there is some reward for referring people.
What I recommend – money talks - $50 cash. Every
time somebody refers somebody, I hand them a $50
bill with a nice little thank you card and they remember that. I don’t discount their program. I don’t take
it off their next registration. I don’t give it back to
them as a credit. I literally hand them the cash and
they remember that transaction because it’s done in
person with a smile on my face.
The second thing that I do is once a month I have a
day where I invite friends. Now, you can make this
part of your regular program, or you might make
it one Saturday a month where you have a bring a
friend day and you put a class on where you invite
your current clients to bring in their friends and family
and neighbors and siblings and so on. So at that type
of an event, you should be able to convert at least
half the people that are there because they’re already
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walking in as qualified leads to paying customers.
So referrals are big. It is one of the best sources of
new business for you, hands down. The incredible
thing that I found is that my clients are so happy to
refer their friends, they say, you know what, keep the
$50 and give it to my friend. Let her put it towards
her first session. That has happened time and time
again and I’m always so impressed by the generosity
of our clients because they know the value of what
they’re getting.
That is very kind. I have heard of a few similar situations and it just shows the good-hearted nature also
of the type of people that you are attracting to your
program because of who you are as a human being
and an instructor. So that’s also a testament to the
type of integrity that we want to exemplify through
and through for the IMPACT program.
I want to switch gears now and go talk about groups,
clubs, and associations. You go after them, don’t you,
Kelli?
Absolutely, there are countless groups out there.
There are certain groups that are formed by hobbies
or sports, just about any other common interest from
studying the bible to NASCAR and from motorcycle
clubs to moms of tots. In fact, I just came back from a
conference and at the same convention center there
was a scrapbooking conference going on and I was
thinking, well, I might not have a lot in common with
these women, but a lot of these women are sitting
at home, they’re housewives, their scrapbooking,
and they are absolutely potential clients so personally, I’m not interested in scrapbooking, but I would
go and I would speak to this group of women about
fitness. I just got called by a Christian association to
go and speak. Again, I would be very comfortable
doing that. These are influential people and they are
a speakers’ association. It always brings you up to a
new level when you get to speak to a group of speakers and I’m really open to speaking to any group. It’s
rare that I will turn down a speaking invitation. I’m always fascinated by different groups and clubs and associations and you never know who you might meet,
so keep your doors open and if it’s a current client
who’s inviting you, I couldn’t see any reason why you
shouldn’t go as long as it’s something that you agree
with – your morals and your personal philosophy.
Absolutely. You know, I think one of the best groups
that has worked for our other group exercises classes
is MOPS (Mothers of Preschoolers), and the reason
for that is because Mothers of Preschoolers may or

may not have gotten their body back and they may
be ready to do that and it’s an active social group of
women in the community and that’s generally who
you’re going after. So that works very well. There’s
endless possibilities.
Search the – your community probably has some
type of local periodical or website (or both) that tells
about different social groups in your community.
Well, there you go. So contact each of them by email
and phone and speak to them about the possibility
of working with them and if it works for you, possibly
you could do some sort of group program; but one
thing I wanted to touch on with the groups too, is
that often times groups will say, well, can you just do
this for us because I just know a bunch of people in
our group will want to do it. The chances are 50% or
less that who they think will sign up as a group or for
you to do something special for the group, only 50%
likely that will actually happen that they are promising. It doesn’t mean they have bad intentions; it’s just
that through time and history it has proven to be the
case. So before you allocate time and make more
commitments than you can handle, assess what is
the necessary return on investment to do something
specific for a group and just realize that what is promised, even though their intentions are good, is likely
not exactly what will happen in the end.
Do you have a quick comment on that, Kelli?
That is so right on, John, and I can’t tell you how
many people have said to me, “A teacher told me she
would get 14 of her teacher friends and right after
school they would all come. Well, only two signed
up and then I had to run it for the month and I lost
money.” Or another trainer said, “A client told me
that they’d go from three days a week to five days a
week so I put on a Tuesday/Thursday class and there’s
only two people who come.” You really have to use
your common sense. Make sure that you have the
commitment in money up front before you go adding on any extra classes or changing days or times or
making concessions. Stick with the plan, stick with
the program, and you will be happy. You’re going to
have more free time and the time you are working is
going to be highly profitable.
And then next we’re talking about community and
special events and it’s funny that we’re talking about
this today. It just happened to fall on this day as to
how we’re doing all these multiple recordings, but I
had just spoken with Sam, again who runs our boot
camps and our various group exercise programs here
throughout Orange County, and there is a local 5K

that happens every year in our city here of Rancho
Santa Margarita and so I reminded her that yes, we
want to get a booth that they offer there which is a
very nominal fee, and then we’re going to figure out
which particular lead capture system we’ll use at that
booth. But in addition to that, I also had her ask the
organizers if I can be the MC for the day, so I would
stand up on the scaffolding at the finish line and
announce the race and so on, and we’ve done the
warm-ups for different races. We’re doing one for the
Alzheimer’s Walk and for the Leukemia Society and
that sort of thing where I’ll have our team of instructors go out and do those sorts of things.
Now, if you’re not comfortable doing some sort of
announcing or anything like that, well then that may
not be your gig, but also like we talked about earlier,
learning how to speak and so on and doing seminars,
it’s essential. I used to do announcing and things like
that for races many, many years ago when I was more
involved in endurance sports, so I’m comfortable doing that and I really enjoy it, but I could possibly put a
little more emphasis and enunciate even more clearly
when I announce all the sponsors and I come to
IMPACT, obviously you’re going to give everyone their
fair due, but you could make sure that you give your
own company a thank you for participating and supporting the local charity event which raises money for
the library. And usually when you would be involved
in the event in any other capacity other than just
having a booth for $100 or $50 or whatever it is, you’d
probably get priority placement as to where that
booth would reside within the health fair area.
Kelli, what do you have to add to that?
John, those are all great, so to answer that, what I will
caution you is do not spread yourself too thin because there are dozens, and maybe even hundreds,
of events that may go on in your community every
year. Once people see that you start to get involved
or sponsor one event, they’re going to be banging your door down to sponsor a lot more events.
Choose the ones that make sense for your business.
Choose the ones that are near and dear to your heart,
so if its breast cancer or Special Olympics or boy
scouts, maybe you want to pour more into that one
than some of the others. Do as much as you can on
a shoestring budget to get a lot of publicity and a lot
of exposure without having to spend a lot of dollars
on an expensive booth or outfitting your booth with
banners and so on. But anything you do, make sure
you do it with a very high level of class and don’t do
it unless you can do it 100%. So if you can commit to
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something fully and it’s going to be something you
enjoy rather than something that you feel is going to
take your energy away, and something that’s going to
have a great return, then make the commitment and
follow through 100% with it.
Very well said; and about spreading yourself too thin,
obviously you can always say no to all these different events, but it does get to a point of feeling inundated at times so you need to have a logical filtration
system of the opportunities that exist. But I think it’s
okay to be aware of all of the events. You just have to
learn to say no and prioritize and also a lot of events
may not be timed in the best way in conjunction with
the seasons for how people are doing your program
or maybe it’s something where you’re just completely
filled, and that would be a wonderful thing, but yet
you have three big events that they want you to
participate in. Maybe you may want to do an event
when things are a little slower and you need to boost
your business more. On the other hand, if you can
handle it and want to grow and you’re really flying,
you may want to do those two or three events to
take it to the next level. So those things you have
to assess on a case-by-case basis. Let’s switch gears
here and now talk about schools and the PTA. Now,
you’re a mom, Kelli, and you do a lot of stuff with the
schools and it has proven to be incredibly beneficial
for your business.
It has. You know, every school should have a PTA
and every PTA in each state has a Health and Wellness Committee, or at least they should. They may
not have one that is active or one that even exists,
but there is a lot of support materials for your state,
as well as nationally, for health and wellness for
students. So if your school does not have one, go to
your PTA President and offer to be the chairperson for
the Health and Wellness Committee. It honestly does
not take a lot of time, but it’s worth the energy.
For example, last year I did six seminars. I choose the
six of the months out of the school year that didn’t
have big holidays or time off, and I conducted a seminar. Some of them I spoke at; some of them I introduced different experts in different areas, and every
month I had anywhere between 35 and 75 of the parents and grandparents and teachers and people who
are local to the community show up to listen to this
information. It’s an opportunity to be in front of people and of course, they’re going to find out about the
classes and the services and the programs that you
offer. It’s a great chance to make a different in our
youth as well. Small things like teaching them how to
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make a healthy lunch, how to get children involved in
cooking and grocery shopping and making healthy
food choices and also how to get your children to
enjoy physical activity. So the topics are easy, interesting and then we make it fun. For example, one of
the things we do is called Fear Factor Friday. So every
six weeks, I send a healthy food in, one for each child
in the school, that they sample. With it goes information that gets emailed out to the entire school. So for
example, the handout (that is both in hard copy and
electronic) might say, today your child tried Edamame
and here’s some information about the health benefits of Edamame. Then it’s signed by me and it gives
the date of the next program that I’m starting and all
the contact information to get registered. These are
all chances for you to get in front of people. Anytime you send an email, it gets sent out to the entire
school and your signature is right at the bottom of
that email with all of your contact information and
latest events that are going on. So if working with
children is dear to your heart, if you have children and
you have the time to make this small commitment,
it has paid off tremendously. There is not a person
in the entire school system that does not about my
business and what I offer.
I just wanted to add one more quick thing about
schools and PTAs before I move onto the next topic,
and that is as I recall, many years ago I donated a lot
of equipment to a local school where we were conducting an outdoor class and I just felt bad because
I’d see the kids and they were frustrated and they
wanted to play with different playground equipment, balls and bats and jump ropes and that kind
of stuff, but because of all the budgetary cutbacks
of the school, there was nothing there and I don’t
remember what I had donated this time. It was a few
hundred dollars, or something like that, in new equipment for the kids and I got my picture taken with the
principal shaking his hand giving him the stuff for the
kids and it made it in the PTA Newsletter which goes
out to, I’m guessing, hundreds of parents and those
moms signed up for my program because they appreciated what I did for their kids. It shows good will,
but really that was where my heart was at too, and
so that was important to me and that’s why I took
action on it, but there was also that secondary gain
of the community interaction and doing something
as a favor and then having it returned to you by the
parents signing up for your program. So a lot of ways
to benefit from this.
Without being obtrusive or obnoxious, whenever you

do anything like this, get it on video and in still photography and then use it in social media in a digital
format, which we’ll get to in another lesson, but I just
wanted to add that in there.
Now we’re moving on to youth sports and also with
coaches.
Right. The coaches have a great opportunity to reach
the parents through any youth sports. If you are
involved, yourself, as a coach, which some of you are,
or if you have children who are on teams, or even if
you are involved in recreational soccer or whatever it
might be that you’re involved in, there are spectators
that are there; there are team players that are there,
and there’s a lot of people now that are in my programs that loved soccer or tennis or ran track when
they were in high school. They may have even played
competitively, and now 20, 30 years later, they would
like to enjoy some recreational soccer or softball or
whatever their sport, but the running isn’t so good
and joints start to hurt and the injuries start to appear. So they need this kind of conditioning and they
would love to be back out on that course or that field
and be fierce again. They want to live those glory
days again. So whether it’s dealing with adults that
are involved in sporting, recreational activities, or if
you’re getting the parents through the children involved, those parents a lot of times are sitting on the
bleachers and you show up with your IMPACT shirt
on and you may have your vehicle lettered and it says
IMPACT on it, and you look fit and you come in and
you’ve got a bit smile and you open a dialogue and
a conversation, I have converted many people sitting
on the bleachers to becoming clients just because
they’re sitting there and there’s a lot of downtime
and you’re with them weeks on end, so there’s lots of
chances for them to ask questions and you to respond to them.
And again, there’s always an email contact for all
of these different groups, so anytime you respond
about a practice or a uniform or whatever the communication might be, you have your signature at the
bottom of that email and every parent whose child
is on that team is going to see that. So think about
everyone who is within in your network of influence
and how you can start to draw them into what we’re
offering with IMPACT.
All good stuff, and you actually taught me a lot right
there, Kelli. That was great.
So we’re going to move on to prospects past and

current clients, so let’s take prospects first. You want
to get as many prospects as possible and then again,
later in future lessons, we’re going to talk about more
of the database and things like that, but basically you
want to get as many prospects as possible to put in a
database, but what do you have to say about prospects past and current clients?
You know, the prospects are people who contacted
you with a desire to get fit, but for whatever reason,
it could be have been timing, it could have been
intimidation, it could have the delivery, it could have
been lack of communication, feeling of indifference, it
could have been absolutely anything. We know that
those people want a fitness result. So you, hopefully as John said, have a database where you’ve
collected all this information. Those people are hot
leads. They’ve contacted you for information, now
you have a new program that can absolutely meet all
of their needs and this is another opportunity for you
to reach out to them and say, hey, we have something now that can meet your needs. This is a group
training program that’s much more affordable than
personal training. It’s fun. The results are incredible. These are the times, and let’s get you started
on Monday. So it’s a reason for you to reach out with
something new. So it’s not just the same old, oh why
don’t you come in and personal train? When do you
want to get started?
Because it’s a program, there’s more excitement to it,
it’s more enticing. It just might have that appeal that
is exactly what that prospect is looking for that was
missing the first time that they contact you. So now
you have a new chance to go back and make those
people who were prospective now paying customers.
And of course, once you have them as paying customers, you need to retain them and make sure they
renew. Now with IMPACT, the ideal option – you will
always have options on how you want to do IMPACT
as far as the finances and things of that nature, but
our strongest suggestions and the model we know
now to work well, is to put someone on what’s called
an EFT which means Electronic Funds Transfer or an
auto debit, as it may be called, for a monthly ongoing
annuity so you have guaranteed predictable income
each month. However, if you do a poor job, the
retention – even though they may be on a month-tomonth agreement – the retention is not going to be
there over time and you’re going to lack renewals and
then it costs far more to get a new client than it does
to keep one happy.
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So Kelli, what are the things that you want to talk
about for retention and renewals?

your client currents, this is really where you want to
get started with filling your IMPACT classes.

Okay, I’m just going to back up for one quick second
and talk again about the different people we are
marketing to– we talked about prospects. I’m just
going to talk about the past and the current clients
and then I will move on to renewals.

And then to pick up what John was talking about
with the retention and the renewals, once you get
them in the door, you want to absolutely knock their
socks off, thrill them, satisfy them, honestly treat
them like royalty, treat them like family. I cannot
stress that enough. I know that some people treat
their clients even better than they treat their family,
but that’s another topic. But once they’re in there,
you want to make it what people have already told
you becomes addicting – that they do not want
to leave it. They will cheerfully pay that automatic
payment every single month without even a second
thought. In fact, they’re going to say, wow, I can’t
believe what a great deal I’m getting on this program.
And that has to come from you, from your energy,
from your delivery of service, so I don’t see any
reason why 80 – 90% of your IMPACT clients should
not be renewing every single month; and if they’re
not, you really need to stop and ask yourself why.
There’s something that you’re missing, there’s something that’s wrong, and in that case, I would suggest
surveying your clients. Do a focus group with your
clients. Ask them for their honest feedback. Get the
people who left and ask them why is it that you left
and find out.

One thing about the past clients that you’ve had
– and you may have touched on a lot of people
through your career as a personal trainer – is they left
for some reason. Again, it could be a multitude of
reasons. We know from research a lot of times it was
because of a feeling of indifference. They just didn’t
feel like you necessarily may have cared about them
as much as they would have liked you to. Maybe they
got bored. It could have been finances. It could have
been work. It was less of a priority. Who knows what
the reason was; but because they trained with you,
and hopefully they got a great result from you, there’s
a good chance that they’re going to want to come
back and train with you again. So just like the people
who never joined, you have an even better chance
with the people who were clients of yours before
who may have loved you and loved that time with
you and now this is an opportunity for them to come
into a program and do it more affordably.
And then the other group was your current clients.
Now, a lot of you probably invested in this program
because you might be getting burned out on the
one-on-one training. You might be getting burned
out on all of the hours that you’re training, on the
longs hours, on the nights, on the weekends, so this
is a wonderful opportunity to contact your current
clients and say, hey, you know what? I can get you
into a group personal training session. It is going to
be a lot of fun. It’s going to be way more affordable
for you. You’re going to pay for a week what you pay
for a day, and now you’re going to have a chance to
just have a higher energy group and each of you are
going to motivate each other. Why don’t you come in
and try out this class? Here’s when it’s going to start.
I’d love to have you join. And that is going to free
up your schedule tremendously with a much greater
income potential.
So this is something that you can do with them
through a personal note, through a phone call, or
when you see them in person. So think about this
as being your hot hit list. All of your prospects who
you spent a lot of dollars and resources to contact, for
them to contact you, all of your past clients and all of
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You may need to make some adjustments to your
program. Maybe it’s the time. Maybe it’s something
in your delivery, organization, the intensity’s too easy,
it’s too hard. Once you fill that first class, it’s going to
grow and again, if it’s not growing, you really need to
take some time and observe why not.
And now let’s shift gears and talk about promotions
and an intro class. What I can tell you is that – and
again I’m reference Adventure Boot Camp for similarities and dissimilarities – we never used to offer – actually, for Adventure Boot Camp, at least for our Orange
County Corporate Accounts, we do not offer a free
introductory class. It’s just something – a policy we
haven’t done. We haven’t felt the need to do so. The
camps have always been really successful and we just
wanted people who were committed to the entire
process, and through that dialogue and that “pitch”
that we gave them, people said, well, I’m committed
and then they’d end up signing up anyway. However,
other people have had great success giving a free
introductory class.
I’m working with a leading mixed martial arts school
here in Orange County. Actually, it’s the largest

school in the world, and they have a program called
The Free 48, and they give free 48-hour pass to take
whichever classes are appropriate for you, of course,
with that type of training, and then you can decide if
you want to sign up after that. So Kelli, tell me your
thoughts of doing introductory clients as a promotion for IMPACT.
John, I have the experience and the same feeling
that you do that if somebody really wants it, they’re
just going to sign up for it and pay for a month and
not need that intro class. So I what I’ve done is I offer
once a month a bring a friend day. So if on one Saturday a month you want to offer that as a way for you
to thank your current clients for being a member and
bring people in and you want to offer that to their
spouses, friends, whatever, that you can do that.
I don’t think that once you get the program going
you’re going to need an intro class. I believe that
people will just come in and they will pay. Whenever they call you and contact you let them start
that very next class. Prorate that month and then let
them start the first of the very next month with a full
month and paying in full. So as you said – and I agree
– I don’t believe you’re going to need that intro class.
If you want to do that initially just when you’re first
getting it off the ground, I would suggest that you do
it as much for yourself just to rehearse teaching the
class, and possibly even do it with your current clients
almost more like a test to see the flow and the intensity of the class and then also introduce your current
clients to it and invite them to bring their friends. So
I would use it that way, but it’s not something I would
recommend ongoing. I personally don’t like to give
away anything for free. I’m very generous in other
ways, short of my services that people are willing to
pay for. So we’re going to keep that same philosophy
and say you might want to do it in the beginning.
You might want to do some type of demos when
you’re doing community events and show people a
little bit about what it’s about by demonstrating maybe some of the speed, agility, and quickness drills, but
the idea is to get people in and get them paying for
that very first class.
All right. Now on to something that is highly controversial, and that is the money–back guarantee. And
again, I defer to what has been done with Adventure
Boot Camp. We do not offer a money–back guarantee with Adventure Boot Camp because there’s some
subjectivity as to whether or not the people actually did what they were told to do. They have to get

the right amount of sleep and eat as much organic
food as possible and balance out their blood sugar
and keep a dietary journal and attend class and give
100% and there are so many variables that would
determine someone’s ultimate outcome which would
then, in turn, determine if they are happy or content
with the result and therefore wanting or not wanting
a money-back guarantee.
So for when I was doing personal training and when
I was teaching Adventure Boot Camp, I did not offer
a money-back guarantee. Now, Kelli offers a moneyback guarantee with a lot of different things that she
does and we’ve had differing results.
So Kelli, what are your thoughts about offering a
money-back guarantee with IMPACT?
I’ve been offering a money-back guarantee for over
20 years. When I had my health clubs, we used to
offer a 10-day money-back guarantee and that was,
back then, it really was used as almost a trick to take
away the objection of “is that person really going
to walk away from the table and say, well, I have to
check with my spouse”, and you say, well, you can get
your money back for 10 days, so just purchase now.
This is not used as a trick as much as it’s used to show
how confident we are in what we do and I will offer anyone a money-back guarantee if they come
to every day that they registered for, if they came to
the nutrition seminar, if they did the pre- and postassessment, if they did the food log. So there are all
these conditions. They have to work the program
and if they work the program and they’re not satisfied
with the results, I will cheerfully refund their money.
Never has it happened, not one time. Because what
happens is that people, if they do fall short of reaching the results, they’re not going to blame you, the instructor, who was out there every day getting a great
workout with a great program with a great nutrition
plan. They’re going to blame themselves. They’re
going to say, well, you know, I did go out for Mexican
and Chinese and pizza, and well, I didn’t really sleep
and I’ve been drinking alcohol.
They’re not going to blame you. I could have worked
harder in class. So not one time on a service that
I’ve provided ever has anyone asked for their money
back, but during that time when they’re getting ready
to purchase, it just shows the confidence you have in
what you’re offering. So if you’re comfortable with it
– and I hope that you are – I would recommend that
you do it because it just shows that you know what
you’re offering is the real deal.
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And in the 15 minutes we have left in this particular
lesson, we have a lot to go through so we’re going to
continue to move on here and the next thing is articles. Articles – we’re going to dissect this a little bit.
There’s a whole other aspect of articles and that is article databases on the internet, but we’re not talking
about that right now, so right now we’re just talking
about articles that you would send to your specific
group and also articles that you can print out as a
handout in your IMPACT class and then Kelli will have
some more ideas of how to disseminate these as well.
Right. If you are paying for any print advertising,
you should have the ability to get some space for an
article. There is one publication that is monthly that I
take an eighth of a page ad in every month and right
next to my ad, I have an article, and that article always
features one of my real people. And that one newspaper – aside from referrals – is where I get a majority of my new clients from. So whatever the client is
about featuring my real person, my real client, that’s
what the ad will reflect.
So if it says something about “Julie lost those last 10
pounds,” and there’s a picture of Julie looking the
way every woman wants to look, just lean and beautiful and fit, and then the ad will reflect something
about shedding those last 10 pounds in the four
weeks of camp. Or it might show something about
“Patrick loses four inches off of his waist and there’s
the ad right next to it that says, “Drop a pants size
in the next month.” So that type of a relationship
should be something that you work out with the person that you place your ads with.
If you’re paying dollars for ads, they should be willing
to give you some editorial space with an image. Right
now the newspapers are shrinking. They need your
dollars. You definitely have room to negotiate, so if
you’ve been paying for an ad and paying that same
rate for a long time, there’s a good chance that you
can get a lower rate and also get some editorial that
is going to be valuable to the community. And when
somebody joins my program, I always ask them, what
made you join? A majority of the time, people will say,
wow, I’ve been watching all those people in the community transform and if they can do it, I can do it. Or
it might have been one specific person. Wow, when
I saw that Carla was about my age and my size and
saw how she looks now, I just felt like I could do it.
So we will talk more about articles when we get to
the actual program part and we’ll break down that
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daily email that you’ll send which will include a brief
article. But try and get any article in anytime you’re
paying for an ad.
And now one of my favorite things, the JV, which is
a Joint Venture, and this is done between the corner
baker and any other store that’s nearby a pharmacy
and it’s done with multi-billion dollar multi-national
companies. And a joint venture is basically just as the
name implies. It is a venture, an idea, a collaboration
of two or more parties, generally between two parties for mutual benefit of each company and also to
provide a better product or service for the end user.
So a joint venture may be – and then this is also to do
with collaborative marketing.
For example, I’ve had a joint venture with a local
chiropractor in town for more than a decade. Actually, gosh, it’s been more than that. It’s been about 15
years. And so for each client that I ever work with, the
chiropractor will do a free spinal assessment and free
medical evaluation and it helps reduce my liability. It
helps give them an opportunity to have a new patient, and the client/patient knows that they’re cared
for. But there are endless ways to do joint ventures.
We’re actually doing another one where a clothing
store called Lululemon which you may have one in
your area, and they are very, very receptive to working with us and they want us to come in and actually
do a demo class inside the store. That will be interesting. And they sponsor special events and classes and
they offer coupons to the ladies in our programs, and
so there’s a lot of different ways and a lot of different
companies you can joint venture with. But here’s the
one key – before I turn it over to Kelli – the one key
is it has to be mutually beneficial and ethical for all
parties involved and if you have that, it’s going to be
a winner.
I agree. So basically it comes down to your sharing
the cost and your sharing the rewards. If we’re looking locally at your IMPACT program, that could be at
a tanning salon. It could be at a spa. It could be at a
doctor’s office. It could be at a luncheonette. It could
be at the person who prints your T-shirts. Really
there are no limits. You’re looking at places that share
a similar customer base. It might be a private school.
It might be at a florist. It could be at a high-end retail
store, as John mentioned. There’s fitness stores, shoe
stores, running stores, walking stores. There’s healthy
back stores. There are so many different medical spas
and so on. So just keep your eyes and ears open for
places that you can find a way to share the cost of

marketing, but also share the rewards and make sure
that the relationship is mutually beneficial and there’s
something in for both of you because if it is uneven in
any way, one side will not be working the joint relationship the way that they should
For example, if you have the opportunity to go in and
speak to the people who work in a salon and they
become customers of the IMPACT program, well the
people who cut hair and do nails and so forth, they
have nothing but time to talk to their clients and
when their clients start noticing that their bodies are
transforming, they’re going to ask, how did you do
that? And they’ll say, “Oh, I do the IMPACT program.
Let me tell you about it.” So things like that would
be rewarding so you might give a slight discount to
some of the stylists to come in and take the class, but
then you would get some type of reward of discount
for the referrals to the salon. So it works both ways.
And now let’s talk about the medical field – medical
references and collaborating with medical professionals in a variety of different ways. One thing that’s
essential is that you have to present yourself in a very
professional way if you want to work with medical
doctors and we’ll lump in physical therapists, chiropractors, osteopathic doctors, naturopathic doctors,
acupuncturists, and so on. They want their patients
to work with someone who really knows what the
heck they’re doing but also has a high level of professionalism so that that old gym mentality or lack of
polished language or anything like that will not fly
when you’re working or collaborating, aligning with
the medical industry.
We know that our clients are coming in with a variety
of different conditions and underlying conditions,
so there are things that as fitness professionals, that
unless you have medical training, they are going to
be beyond the scope of practice so you want to have,
in your circle of influence, medical professionals that
you can refer to. So for example, if somebody comes
in with their blood work, you might not be able to
understand or read or know about homocysteine
levels or C-reactive protein or some of these things
that are becoming more and more popular markers
for health and dis-ease today. We encourage you to
learn about them, but at the same time, it’s may be
beyond our scope. They may need intensive vitamin
therapy so you want to have somebody that you
can confidently refer your people to that you know
they’re going to get taken care of in an ethical way
that aligns with your personal philosophy. So really

find – go out there and seek out some of the doctors
like the chiropractors and those who are more naturopathic and don’t do things the traditional – the way
of traditional medicine today.
So that relationship will work both ways. I had my
studio, when I was back in New Jersey, that two chiropractors brought probably 50% of my clients to and
it’s rare for a chiropractor to trust a personal trainer
and especially a boot camp or IMPACT-type instruction. So you want to create that relationship and let
them know about your credentials and the credibility
of this program.
All well said and all important and a valuable resource
when you can even have these people as part of your
Advisory Board which gives you further validity and
substantiation to what you’re doing as well.
And now let’s talk about your car because it is, in fact,
a moving billboard. So aside from wanting a dirty or
dilapidated car, you also want to use it as a marketing
tool to help you, to do the work for you. A work advertised car, I should say, one that has the appropriate
graphics, banners and images or a full vehicle wrap, if
you will, can easily pay all your operational expenses
as well as some of your monthly ongoing household
expenses simply because your car is done correctly.
This is so powerful. I get at least five new clients a
month from my vehicle. People will call me. They’re
following me – literally – and they’re dialing the number and people will circle the parking lot until they
can park near me and run up to me and tell me how
they so need this program and you strategically park
the vehicle at different places. For example, where
people might be walking in a park or going to the
grocery store on a Saturday morning or the movies
on a Saturday night, and you want to make sure your
vehicle has visibility.
Right now, I have five vehicles on the road. I have
interns who, for about $150, I can get their windows
wrapped very professionally, and get lot of visibility.
People see their cars all the time and for very low
cost, as John said, they are moving billboards and
park billboards all over the community. So this is a
way for you to get more exposure to create those
raindrops that I said before. It’s one more way that
people go, wow, IMPACT is everywhere. IMPACT is
everywhere. What is it? I want to get it. So I would
highly suggest that you have your vehicle done and
again, you can do it for as little as $150 or as much as
$5,000.
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All right. Moving right along, this is a long session
and I had a feeling it would be. This is all really good
stuff. So we need to talk about keeping your current clients and one way to keep them is by having
contests and that can be a contest for referring new
clients. It can be contest for push-ups. It can be for
holding a squat. It can be for a percentage of body
fat loss, total number of inches. If there is a, again,
one of these medical referrals involved, the person
who dropped their total cholesterol the most or their
blood pressure, there’s a ton of ways to do it, but having a contest keeps people involved.
Absolutely. I just finished a contest last Friday and
there were 18 people that enrolled and the competition got fierce. Something about that competitive
spirit in people just comes out where before they
may have just been going through the motions of the
workout. They might not even know or care what
the prize is, but something just emerges in them
that they want to win. They want to see great results
and it makes it a lot of fun. It gives you something to
focus on, something to talk about, and it’s just a great
way to keep people focused and there’s a beginning
and an end which really helps too, because they’re
sort of counting down making sure that their staying
on track.
And let’s talk about focusing on results because
really, people want fun. They want a good experience. They want to see their friends, but if they’re not
getting results, they’re not sticking around. It’s that
simple.
Right. So that’s something that you absolutely want
to focus on. Somebody might go, well, I’ve been
coming for two weeks and I haven’t seen anything on
the scale yet. What I do is I always ask them before
they get on the scales, how will you notice? What do
you see? What’s the difference? What do you feel?
And they’ll say, wow, my pants are looser and I’m not
as bloated. My energy is up and my posture’s better. My back doesn’t hurt as much. So then when
they get on the scale and there’s not that big of a
difference, you say, wait a minute, you just told me all
these other things. So focusing on what the results
are, soliciting feedback from them, measuring all
those factors that John mentioned before, and even
more so that we can show the difference because
people forget when they came in they were only able
to do 2 push-ups and now they’re doing 42 push-ups.
So keep documentation, focus on their improvements. I would say once a month to reassess them at
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the beginning or the end of each month so that they
can see and stay encouraged and keep that momentum going.
And of course, another thing to keep your current
clients is, again, bringing in that sense of community
and that is bring a friend day.
Right. And we talked about this earlier. I would say
one day a month. Don’t let them know that at any
time, any day, there’s a free for all and they can bring
a friend. I make it very specific and very strategic
and it’s usually the second Wednesday of the month
because the first week, if they’re new, they’re just getting started, they’re getting acclimated, they’re learning so much and they’re excited about it. They’re
starting to see and feel a difference by week two and
they want to tell their spouse, tell their girlfriend, their
cubicle mate, etc. Have them bring a friend in and
give them a chance to try it. By week two the client is
so proud and more confident and they want to show
off what they do. So again, I would make it just on
that day.
Of course, if somebody says, hey Kelli, my friend can’t
make that day. Is it okay if they come next Friday?
You’re not going to say no, but you don’t really want
to open it to that because you’ll be surprised at how
they make it on that one specific day a month that
you allow for it.
And again, we spoke about referral fees, so I’m just
going to touch on it here real briefly as we near the
end of this particular lesson, and that is that – decide
what is appropriate for a referral fee. Kelli says she
does $50. It is correlated, to some degree, based on
the price of the program and the duration of the program and the demographics of your community and
so on, but make it to where it’s worthwhile.
Some people like cash. Some people like a coupon.
Some people like credit. But cash always seems to
work well for everyone.
And then we have another note here to talk about
working with your naturopathic doctor, but we covered that earlier. Essentially, if you’re not familiar with
naturopathic medicine, it is a natural type of healthcare. Licensed, accredited naturopathic doctors have
similar first two years of medical school as a M.D., and
then go on to learn other types of natural healthcare
and they’re just more fitness oriented, very smart
people. It’s a great form of medicine and it’s a great
ally of the fitness industry.
And then the last thing is educate your clients about

detraining. Talk about a motivator to stay active. If
they understand how quickly someone can be detrained both in strength and cardiovascular fitness,
they’re more likely to keep it up.
And if you are not up on the detraining factors, definitely go and look that up. Look up at the half time
that it takes to lose your strength gains and the half
time that it takes to lose your cardio gains and it is
very motivating. In fact, when people come back to
the IMPACT program after they’ve been out for a couple of months, they’re huffing and puffing and they
will say “man, that was really stupid to take 4 months
off. Why did I leave? I lost it so fast.” So brush up on
your detraining physiology and empower them with
the information. If somebody’s thinking about not
continuing, then let them know about where they’re
going to be in two months and three months and
nine months if they take a break.

That’s right. Great motivators. People will do more
to avoid pain than gain pleasure, and losing what
you’ve worked so hard for is painful and they’ll
want to avoid that and the way to avoid it is stay
current in your IMPACT program.
So that concludes this segment of your training
and great, great information. Listen to this as many
times as necessary to where you know it and you
own it and you can apply it with ease.
Coming up in the next lesson, we have virtual and
print marketing and let me tell you, it’s changing fast. We’re going to keep you current also
with your monthly updates as part of the IMPACT
program ongoing, but we’re going to give you so
much information coming up next, it’s absolutely
going to blow your mind and it will take your business to the highest level.
So thank you so much for listening and we’ll talk to
you in the next lesson. Thanks.
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the outlines for these audio lessons, what is most
important in the start p campaign when it comes to
marketing?

Audio #4 Virtual & Print
Marketing
Hello everyone. Welcome back to your IMPACT training. For this lesson, we’re going to talk about marketing – virtual marketing, which is basically anything
in the World Wide Web and print marketing, which
is old school but still the school you need to attend.
It all matters and I think what’s interesting is after all
this internet revolution, I’m actually seeing a – not
a resurgence, but a re-awareness, I guess, of how
important print marketing is in addition to internet
marketing. However, the games have changed, the
prices have changed, and the way you structure it
and the way you put it all together is different than
it was 5, 10, or 15 years ago but I think people get so
excited about the internet – and believe me, I love
it. We’re going to talk a lot about internet marketing
in this class. However, print marketing is really, really
important.
Do you have a few opening words, Kelli?
With this IMPACT program is your radius may be
similar to what it for personal training, but it will likely
allow you to draw from an even larger demographic
b/c it’s the only think like it of its kind. Depending on
where you are it could be a minimum of 6 miles up to
12 miles, 15 miles or maybe up to 30 miles that people are willing to travel to come to your program. Initially, you will rely upon print marketing and as time
goes on and the buzz is created, you can start to scale
back on print and ramp up your internet marketing.
That’s right, and what has become even more important with internet marketing is local search. There’s
a lot of different websites out there: Meet up, Yelp!,
local directories, Craig’s List, whatever it is, but the local search of the internet is becoming more essential
than ever before and it’s because of the new algorithms used by the search engines because of specialized marketing efforts by different portals specializing in different geographic regions and so you can’t
ignore that. You have to be very, very pinpoint, laser
precision with your marketing efforts on line and of
course, in print as well.
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Let’s start off, Kelli, by talking about your startup
campaign. Now, as we created this outline and all

Initially, you want to get the word out there that there
is really nothing to even compare this program to because it is so different. It’s not group fitness as people
might traditionally know from a health club. It’s not
personal training. It’s not really boot camp. It’s a different animal so we need to educate the consumer
on it. This is group personal training and if they have
any experience with group personal training, it might
be one on two. So this is a different format and a different system, so you’re going to need to educate the
consumer as to what this is and the incredible results
that this can produce. As you attempt to explain this,
do not overcrowd your ads. Less is usually more.
What you want to do is create an emotionally compelling headline that’s going to grab their attention.
Usually anything to do with metabolism, increasing
energy or living longer, really get people’s attention
so place that at the top of your ad.
The second most important thing is going to be the
image. That is the second thing that’s going to catch
their attention after they see that initial headline. Use
an image of how they would like to look. For example somebody that looks a little younger than your
average participant and more fit than your average
person, so it’s something they aspire to be. That’s the
type of image you should use and it certainly could
be your own people from class. Then the small details
like your phone number, the website, the time, and
any other important information they will look for at
the end. So make the details the smallest part of your
ad. They will find that. They will look for that.
Another thing about your startup campaign is we
tend to want to list all of the features, such as we do
assessments and a nutrition seminar. That does not
sell the program. No one wants that. They want the
results that brings. You always want to have your
campaign answer for the consumer, “What’s in it for
me?” That’s what they’re thinking. “What do you
have that I need?”, so when you’re creating your startup campaign, you really need to think about what’s
in it for the person. You need to put yourself in their
shoes. One thing I recommend is to do what I call the
Mom test (or test it with whoever your audience is). If
you program attracts a 40-year-old woman who’s 20
pounds overweight, show your potential campaigns
to people in that demographic and ask them, “Would
you join this program?” and they might say, “No way,

that’s too intimidating,” or “Yes, absolutely. I would
love that,” or “I don’t understand what this is.” So
before you invest any dollars in actually paying for
online or print ads, make sure you test it out with
your audience to see what kind of response you’re
going to get.
Initially you’re going to spend a little bit more dollars because you’re starting from scratch with a new
program that people aren’t aware of so you might
allow several thousand dollars initially. As the months
go by, you’re going to scale that back significantly.
So for example, you might start out with a half page
ad – and I really recommend that you use some type
of a health and fitness tabloid section where people
are specifically seeking health, fitness and wellness
information. They tend to keep those tabloids more
than they do just a regular weekly newspaper, so
something like a bridal section, a back-to-school issue
or a fitness tabloid people may hang on to. What
ever paper you decide to work with, go online and
see what their editorial schedule is for the year. Look
at that calendar and see where the places that you
can plug in are.
For example, on Valentine’s Day people get engaged
and they want to get in shape. So be very strategic in
planning backwards from your launch date to make
sure that you place your ads and you spend the most
dollars in the wisest spot.
As far as your startup campaign, you might alternate
a full-color ad with just a spot color ad and ultimately
go down to black and white. You might start out with
a half page and then alternate that with a quarter
page and then ultimately get down to an eighth of a
page. People, over time, will get to know your brand
and your ads and you can absolutely go smaller and
smaller.
If you find with your startup campaign that things
don’t seem to be working, don’t continue to put
money into it. It might not be the right paper; it
might not be the right audience, so make sure that
you’re testing how things are working. Have on your
website registration application the ability to select
how they heard about you. So those are some of the
points about startups and of course, always directing
them to your website where they can have all of their
questions answered.
You know, a couple things I wanted to add and that
is that your headline is absolutely critical to your
success and it’s something that I didn’t pay enough

attention to for way too long and the reason we were
successful is not because of the headline, because we
had horrible headlines, it’s because we had great programs and people had tremendous results; but with
a better headline years ago, we would have done
even better. So it has to be something sometimes
shocking or ask them a question. “Have you ever
wondered by you’ve been exercising for years and are
still 20 pounds overweight?” It’s shocking, but there
are a lot of people, probably millions, that are in that
situation. Or “Have you ever wondered what the best
workout is that you can do under an hour?” Well,
that’s IMPACT, because its 50 minutes, but I mean
there’s a – you have to ask a compelling question that
is sometimes pretty shocking as well.
Kelli also went on to talk about how you talk about
the benefits. You list the benefits and not necessarily
the feature. The feature is that it’s 50 minutes three
times a week. That’s important but the what the benefit is that they’re going to save time, have fun, and
get the lean, sleek, ripped body they always wanted.
Those are the benefits.
For headlines, at time I will use my real people and I
will say, “Julie lost those last 10 pounds.” “Mary lost
40 pounds and got of blood pressure medication.”
“Frank lost 17 pounds in 4 weeks. “Click here to find
out how,” And then there’s a picture of Julie Frank
and Mary and they can actually see what they look
like and relate to them. What I find is on the night of
the nutrition seminar, when I ask people “What motivated you to join?” and “What motivated you to join?”
they’ll say, “I saw Susie in the paper and I saw Julie
in the paper and I just thought if they can do it, I can
do it.” And these are the real people who live in your
town that they might see at the grocery store. Maybe
they work in the cubicle next to them. So I definitely
recommend using your real people and alternating
them in maybe with some stock photography.
That’s a very good idea. Another thing that I had
done when I was starting out is, I was very proud of
all the credentials I earned and that was what ended
up being the feature of the advertisement, which is
stupid. It’s important to be well educated and well
certified and for them to know that you know your
stuff. Of course that’s important, but I think what you
could do simply is put your name and maybe like an
MS, CSCS, CPT, or whatever it is, or just say “Complete
Bio online,” or “Complete Bio on site,” so they can become inspired or curious enough to learn more about
you, but you don’t have to list all of your credentials
on your ad. It’s just not necessary and I did it when
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I was starting out and a lot of people do it, and it’s a
waste of space. It’s not going to improve your results
because most people don’t know what an MSCSES,
CPT, APC – they have no idea. They have no idea
what it is, so don’t waste your time, money or effort
or space on the ad. Blank space – blank space in an
ad is absolutely essential.
That is so true. One thing that I do recommend is to
use your headshot. You want people to start to identify you with IMPACT so you may have your pic on an
ad. You might have it on your automobile. People
are going to start to see you and they’re going to see
your headshot and they’re going to see you at the
schools and they’re going to see you around town
and they’re going to see you out in the park, so you
want them to start to associate you with this program
and that will help you to grow tremendously because
they connect with you and people are going to start
to meet you and recognize you. So definitely use
your pictures and I agree with John completely, the
credentials on the website are not important.
I can’t tell you how many clients that I had literally
for years and then afterwards they would say, “Oh, I
found out through somebody that you had a degree.
I didn’t even know you had a degree. I just knew
that you helped my friend Joanne get in shape.” You
know, that’s all that really matters to them is that they
know that you can get them results.
That’s right. Here’s there thing. Also, when you do
your advertising and you get people to come to your
website – we’re going to go into more of this later,
but you have to get their email address and you have
to offer them something for the email address. We’re
going to get into that later and when you get into
the IMPACT community, we’re going to have all that
information and how you use your email messaging
programs and the software and the systems that we
have in place. So we’re going to get into that later,
but just realize that all this advertising and marketing
is for two things: (1) is to collect names for your database, and (2) to get bodies into your program.
Once you have them in your fold, then you have
them forever and as the database is growing and
growing, it just gets so much easier for you down
the road. So if you need to fill a program and now
you have 400 people in your database, it makes it so
much easier compared to starting from scratch where
maybe you’ve met five people. So continue to always
be building that when you contact people. Even if
they don’t join immediately, it might take them 13
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months, but the day will come when they receive an
email from you or they see you, they run into you and
they just decide, “Okay, today’s the day,” and they’ve
known all along that when they were ready you were
going to be the person. So just keep sending it because you never know what message might hit them
at the right time that’s going to make them pick up
that phone or get on that keyboard and sign up.
Now Kelli, we’ve been jumping around a little bit
here, but according to our outline, the thing that
we’re going to talk about next is print advertising and
I actually just got a magazine today that we use for
some of our group exercise programs here in Orange
County called Live OC, and they have Live LB for Long
Beach and Live LA and Live Las Vegas, so very geographically sensitive and actually this particular periodical only goes t certain regions in Orange County
which have the right demographic. Orange County
has, I believe, 37 cities within in it. That’s kind of why
we just say Orange County. Some are wealthier than
others. Some have demographics that are more
fitness-oriented and so on, and some are in the outlying reaches. So this particular periodical works well
because it hits all of our target demographics. It’s not
super cheap, but it pulls really well.
What are some of the key points that you want to
illustrate to our students about print advertising right
from the get-go?
You want to work with your newspaper. Right now as
we’re recording this, it is very inexpensive to do print
advertising. The newspapers are getting smaller and
smaller and smaller so at first they’re going to give
you a rate sheet. Know that those rates are negotiable. You will probably be putting at least two ads per
month in the newspaper. So first you want to select
the newspaper, typically a weekly paper. The one
that goes to every home in your community is going
to be the one that most people read. They’re looking at the sports, local news, police blotter, and you
want to be in that paper. If it comes out daily, people
usually will ignore it, but a weekly paper, I found to
be the best. A monthly paper is actually my very best
choice, but your monthly paper might not always
time with the start of y our program, so you want to
make sure you have a backup with a weekly.
Typically, I would say that the weekend before your
program starts and the weekend before that, are the
two weekends that you want to run ads. Usually the
paper will come out on a Friday or Saturday when
it’s a weekly, and initially you’re going to start at least

four weeks out with larger ads that get smaller as the
actual start date begins.
You want to have placement in the upper right-hand
corner when possible. When you flip the page of
paper, that’s where your eyes go, so that’s where you
want to be. Usually they have a color page where all
the color ads go. If it’s possible for you to have a color
ad on a page that is not color, your ad will pop even
more. Sometimes it gets lost in all the color.
Definitely print it out when you design an ad. Don’t
just look at it on your screen. Print it out actual size
and see how it looks so that you can get an idea of
where your eyes go and how it lays out and decide if
that’s really the best placement.
Typically your newspaper will design your ad for free,
so if they do a great job with that, you may not need
a graphic designer, which can save you a lot of money. You may start out with a graphic designer who
will do your layout and then you can just do small
tweaks to that changing out a headline or a date or a
picture if that format is working for you.
A lot of times, if you are an advertiser, they will give
you a contract rate without actually having to sign a
contract. Again, you can negotiate anything so don’t
just accept that first price necessarily. Let them know
that you’re in town, in business, you’re here to stay,
you only expect to this grow, and also see what you
can do to negotiate getting some article space as well
if you’re paying for an ad. So ideally, you’re paying
for an ad and on that same page, you have written an
article that corresponds to that ad.
So for example, if my ad is “Julie finally those last 10
pounds,” well, I’m going to have an article about Julie
and how she did it using my program and how her
life is better. So people read the article, the see the
ad, and then they read the article and together it is
just so much more powerful than just one ad placed
on a page among many ads. So do negotiate. If you
can’t get an article in every time you place an ad, try
for at least once a month. As a fitness expert, you can
offer to write a column each week and of course, that
column links back to your email and your website
and if you do have the opportunity get a column that
is fantastic. Let your personality come out. Let your
passion come out; let your humor come out. Whatever it is that you’re just on fire about, really let that
out come out in your column and people will follow
a personality as you may have followed a certain personality in different magazines that you like to read.

So that is an awesome opportunity. Do not see that
as just a terrible obligation that you have to do every
week. That is a great way to get free publicity and in
exchange, you’re once or twice a month paying for an
ad.
Get that upper right-hand corner of the paper. Ask
for an article and if they won’t put an article in, ask
them if they will interview you. They may do a story
on a new business that’s coming to town and in that
case, they will interview you. Hopefully, they will
come out, they will take some pictures, they will interview some of your clients, and this may happen after
you actually launch so that they come and they can
see a class in action. They can come in and do some
video and post that as well.
Every single newspaper has an electronic version and
anything that appears in the hard copy should also
appear in the electronic version, but the reverse is not
always true. Sometimes they’ll put something in the
electronic version that will not appear in print. In my
experience, taking out banner ads in the local newspaper has not been successful. Think about when is
the last time you went to your local newspaper and
clicked on a banner ad. I know that I never have. So
just be careful about spending your dollars. Really
just be cautious and think smart about it. You may
be in business already, so you know what works in
your area. Call the people who are advertising in
the paper and ask them how it’s working for them.
So you might call a dentist or a chiropractor and ask
them which paper is best to work with and get some
testimonials before you make any commitments.
One thing I wanted to talk about also with the print
advertising, is continuity with the online advertising,
but specifically right now, I want to talk about the
continuity with whether it’s a magazine or a newspaper or a flyer or a two- or three-fold brochure or
business card, continuity – a thread that runs through
everything you do is essential and this is why we’ve
trademarked IMPACT. This is why you cannot modify
the logo except for size. What we give you is what
you use for the logo. The color schemes can vary a
little bit, maybe depending on the season and stuff,
but of the logo it cannot change. That is a fixed color
and so one, the hue. But as far as the look and the
feel of everything that you do, it needs to be very
consistent because it can cause consumer confusion.
You think of the Nike swoosh. Think of – what’s your
favorite logo? The three stripes of Adidas, the Ford
logo, Toyota, whatever it is, you know it. It’s identifi49

able. There’s no question what it is and also we’ve
spent so much time and money and effort and legal
creating a brand that is recognizable. We love the
logo. Scott Bollinger, our Creative Director, developed that and he’s just incredible talented and we
need to keep that continuity as consistency.
And then of course, once you have that continuity
and consistency throughout all of your print collateral, you need to make sure that it’s also congruent
with the online work that you’re doing as well.
Kelli, what did you want to add to that?
Well the great news is that as an IMPACT certified
coach, you will be receiving a lot of support in terms
of ideas for templates for print as well as online ads,
so you will not need to recreate the wheel each time
you’re beginning a new class. You’ll have ideas and
templates that you will be given so also definitely rely
on that because we’re not giving you anything that
doesn’t work. Everything that we’ve done has been
tested and you can tweak it to your area or your population because with this IMPACT program you can
decide that you want to use this for certain athletes or
you want to use it for an elderly population. You can
tweak this for different people, so you can change
out the images and headlines.
And that’s right. I was actually just working with
Scott today on this and the ads are absolutely phenomenal. So each month you’re going to get new
ads and the way this is going to work is that they will
be presented to you in different file formats and it
doesn’t matter right now if you don’t know this, but
there will be an .eps, jpg, .gif, .pdf, and so on and basically what that means is regardless of what you want
to do and where you’ll use the ad or the artwork, we
have a file format that will work for you whether you
want to do something on your car or if it’s 300 dots
per inch for print marketing or what’s called a .png,
a ping image, where the background disappears for
something that you’re doing on online. If you’re not
familiar with that, don’t worry about it. A graphic
designer or whoever you work with – your business
partner or associate or spouse or whoever, will be
able to help you with that. But just know that we’re
giving you everything that you need to do all your
different types of advertising. So everything is created in what’s called layers and so basically you can
make a layer visible or invisible or you can move it
and then there’s blank fields that will remain for you
to put in your specific web address, your specific
phone number, your specific location and so on.
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Basically, it’s plug ‘n play. You just drop in your vital information and the template is there and if you
know how to use Photoshop, great, you do it. If not,
you have someone around you do Photoshop and
you’re all set. So it’s pretty simple, pretty basic, and
of course you get some ads to start with in your program, but every month you’re going to get more and
more material so then you can mix and match and go
back to something that worked last year or last time,
and if you’re having great success and you – “I don’t
know if I want to touch it because this one works so
well,” hey, you know what? If something’s really, really working for you, it could be the people, it could
be the age, it could be the magazine – if it’s really
working, use it. If it’s not broke, don’t fix it and that’s
not always through but many times it is.
All right, Kelli, so let’s go to virtual marketing and
virtual is online and of course some of you will be
opting to get the customized IMPACT website which
will certainly make a lot of this easy for you. Some
of you may opt not to use it and that is your preference. So basically, right now what I want to do is just
talk about the importance of internet marketing and
some strategies for internet marketing and make
you familiar with some terminology and some of the
terminology is SEO which means “Search Engine Optimization”.
You can have the best site in the world. It can have a
good conversion, which is super important, which I’ll
get to in a minute. It can have flashy graphics. You
can have a good registration form, but if it is very difficult for people to find you because you’re not index
well, it doesn’t matter. So Search Engine Optimization is essential. So we’re going to talk about different strategies for Search Engine Optimization and
then the term that I had just eluded to, “Conversion”
is a ratio of how many people that come to your site
that end up being either opted into your mailing list
or have converted to a sale, a registration.
So the “traffic” that comes to your website – that’s
another phrase – that’s basically the total number of
visitors in an hour, a day, a week, a month, however
you want to measure it. So those are some phrases
that you need to become familiar with. So we have
traffic, we have Search Engine Optimization, we have
conversion, and then we Conversion, and then there’s
also “hits.” Now, this gets confusing for some people.
They say, “Wow, I got 10 million hits. If you have your
page, which is the html and then you’ve got three
images on your page and then someone lands on
your page, you have four hits – one for the page itself

and one for each image; but that’s still one unique
visitor. So the number of hits, if you’re looking at any
of your statistical information for your website and
it tells you that you got “x” number of hits, it really
means nothing. Statistics you want to pay attention
is the number of people that come to your site as a
ratio compared to the number of people that opt in
for your mailing list or your free report or whatever
you’re offering on your website, or sign up for your
program. That’s the ratio that matters most. What
will increase your conversion is having compelling ad
copy on your website just as you have it in your print
advertising or any of your other web advertising that
we’re going to get to. S
o it’s all about compelling the person to take action.
You give them one choice. They either do what you
want them to do, which is to opt into something or
sign up or leave, but you’re going to make it tougher
for them to leave because you’re going to make it
so compelling for them to take action. You might
even say something such as “You made it this far. I’m
guessing you really want to get in shape.” “Give this
a try for 2 weeks, 3 weeks, four weeks, whatever it is
and watch how much your body changes.” So kind of
put them in a mode of saying, “Gosh, what the heck
do I have to lose?”
And then Kelli, of course, talked about doing a money
back guarantee. Now, she is a huge fan of this. I am
in certain situations, and this is one of those things
when it’s entirely up to you, but to ensure that your
money back guarantee is valid, you have to create
a list of criteria for them that they have to stick to to
where the money back guarantee can actually be
applied. So again, Kelli’s gone over that and we can
go over that a little bit more in some of the different
audio lessons as well as your monthly coaching that
you’ll receive as part of this program.
Kelli, what are some of the things that have worked
best for you with your internet marketing?
Well, what I find is that after somebody either meets
you, or they read an article you’ve written, or they’ve
seen somebody in town with one of the shirts on,
or however that connection has been made – they
might see one of your ads – usually the first thing
they’re going to do is they’re going to go to the website. So that really is after they’ve had that first awareness about the program. That’s really the first infusion
that they get with IMPACT and thankfully John has
just poured into all of his resources in making an incredible website through Koenig Creative. When they
get to your website, they are going to be wowed. We

can’t stress enough about only using the website that
was created for consistency for branding and it’s all
there for you. If you had to do that website on your
own, it would be $20,000. So clearly, you need to
stick with that website and then you can do things to
customize it to your own biography, pictures of your
location, videos of class, testimonials, anything like
that that you can do to customize it to really make it
yours. Some people like to do something about their
town if it’s known for something, whether its palm
trees or whatever it might be, so there is a little bit of
flexibility there, but we would like them all to have
the same look and feel. So when somebody goes
there, it’s consistent. We’ve done all the work for
you. We know what people are looking for and what
works so your website should do the job of getting
people informed and getting people to purchase and
also getting people to give their information. So funnel everybody into that website as the first or second
point of contact.
Of course, you’ll have your FAQ’s where any questions
they could possibly have would be answered, and ultimately, they get to the point where there’s no other
option except to register. So always be going to your
website, make sure it’s up to date. I believe you’re going to have the capabilities to make changes yourself
to things like dates and your bio and that kind of stuff.
Absolutely.
Always be going to your website and see what you
can do. If there’s anything else that you compliment
with the IMPACT program, for example, if you sell
supplements or a heart rate monitor or anything like
that, we encourage that. Use this website if you have
a Boot Camp program or something else, you may
have a link from there. Make sure your sites are connected. So if you have a main website for yourself or
if you own a studio, make sure everything is all linked
together so that they can find what you do and it’s
very clear what you do on the IMPACT website.
And also you need social proof and that is done in the
form of testimonial videos, written testimonials, and
before and after photos as well. Absolutely essential
to your success, make sure that any testimonial or
anything like that, you get written permission – approval – from your client to use that testimonial. You
can get in a world of trouble and I assure you that’s
the last thing you want.
Let me go through how social media or social networking works. There are a lot of different theories
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and there are a lot of theories that are true. There
isn’t just one answer to it. So if someone says they
have the Holy Grail, it may not necessarily be so, but
here is how it works according to what I know and
I’ve had great success with this. So this is what’s
worked for me.
Everything starts with Twitter and you use Twitter
just to get people into the fold of what you’re doing
and you set up Twitter to update your Facebook and
Facebook is unique because with Facebook, you have
to be careful about promoting yourself too much and
it’s tempting because it sure is an easy platform and
it’s fast and you have all your friends and your clients
there, but if you do too much and too much linking
an too much copying and pasting of links, Facebook
will kick you off, no warning, you’re done. You can’t
come back. So you have to be very careful about
that. But what you can do is you can create a group.
After you get your personal account, you can create a
group on Facebook for your IMPACT program and I’ve
made groups on Facebook for each thing that I do,
but I’m the administrator of each. T
hen you can also make a fan page. People can become a fan of your IMPACT program. So that’s something that’s very simple to do also. And then what
you can do is periodically make an announcement on
Facebook about new videos that you put on YouTube
and then you put your YouTube on your blog and the
blog that I’m going to suggest that you use is either
Blogger “B-l-o-g-g-e-r” and/or WordPress. Just as it
sounds, www.wordpress.com.
Make sure when you’re making these blogs that you
choose a domain name for the blog that is relative
to your geographic area and the service that you’re
offering. That’s essential. YouTube is good and yet
there are 80 or 90 other video sites so don’t ignore
the other video sites. It’s essential to hit them all up
and you can just Google for a list of video sites and
places to submit your video. Then you all those videos online and make sure you tag them correctly with
title, description, and meta tags just as you would a
webpage or a blog or anything else. That’s absolutely
essential. But just for ease of use and a player that’s
universal, you can grab that code from YouTube and
embed those videos into your blog.
Now, your blog gets indexed very quickly, so then
you create compelling testimonials, stories, update
information on your blogs which then lead people
back to your official IMPACT site and then that feeds
them into the funnel. So you’re creating a “tribe.”
That’s another term for you. A tribe is your personal
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community. They are the people who prosthetize for
you and are your advocates and will give testimonials
and are interested in what you do and are your fans.
So building a tribe online is essential.
The other thing is article databases. If you are writing fitness articles, you can tag them, title them, and
direct them back to your main site and then that
proliferates your message and also it creates a benefit of popularity. So the more articles you have, the
more videos you have, the more social media outlets,
I would say, that you have, the more inbound links
to your site which give you popularity. Now, there
is always discussion as to how many inbound links it
takes for Google to recognize that for it to be significant and I’m told it’s over 100, but the truth is I don’t
know and Google can change it at any moment, and
they often do change their parameters and their
algorithms because they don’t want anyone to absolutely figure it out because then they’d monopolize
the market. But there are some fundamental truths
that will stand strong throughout the time that you
have your business online.
Let me kind of summarize all the things that you
need to do here. You can use MySpace, but MySpace
is more for kids. I think they’re trying to come back
because they realize that Facebook has made such
a dent in their total reach. Facebook is absolutely
essential, but be politically correct. It’s kind of like –
Facebook, I would describe it like this: If you are at
a party, you don’t want someone yelling at a party
about their new multi-level marketing program. If
someone is interested and you find out that they’re
interested, you take them into another room and talk
to them about it and that would be your fan page or
your group that you create. So you have to be careful
about that sort of thing. So you might make gentle
mention of it and so on, but you have to be careful
about that. YouTube is vital, but you need to get all
the video sites. Twitter, start tweeting. Some people are addicted to it. I am far from addicted from it.
I think it’s the thing that I actually forget to do most
frequently, but people sign up. They want to know
what you’re doing and they wouldn’t have signed up
to receive your tweets if they weren’t interested. So
you need to stay on top of that.
Blogs are essential because they get indexed so
quickly, so, so fast that it’s important to utilize that
and by leveraging all these multiple ways for people
to find you online, what happens is you – let’s just say
that you’ve done it for your city group personal training, or personal training or boot camp or whatever it

is, and if you do this and it proliferates like I’m talking
about, you can push your competition half way down
the first page on Google by sheer number and volume of information that you’re putting out there, and
because each one is a unique entity, you know, it’s
Blogger, it’s Facebook, it’s MySpace, it’s YouTube, it’s
Flicker, it’s Viddler, it’s all these different types of social media and social video and what they call “status”
sites as well, and social bookmarking. All those things
are essential to where you dominate your geographic
region with your specific type of program or service
that you’re offering and it basically just annihilates
your competition.
Kelli, that’s my story and I’m sticking to it.
Okay, a couple more things I’ll add about virtual marketing. One is that at the bottom of your email, there
is the opportunity for you to have a signature box.
Use that. Use the IMPACT logo in there. Have a link
that goes to your IMPACT website. Any opportunity
that you have to send an email to somebody, they’re
going to see that beautiful logo, be curious, and click
on that and hopefully they opt into your database
and they become a customer. So make sure that signature line includes your IMPACT program.
Oh, one other thing about video I wanted to mention is that when you make your videos, however you
do it, if you have editing software – there’s free stuff
out there, and for your Mac users, there’s iMovie. I’m
not a Mac person but I think its iMovie – great program. You need to make your close and your call to
action last about 10 seconds because for example,
on YouTube, rather than just saying, “All right, thanks
a lot. Come to IMPACT,” click and it’s over, they get a
message saying, “Would you like to see other related
videos?” or they’re not inspired to take action or
they didn’t have enough time to think about it and
they’re given other options. But after you say whatever you’re going to say, your call to action, and then
you have a written text like “Sign up for IMPACT right
now and get the body of your dreams. Click over the
impactofmalibu.com,” or I don’t know, whatever it is.
That last segment where it says “click on over,” that
need to last many seconds so the people have time
to think about it before they’re presented with another option and that’s really so on YouTube, but it also
applies to other video sites and even for a video that
you’re going to have on your own IMPACT website,
because you want them to really think about it. You
can’t just say, “Hey,”—

similar enough to use it as an example. It had some
guy yelling in the background asking the questions
of the ladies, but he just didn’t seem like a – he didn’t
have a very pleasant voice or his demeanor wasn’t
pleasant so it’s kind of interesting why they chose to
do that. There was no call to action. The women said
they had fun, but they didn’t talk about their results
and at the end, it didn’t say, “Sign up now,” “Register
now,” “Come to the website for a free gift,” “Call for
our schedule,” “Call our office to get more information.” There was nothing. It just stopped and that
video was absolutely a waste.
If you’re going to use a video – actually, you have to
use a video. Let me put it that way. It has to be compelling and you have to ask for it. You have to be willing to ask for the money, ask for the sale, ask for the
close, ask for their business and a real simple tool to
do this with is the flip camera. There are other models out there that work well. I got mine at Wal-Mart.
It was $150 and absolutely the best $150 investment
I’ve ever had. It shoots in full 1080 p HD, but here’s —
this is just a quick sidebar, but it’s important. If you
use a flip camera and it doesn’t have an option - or
similar to a flip camera – if it doesn’t have an option
to go to 720 rather than 1080, the file size of the video
will be so large after 2 or 3 minutes that sometimes it
exceeds the maximum file size to upload to various
video sites because they still compress it, but they
can only compress so much. So if possible, keep the
video below 2 minutes because it will keep the file
size below the maximum threshold to where it can
be uploaded to virtually all video sites. Also, when
a video is shorter and to the point, under 2 minutes,
many more people will watch it. A 3, 4, 5, 6-minute
video, people are too busy and they won’t do it. The
statistics on YouTube show that videos that are under
a minute get watched by a three to five time ratio
over videos that are just twice that long – just a couple of minutes. So keep that in mind.

I actually just saw a video on someone’s website
today and it was for an outdoor boot camp, but it’s
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And you want to make sure those videos are really
motivating.
Yeah.

Audio #5 Running the
Program
Hello everyone and welcome back to the continual
learning process for your IMPACT program. This particular lesson is about actually running the program.
How do you conduct your Monday, Wednesday, Friday – it will probably be – IMPACT class and how does
it all fit together? You can have clever marketing. You
can have a good business model. You can know how
to have search engine optimization. You can learn
how to network. But if you can’t really run the program and put it together succinctly, you’re in trouble.
So clever advertising is important, effective advertising is even better, and being able to run is ultimately
important and that’s where IMPACT really stands out.
So let’s get right into it.
The first point here is finding a location. Now the
cool thing about IMPACT is that it can be indoors; it
can be outdoors. It can be a larger area or a smaller
area as compared to some of the other boot camp
programs, Adventure Boot Camp, for example, where
you have hike days, where you have big obstacle
courses and a lot of different props at times, with
IMPACT you can have a much smaller footprint which
will give you a lot more options. So Kelli, give us your
input on finding a location.
Some trainers are already going to have a location,
which is wonderful. If you have a group fitness studio, for example, that would work perfect. If you have
access to an outdoor field, a parking lot, or a track,
that would also work very well. If you need to find a
location, what you’re looking for is a big open space
with as much floor space as you can possibly get.
With a group of 15 or more an oversized group fitness
studio should work and as your group grows you will
need more space.
If you want your program to grow up to 30 people,
you want some room for them to move around. Ideally, have a floor that is either carpeted or wood or
even mats or even turf would work. Places that you
might look might be a martial arts studio; a gymnas54

tics studio, a dance studio a warehouse, a community
center, a large multi-purpose room. You may work
with a fitness center, and can access or can rent space
from them. You might eventually consider having
your own store front that was just for an IMPACT
program. This certainly could build up to the point
where you could pay for rent. Find a location that
is going to have easy access for people to park. If
you are outside, you need to have good lighting; you
need to have access to bathrooms. If you’re inside,
you need to have temperature control for cold and
hot days. If you do have an outdoor location – which
is wonderful, and we encourage and people really
just love that outside area – you still will need an
indoor option. Even if you live in a warm climate,
there will be days where there just will be inclement
weather, so you need to have a backup plan for an
indoor location.
In terms of what you might pay for it, I would say that
you want to be anywhere from potentially free all the
way up to as much as $400 per month for the class.
I would not go over that $400 mark if you are going
to rent a space for a certain time slot. And then if
you were going to have multiple classes happening
throughout the day, you would want to discount that
for multiple classes.
And I can just think of a couple scenarios. When I first
started doing group exercise in a boot camp type of
format or group personal training, I used my Kung Fu
school that I had been studying at for several years.
I built a relationship, obviously, with the instructor
and trust was built and I got to do it for $20 per time
I used it and I had to vacuum afterwards. That was
the rule and it was actually pretty simple. And then
interestingly enough, about a month ago I got an
email from a guy who is here in town who has a warehouse-type building and they have a wrestling supply
company that does business primarily on the internet,
but they have an area that has a wrestling mat and
an exercise area that they do some youth wrestling
programs after school. Well, if I wanted to do an early
morning or midmorning class, that’s perfect and they
would just rent it for a few bucks because they’re just
trying to get more people in the door to help pay
their expense and then I wouldn’t have any operational expenses. I didn’t need it at the time, so I chose
not to do it, but what a phenomenal opportunity. So
you have to explore things that perhaps you don’t
initially think about. Just be creative.
Another idea would be corporations. A lot of people
are now working from home so companies may have

office space and conference space, warehouse space
and large rooms that are going unused that would
be perfect for this type of program. And obviously
with a corporation, you have a ready-made audience
so you might be able to go in and instantly have your
group of people and you do up to three groups a day
-that before work, lunchtime, and after work crowd.
And let’s move on to group assessments. The reason
we learned that group assessments are ideal is because when your class gets big – I mean, when you’re
doing personal training, you might have someone
that stays with you one month, two months, six
months, maybe six years, and obviously you’re doing ongoing assessments all the time whether it’s
through observation or through body fat analysis or
posture or whatever, but when you’re having dozens of people each week, each month, each quarter,
come through your program, you have to save time
or you’re going to make yourself crazy trying to do
these assessments.
Kelli has devised a very clever, unique safe and appropriate way to do group assessments to get everyone
up to speed and make sure that safety is a priority.
Thanks to automation we already will have their registration and health history and goal information prior
to them showing up for the group assessment, so you
should be reviewing that information and creating
folders ahead of time. This way you’ll have an idea
and you can highlight anything that you might need
to quickly discuss with them. And of course, if anyone has anything that you’re concerned about, you
can speak to them privately through a phone call or
set something else up. But in this group assessment
you are setting up stations. So for example, you’ve
got a station with a scale, one for body compositions,
one for circumference measurements, and then if you
want to go beyond that, do things like resting heart
rate, postural assessments, blood pressure, cholesterol, etc. Really, there’s no limit. If you are trained on
advanced fitness testing, we encourage it.
The more that you can measure, the better it’s going
to be for your participants as well as for testimonials
for your program. At minimum, we’re encouraging
scale weight, body composition, circumference measurements, and then in the class itself you can always
do tests like push up and abdominal crunch tests to
see how they’re improving.
I recommend that you do the circumference measurements yourself so that you’re getting repeatability
the next time that you reassess. For body composi-

tion, a lot of people are using the scales that also give
you body composition, so that’s taking care of both
assessments at one station, so it moves pretty quickly.
The assessments don’t take more than three or four
minutes and they rotate right through.
And while we’re doing a group assessment, it’s also a
chance for people to get to know each other prior to
that first workout. So what I will do is I’ll give them an
assignment. For example, I’ll give them a goal-setting
sheet and I’ll ask them to come up with some objectives for the first month and I’ll have them sitting and
writing those and then I’ll call them up as it’s their
turn so they’re not just sitting there idly. You can do
this with confidentiality, whether you set up a screen
or they have a cubicle or something that you can go
into so it’s a little more discreet. And you might also
have a male and a female there just in case somebody is concerned about being tested by a male or a
female.
I think that’s a very wise choice. You may have good
intentions. You want to be as professional as possible, and sometimes no matter what you do, people
still feel uncomfortable and unfortunately, there are
also people – it’s rare, very rare, but it can happen –
that will seek out situations like that simply to complete a scenario for a lawsuit when you had actually
done nothing wrong. I have heard of these cases. It’s
very unfortunate. Not everyone has the same integrity or intentions that you do, so please just be cautious about things like that. Basically it comes down
to common sense.
Kelli, I want to talk about the Nutrition Seminar. Actually, one thing we missed though is pictures. Every
month, individuals or a group. And of course, we
have to get permission to use these photos, but that
can be included in the release form. But why don’t
you talk about that?
One of the things that we recommend as part of the
assessment that first night, and to back up, we will be
doing a Nutrition Seminar and the group assessments
on the Sunday night prior to class starting on Monday. We found that Sunday night, other than maybe
with the exception of football season, tends to be
the best time where we get the best attendance. So
most people are not doing much on a Sunday night
except for preparing for their week; 7:00 p.m. has
been a time that I’ve found works really well. I’ve had
the best attendance. We have tried several different
times and that seems to work well, and then they
come in Monday morning feeling prepared and they
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also have met you prior to showing up for that first
workout. So we recommend that.
After the group assessment, you want to take before
pictures of them. What I recommend is that you mark
the floor where they are to stand and you mark the
floor where your tripod for the camera goes and you
can also put a frame on the wall behind you where
the four corners of your camera are, so that each
time you redo a picture, you know that it’s the exact
same way. You could even record the zoom, if you
have a zoom on your camera. And then have the
tape marked for their foot position facing front, side
and back. Typically, their arms are going to be out at
their side. When they get the side shot, arms can be
at their side and then overhead and the same thing
for the back shot. Repeat that again at the end of
the month and then any month thereafter that they
are willing to come back in for a picture, you want to
use that. It’s a great testimonial. You’ve heard that
pictures speak louder than words and they absolutely
do.
When your clients are looking fabulous after going
through IMPACT workouts, you’re going to wish that
you had those pictures. Nobody loves to take those
before pictures. It’s not fun; it’s even uncomfortable,
for some people embarrassing, but you can just do
it in a very matter-of-fact way. Make sure that you
get those because you don’t, obviously, want to have
them go back and regain the weight.
Yeah, and people are going to feel uncomfortable, so
put them at ease and let them know what you can do
is a technique in NeuroLinguistics called future pacing. And that is just have them imagine themselves
a month from now, that they’re leaner and stronger
and more confident than ever, and they’ll look back
on this moment as a revelation, a realization that they
are going to become so much more and had become
so much more. So you can do that and then they’ll
say, well, it’s just a moment in time and it will pass
and it will really make me realize what I’m capable
of. So there’s different ways of playing that, but you
would want to avoid things like, “It won’t hurt,” “Let’s
get it over with quick,” “You don’t look that bad.”
Some of this is pretty obvious, but just be careful of
the language you use because sometimes – and the
guys too – you think it might be just the ladies, but
the guys are pretty sensitive about this stuff. They
don’t want to admit it, but they are.
And as John says, project into the future and I’ll say
to them things like, “The after shot is going to be a
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whole new experience for you. Just wait. The next
time you stand on these marks on the floor, it’s going
to be a whole new you, a whole new feeling. You’re
going to be in a new body and you’re going to be so
thankful that you did this and you made this commitment”.
Absolutely. Well, and one of the things that will get
them to their final destination is proper nutrition, so
that’s where we’re going next. Here’s the thing about
nutrition. We have to kind of do our disclaimer. You
know, in the fitness industry, depending on which
organization, association, trade journal, or “guru” you
listen to, personal trainers should not give nutrition
advice or even talk about food, and Kelli and I both
believe that that’s nonsense.
Now, if you’re prescribing a specific meal plan for
someone who has really bad diabetes and they’re
pre-operative, then that’s inappropriate. But by you
educating someone about micro- and macronutrients, the benefits of organic living, detoxification,
environmental factors that can lead to inflammatory processes, you know, easy things that are easily
accessible in knowledge and you’re basically just
regurgitating what is public domain and you’re not
prescribing, treating, or diagnosing. You’re educating. You are an educator and there’s nothing wrong
with educating people.
But if you say, “I want you to take 800 mg of this or
that and ignore your doctor,” then that’s foolish.
We’re talking about education about fundamental
information and also – which we’ll get into – the
psychology of eating, and now what we eat, necessarily, but who we are as eaters and how we interpret
the whole social interaction of eating and what that
means to us.
And honestly, this is kindergarten nutrition that we
are sharing and if you’ve been a personal trainer for
any length of time, you know that most of the foods
that your clients are eating are absolutely horrendous
and they are so far removed from a healthy, balanced,
wholesome, nutritious, organic diet, that even simple
things will make a big difference.
But really this nutrition seminar is a lot more than
about talking about the macronutrients. One of the
most important things about this nutrition seminar is
really getting to know your clients and putting them
at ease. Signing up for this program may be very
intimidating for some people, so you really want to
get to know them.
One of the first things that I’ll ask is, “Tell me what

motivated you to join this program,” and no matter
what they respond to you, I will follow up with them
with some encouraging words. Sometimes they’ll
say, “Well, I have a friend who did the program”, or “I
just had that moment, that turning point, where I just
felt like, that’s it. This has been painful enough. It’s
time for you to do something”. Whatever they say,
make sure that you follow up with them with some
positive feedback and encouragement and again,
projecting them to the future about what it’s going
to be like.
The second thing that I ask them is, “Tell me your
greatest challenge when it comes to your fitness, your
well being, your health and your nutrition,” and I will
go person by person around the room and ask them.
Some people will have common things such as, “I’m
addicted to sugar” or “I love my wine with dinner” or
“I don’t like to cook”. I will address those things and
typically by the time we get through those two questions, I’ve almost covered half the information that’s
on my slides. But I do it in a way where they feel like
I’m talking to them and concerned about them. I give
them personal responses even though I was going to
cover it anyway. And I’m not so much worried about
getting to every single bullet point on my slide as I
am about letting them know that I’m in a partnership
with them and I’m genuinely concerned about what
their greatest challenges are. I want to give them
some insight and some information and some hope
so that when they leave there, at least they feel like
there is hope. For example, if they say, “Well, I’m not
someone who likes to cook”, they realize there are
other choices besides the drive-thru, or even though
I’m addicted to sugar, there are some other choices
that I can start to transition to in trying to get rid of
that sugar addiction.
So get to know them, find out what their greatest
challenges are, and then start getting into things
like clean, wholesome eating, setting a goal of seven
fruits and vegetables a day, drinking 8 eight ounce
glasses of water and son on. And then talk to them
about other components such as hydration. So many
people drink no water at all. So many people are
walking around completely dehydrated and teaching them something like, “if you’re dehydrated, you
cannot release fat” can be a major break through.
We also have a lot of people who are drinking their
calories, so definitely hydration is something that we
want to talk about.
Sleep is another one. We are a sleep-deprived nation.

People are walking around in a stupor. They’re taking
over-the-counter and prescribed sleep medication
and lack of sleep is linked to obesity. There is a ton
of research out there about this and you can go and
look it up, but it’s definitely something you want to
address, especially if you’re going to be running an
early morning program and people might be getting
even less sleep because they’re anxious about waking up and they’re getting up earlier, so we need to
address sleep.
Another one is stress. If people are stressed, again
they are not going to release fat so we want to give
them some tools to manage that. These are some of
the things that we’ll be covering and we will give you
a complete PowerPoint presentation and a handout
that you can give to your participants.
You want them to leave there with tips about how
to be successful in the program. So again, it’s more
than just nutrition information that they’re giving that
night. Keep it to an hour. Allow time at the end for
questions. You don’t want to be talking at them for
the entire hour. Engage them. Give them some facts
and tips, make it fun and get them to laugh. You can
show them some models, do some demonstrations,
and get them engaged and encourage them to start
to get to know each other. Use their names. This
night is so much more than about giving nutrition
information.
You know, I want to back up just a moment and explain why we’re doing all these different things.
There are a lot of fitness programs out there. Some
are good, some are excellent, some are horrible;
and we want you and IMPACT to stand head and
shoulders above the rest. Because there can be a lot
of consumer confusion because of clever or tricky
advertising, we want it to be more than that. So it’s
not just getting people into the program and taking
their money. It’s just the opposite. It’s getting them
involved because you really have something of great
quality to offer them and then it will perpetuate the
cycle of continual business growth.
So when we talk about this nutrition seminar and the
assessments and things like that, you may find, or
learn over time, that other programs or systems don’t
do that. You think, well, why do we? It’s because we
find great value and benefit in it and even necessity
for safety, for results, and to be the one that really
makes a difference and show we care and it’s not just
about the dollar bill.
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And remember that it has to go beyond this one
hour. You know well that you can’t just give somebody information for one hour and expect them to
go home and change all their behaviors. This has
to be ongoing so you want to support them. We’re
going to talk about sending emails to them and having handouts available to them on different things.
They’re only going to remember 20% of what you
tell them that night, anyway, so yes, they’ll have the
handout to refer to, but they just might be feeling
overwhelmed, or they’re just not ready to hear something or they’re not ready to give up their vice yet,
so it needs to be ongoing and we also follow this up
with encouraging them to fill out food logs.
So we’re teaching them, we’re giving them lists of
healthy things to eat, we’re giving them tips, but then
we really want to inspect what we’re expecting by
looking at those food logs each week and encourage
you to have them fill them out and give them back
to you on a Friday. That gives you the weekend to
review them and get them back to them on a Monday with any comments and supportive feedback.
Then they can start a new week knowing some things
that they did well, and some things that they need to
work on.
And then next, we’re going to talk about sleep. Now,
what’s interesting is that we all know how important
sleep is and we all do it. Most of us don’t get enough.
Most people do it incorrectly – that sounds odd, but
you’ll find out it’s true – and the reason that I started
interjecting sleep into the Nutrition/Wellness Seminar
that we’re speaking of now is because I started working with and consulting and being a spokesperson
for the Sleep Number® Bed Company, Select Comfort.
And then I joined the National Sleep Foundation and
I’ve been doing sleep research for the last few years
and primarily how it relates to metabolism, circadian
rhythm, hormonal fluxes, and how your body fat
regulations and things like that are all determined by
sleep.
So if you have this vast array of knowledge that you’re
imparting to your clients, first of all, they’re going to
realize that you are an expert. They’ll have more perceived and actual value in what you do and what you
say and the complete IMPACT program, and they’re
going to get better results because of the imperative
nature of quality of sleep. You’re going to learn about
sleep science, not so much sleep disorders, but the
sleep environment, what’s called sleep hygiene, and
you’ll learn what all those things are and how to create the optimal sleep experience, and each person’s a
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little different, but there are some commonalities and
common denominators that we all need to do and
requirements and rituals for sleep success.
It’s interesting because when I do a sleep, exercise
and nutrition seminar – I do one called Going 3 for
3 – at the conclusion, by far, I get more comments,
questions, and inquiries about sleep than I do about
nutrition or exercise. It’s bizarre. I never would have
guessed that, but in fact, that’s the case. It’s this kind
of thing that people also go back and talk to their
spouse and talk to their boyfriends or girlfriends or
significant other and they’re going to say, well, how
and where did you learn that? And then they’re going
to say, well, my IMPACT coach talked to me about
it. So it actually becomes a lead-generating tool. I
didn’t think it would, had no idea people would be
so excited about it, but you’re going to learn about it
and it’s imperative.
And John, you have a new program out called The
Food Psychology Coach. I personal have not done
this program yet, but I have read some of the information about it and it is one of my objectives to go
through that program. I would highly encourage
anyone to engage in that program. The more that
you can learn about food psychology, the better. For
so many people, we know it goes beyond the information. We know that they should be choosing the
apple, but they’re choosing the donut. This program
goes into what is behind what people are eating. We
know it’s more than just our thoughts. Some of it is
behavioral, but some of it is also physiological, some
emotional. Some of it is addictive. So I would highly
recommend it. I’ll let you speak more about that
John.
I partnered with a gentleman named Marc David
who’s a Psychologist and Nutritionist and he’s taught
and studied at Harvard. He’s very well educated. He’s
a pioneer in this field. You may have heard it termed
“Eating Psychology” or the “Sociology behind eating.”
There’s a lot of different phrasing, but the program
that we collaborated on and developed is called Food
Psychology Coaching. So it’s kind of – it’s the fundamentals of nutrition science, life coaching, psychology, and just really trying to unravel the mystery as to
how people associate with food and why they have
the rituals they have.
I’ll just give you a quick tidbit on this because it’s so
fascinating. Just feeling guilty about eating something that may or may not be good for you, as compared to something else, just feeling guilty about it
puts your body in a state which moves blood away

from your digestive system, inhibits digestion and
absorption and therefore, bioavailability of the food
– just by feeling guilty about something regardless if
you should or not.
And there are so many aspects to this and part of it is
what’s called neutragenomics. Some of it has to do
with learned behaviors when we were young and so
on, and socioeconomic, so different demographics
factors that play into this. It’s just fascinating stuff.
People love it. We’ve had several hundred people
go through this program and they absolutely love
it and some people are making careers just as Food
Psychology coaches, which I wasn’t sure if that would
happen, but in fact it has happened, and so it’s a
great feather in your cap to compliment your training.
Also, we have a lot of free education. Again, a quick
sidebar – go to spencerinstitute.com, click on the
Food Psychology Coach and at a minimum grab the
free education.
We hear from trainers all the time that this is their
greatest challenge and their greatest frustration with
their clients. You know, the clients will come in and
they will work so hard and they will just really push it
and crush it for that hour, but they’re just not seeing
the results or at least, it’s a very long, slow, painful
process if they’re not overcoming some of these psychological issues and emotional issues that surround
their eating. So I hope that you are eager enough
to want to go out and learn more and be coachable
yourself so that you can help your clients see even
greater results with this IMPACT program because the
nutrition is such an important component. We can’t
stress that enough.
So let’s briefly go to another thing that you can do
to grow the nutrition part of your business, and
that is use Diet Guru, a program that I collaborated
with a company called Vitabot, and you can use my
service and for $10 a month, you can run your people through this program and use it as a nutritional
software tool. However, as you’ll see in our monthly
coaching calls, we’re also partnering with Vitabot to
where we’re going to give you a special rate. It’s not
available anywhere else except through NESTA, our
sister organization, to where you can create your own
Diet Guru-type program. You can call it Kelli Guru, if
you want to – the Kelli Diet Guru, or you can have any
type of diet food nutrition name you want on it, but
you can private label this software yourself and offer
it to your IMPACT clients. So it’s totally up to you how
you’d like to do that, and we’re going to have that
information in the monthly coaching calls and within

in our community in the weeks and months going
forward. So look for that. I just wanted to bring that
to you as an option.
And then of course, we have Spencer Nutrition, which
is another software program that is an option. We
want to give you variables. We want to give you, well,
for lack of a better word, options. There’s no one
absolute solution to anything. If someone tells you
that, they’re kidding you and themselves. There’s different ways of going about it. There’s different things
that apply and work for other people. You may like
it, you may not. It may be the best thing, it may not
be something that you want to add to your business
model, but you have to explore the different options
and determine what works best for you and the people you serve.
John, you also have that Fitness Nutrition Coach and
if, as an IMPACT coach, you feel like you don’t know
enough about nutrition, or you’re not confident in
educating and leading other people about their
food choices, that is a great place to start. That goes
beyond the foundation, but it is a great refresher. It
gives you a good scientific background that you can
feel very comfortable in explaining things because
you know the science behind it. So also check out
the Fitness Nutrition Coach available through NESTA.
Yeah, that’s a fantastic program that was collaborated
on with Dr. Chris Moore, who’s a brilliant person,
really knows his stuff, and that’s a very, very popular
program as well. That’s more about the science and
the Food Psychology is more about the coaching
and psychological aspects of eating, so by combining both of them, obviously you’ve covered all your
bases.
Kelli, we’re down to workouts.
Let’s get into the workouts, finally.
Yeah, I tell you what, Kelli, you have done such a
phenomenal job in the videos and putting all this
together. We talked about it and we discussed it
and we went back and forth and we shared research
and then finally, you put it all into the mix and stirred
well, and put it in the oven at 350 for 20 minutes, and
it popped out with the IMPACT workout. It’s pretty
good.
I wish it was 20 minutes.
Great job, really, really fantastic work and tough
workouts too. People are going to have to be really
conscientious and caring about their clients.
We definitely poured a lot into those workouts. I
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have personally lead close to a thousand boot camps
workouts, and I can’t even count how many personal
training, group training sessions and classes I’ve done
in the past 22 years, plus all of the workouts I have
done personally in addition to the workshops I have
attended and video’s I have watched from some
of our industries greatest leaders. I sat down and
worked all of the IMPACT workouts out on paper and
went through it over and over. Then I conducted the
classes with live groups and tested the results. They
were great. I narrowed down the best exercises and
together with the team at JSE and NESTA chose the
format for the workouts. We chose exercises that
would be fun and productive, but also keep people
engaged and interested and challenged and lead
them to do things that they’ve probably never done
anywhere else, or at least not as many of these different exercise components all in one program. Some
people may not have done these exercises in 20
years, or maybe they did something similar, but not
exactly like this.
From those workouts, you will be able to take the
exercises and create many, many more as your clients
progress. There’s a lot jammed into each workout
session, so I’m encouraging you to break it down,
take it slowly, and make sure that you’re comfortable
with the workouts. Do them yourself before you lead
a group through it. Make sure they understand them,
they’re using good form, they’re executing them
properly, and then you can continue to add on from
there.
Don’t feel initially like you need to fit in every single
exercise because you might wind up going beyond
the hour. As time goes on, it will be more seamless
for you and you will be able to lead the class and get
it done in less than an hour’s time.
As far as the workouts in the program, they are going
to begin on the first Monday of the month. That is
what we are suggesting just to make it simple for
you because people will be billed each month. So
you can start a new program the first Monday of the
month – although you can take new people at any
time. I would not let somebody wait 30 days if they
just missed the start of the program.
And that’s the beauty of IMPACT with that ongoing
continuity business model.
Right, and they’re going to have automatic renewals
every month, so if somebody comes in on the 15th,
calculate out what the balance is for that month and
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have them pay for the next month and then the following month, they would start with an automatic
payment.
And just on a quick note on that, depending on
how you want to do this – and we’re going to have
information in the manual about this – but depending on what shopping cart you decide to use, or if
you go with our turnkey IMPACT website solution,
you’re going to have different options on how you’ll
do this reoccurring billing. So we’re not going to get
into the details of that now because we’d rather give
you links, show you pictures, and get all the detailed
information. But you will have different options, but
the beauty is you’re going to have more of a reoccurring predictable monthly income, which is fantastic.
Absolutely. That’s going to be the best part, that on
the 1st of the month, that money’s going to hit directly and go right into your account. So clearly, the more
people you have in your program, the better that
income is going to be on the first of the month, and
then the people who come in during the month that
is just going to be extra money for the next month.
So again, people can join at any time. This program
is three days a week. It’s the same time all three days,
so don’t start making adjustments. It must be consistent. Choose a time that you think is going to be
the best for the majority of people based on what
you know. Don’t start to change things too quick too
often. What I find is when a trainer feels like something is not working, they’ll start to mess around with
the environment, meaning they’ll change their location, they’ll change their time. They’ll make it coed
when maybe it was initially going to be women’s
only. So don’t try to change too many things initially.
Choose the time that you think is going to work the
best, and stick with it and build it. Once that’s built,
then add a second time, but too much change really
upsets people. They joined for a certain time, so do
your best to make things work with what you choose
first. Choose the time that you think is going to be
the busiest.
You may want to survey to people prior to choosing a
time to see what time a majority of people would be
interested. If you’re in a health club now, you might
just take a look around and see what the busiest
times are for classes, for personal training, and you
use that as a gauge to get started.
The class is 55 minutes so you’re done in under an
hour and there is very little rest. It goes pretty rapidly

and intensely for those 55 minutes. The intensity is
high and you can adjust for your group. For example,
a beginner might perform an exercise for 40 seconds
or 45 seconds and then somebody more advanced,
up to 60 seconds. So watch your participants and
adjust the intensity based on their abilities.
The workouts are broken down to a very specific
format. There are actually five components. We have
a 5-minute warm up. There is 10 minutes of speed,
agility, and quickness. 20 minutes of strength and
conditioning, followed by another 10 minutes of
cardio, and then 5 minutes of stretching. The way the
strength is broken down is that Monday is primarily
a lower body focus, although there’s still going to be
some upper body and core. Wednesday is primarily
an upper body focus, although there’s still going to
be some lower body and core work, and then Friday
is primarily core, but you’re still getting some upper
and lower body work.
The workouts are so much fun. The speed, agility,
and quickness drills, are especially fun. They’re not
easy. There’s going to be a lot of laughing. There’s
a lot of partner drills. People will naturally choose a
partner that is a similar ability to them. During the
DVDs, I will give you tips on how to run through all of
these drills.
Also, the intensity builds each week of the month.
The first week is going to be a little bit easier, and in
week two and three and four, the intensity is going to
build. When you start your second week you might
back it down a little bit for any newcomers coming in.
By the fourth week it is going to be the most intense
and then they’re going to need that little break again
on week one.
So there’s another question here that you have to ask
yourself is, if someone wants to start on that Monday of the fourth week, how are you going to adjust
the program, or do you suggest they wait a week
because they may choose something else if they do,
and you want the business. But if they come in in the
fourth week and they don’t have enough foundation
to be at the current level of the class, how will you instruct them and modify them to where’s it’s challenging, they don’t get caught up in the moment and pull
something, and you can still keep the group together.
So Kelli, give them some suggestions for that.
I definitely still let them into the class and what I’ll do
is when they come to the class, I will introduce them
and I’ll say, “ This is Jill and isn’t she brave for signing

up in week four? Let’s give Jill a hand. And Jill, just
so you know, these people have been here for three
weeks already. Some of them have been here for
three months, and some even longer, so please don’t
feel the need to keep up with them. They’ve been
doing this for a long time. So Jill, today, you’re going
to do everything for 40 seconds. The rest of the class
may go up to a minute. I don’t want you to push it.
I don’t want you to be excessively sore. I want you
to do the best that you can, but just keep in mind;
we’re going to keep your intensity a little bit lower
today”. I’m going to be sure to give Jill some extra
attention in that class and in the classes that follow. I
may partner Jill up with someone who’s been in the
class for some time who is similar in ability to Jill. I’m
especially going to spend a lot of my time with her
because by the fourth week, the regular participants
are becoming more independent. They know some
of the exercises by then your other members should
be happy to guide her and be an extra set of eyes and
ears as I’m leading.
Definitely bring them in. Make a big deal out of
them. Let them know that it’s brave for them to get
started and just do your best to monitor them and let
them know, “I might tell you take some extra water
breaks. Don’t feel bad about that. I want you to walk
a lap and get your heart rate down”. So just let them
know, you might give some modifications because
today’s your first day and it’s not their first day.
Okay. We are on – I’m looking at my notes here. I
want to make sure that we’ve gone over each thing
carefully.
We have. I think we’re going to move into the forms.
Forms. Okay, alright. I just wanted to make sure we
got it all.
So next up is forms and we’re not talking about the
form of your technique, but we’re talking about Business Forms, Assessment Forms, and so on.
So the first one is on-line registration and Health
History, so again, you’re going to have options here.
There are still some people who want to fax something in, but you’re going to strongly discourage that
because it’s just more work for you. Some people like
to have it to where they can print off a PDF and bring
it into you, but again, you want everything electronic
that they agree with an electronic signature, which
will hold up if it says “By clicking this button, I understand that this is my electronic signature, the same as
my written signature, and I agree to all of the above,
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and I’m of sound mind and understand it completely,”
however it will be legally phrased.
In the Health History Form – we have a lot of different forms for you. You may have one you use already
that your attorney has looked at. There may be
certain things that are necessary for your state that
you’ve found, or perhaps the association that you’re
working with, that they have a particular health history. Also, if you have the turnkey IMPACT system,
we’ll have that sort of thing in there for you.
So Kelli, go ahead and if you want to add anything
there and then we’ll go on to assessments.
We want to make this as easy as we can and as automated as we can for you, and even paperless if possible. The Registration Form and the Health History will
be something that you will print out unless you’ve
got it on your laptop and you’re brining it with you to
class every day. But you’re going to have some paper
trail and a file of these things that are with you at the
time of the class so that you can quickly reference
that, pull up an emergency phone number, check
medications if you need to. Again, you’re working
with a group. You’re not going to remember every
single person’s medication off the top of your head.
So sure there’s some ability to customize this on the
website, but this will all be automated for you.
When your clients sign up, they will fill this out right
away so you’re going to receive this well in advance
of actually meeting them the first time. It gives you
good information about what their goals are, what
their background is and how to start some dialog
with them.
Okay. What do you want to talk about specifically as
far as assessments? Is there anything on the Assessment Form that – obviously, again, we’re giving you
all these forms, but is there anything you want to
point out, Kelli, that is different about IMPACT or a
boot camp kind of workout with an Assessment Form
that would be different than personal training or
group exercise or Yoga or Pilates?
Well, the Assessment Form should be able to show
several assessments – up to five or six on one sheet
so that they can compare measurements. So at the
end of five months, they can see where they were at
month one and show a difference of inches lost and
muscle gained and fat lost. It’s nice to just have that
in your binder so at the flip of a page; you can see exactly where they are and use that to encourage them.
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We give you a sample Assessment Form. You have
the ability to modify it based on the tests you want to
add or remove. They are here for you to make things
more turnkey, to save you time, and to show you
what’s worked for us. This is a template, we encourage it, and it’s available to you.
If you have something that you’ve been using for
years and you love, then you are welcome to use it
or modify the one you provide. Some of the other
forms that we’ll give you are Food Logs. We’ll give
you a sample. If you want to use ours – great – if you
have one that clients can use online or one that you
personally use, then that’s great too.
We also give you an evaluation forms for the end of
week # 1 and at the end of the month. We encourage
you to get feedback from your people to find out
what do they like, what don’t they like, how did this
meet their expectations, is it too hard? Any feedback
will help you understand what you may need to
change, what you can do better, what they love that
what you need to do more of?
We’re also going to give you a form on goal setting.
We will also give you a sample attendance forms, and
samples of how we do our contact lists. John and I
have been doing this for a long, long time and we just
put together some things that have worked well for
us and we want you to ramp up as quickly as possible,
so we have gone to great lengths to create these and
format them just so that they’re available to you.
And just a quick note on the Food Logs, Kelli and I
disagree a little bit on these, but I think both perspectives have merit. I do think that Food Logs are important and I think we both agree on that. I tend to think
that people kid themselves and you a lot and so even
though they are not going to be completely honest
all the time – and history has shown that to be so – it
does tend to make them a little more accountable
over all and it can be an eye opener.
Do you want to add one thing on that, Kelli?
People will underestimate how much they eat, and
over estimate how much they exercise. But we’re
looking for things like how many fruits and vegetables do they eat a day? How much water did they
drink? How many hours did they sleep? Did they
attend their workout that day? How many meals did
they eat, and what time did they eat, and what’s the
quality of the food? What I find is that when people
record it, absolutely they see much better benefits.
They see much better results. The people who really

follow the program completely – they come to the
nutrition seminar, they do that pre-assessment. They
show up to every workout. They turn in their Food
Logs every Friday. They pay attention to the emails
that you send out and the Newsletters and they absorb the information and they apply that. Clearly, the
people who follow the program the most closely, see
the most dramatic and significant results.
Just the fact that they know that you’re checking in
on them and you’re looking for those Food Logs each
Friday, makes them much more likely to be conscious
of what they’re eating, when they’re eating, how
much and what’s the brand, so that definitely has
been my experience. Will there be people who skip
it? Yes, and usually they’re not going to see as good
results, but they will still see results. It’s just another
tool in your toolbox. You can choose to use it or not,
but I would at least put it out there and encourage
people to do it. Usually every month the new people
will do it, and then as the months go on, the repeat
customers probably will not.
All right, we’re going to move on to something that
sometimes is a little tough to take. If you’re uncertain
about your teaching ability, but it can be the biggest
eye opener, and that is program and instructor evaluations.
When you have your class evaluates you, may ask,
and was I clear? Did I give you quality instruction?
Could you hear me well? Am I knowledgeable
enough? Did I control people who could have been
unruly?
Right, that can sometimes be tough to take. It might
hurt your ego a little bit. You might feel a little bit
crushed, but I guarantee that you will learn way more
from their criticisms than you will from their praise.
You might think that you’re the greatest instructor
in the world and just pat yourself on the back all day
long, but when you hear honest feedback from your
clients, you should look at that as a compliment that
they are honest enough and they feel comfortable
enough to approach you and give you that kind of
feedback. You should take it seriously. You shouldn’t
be upset by it. Understand you’re not going to please
everybody all the time, but if you’re starting to see
some things consistently, then there’s a good chance
that you will need to make some adjustments.
And if you hand out these forms in mass and collect
them back in mass, you won’t know who said what,

and you don’t ask for a name on the Evaluation Form
because a lot of times people won’t be honest if
their name is on it. The name actually isn’t as important as the information. So just keep that in mind as
you modify your Evaluation Forms over time, if you
choose to do so.
Kelli, let’s talk about goal setting.
There are the forms that I am going to give at the
back of the nutrition handout to refer to. Most
people do not know how to set goals. They don’t
know how to do them clearly. They don’t know how
to write them in a positive way. They’re usually not
specific enough. They rarely have a deadline. So you
want to give them a brief lesson and some examples
on what a goal might look like and how they can
write that down on paper because there’s so much
power to physically taking a pen and writing a goal
down on paper and then reviewing it often.
Something that I do with my clients is after they
establish a goal, and turn into a question. Say for
example, the goal is I will drink eight glasses of water
by 2 weeks into the class.. The next thing they do is
they take that goal and they turn that into the question – How can I drink eight 8 ounces glasses of water
a day by 2 weeks into the camp? Then what I have
them do is come up with as many possible responses
as they can. They write and write and write and write
until finally they have a list of things.
For example, I can have a large jug in the morning
and just start drinking until it’s done. I can get eight
bottles and I can put them in my car and take them
with me. I can replace one cup of coffee with one
water. I can drink one during my workout. So whatever it might be, they turn it into this list and then
they take that list and they prioritize it, meaning what
is the first thing that they are willing to do? Maybe
the first thing they’re willing to do is drink one bottle during their workout. So basically it gives them a
place to start and once they’ve mastered that, then
they move to the second thing on the list that they
are ready to do.
So those are just some examples of goal-setting exercises that you can do with them. And again, we’re
just scratching the surface of a lot of these topics and
we know that some of you are more savvy at different
areas and others might not be very confident in other
areas, so we encourage you to go out and get more
training about goal setting. We also have a section
about goal setting in your manual. The great news is
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that we’re going to have a monthly call. So if there’s a
particular topic that you would like us to go into more
detail about, that would be the time to submit your
request and John and I are happy to dedicate time to
any of these topics that are going to help you in your
program.
And of course, the last one was – I’ll say something
real quick about is attendance and contacts. Taking
attendance really helps accountability and that’s why
we have that form in there for you. It’s the thing that
makes people chuckle a little bit if people have been
missing class, but it also makes them more accountable and it lets you know how and why people are
doing well or poorly.
All right, so we’ll conclude this particular audio lesson
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and in the next one, we’ll pick right up and get you
more valuable information. So absorb this information, apply it, and/or move right on to the next lesson.

It’s rare. Somebody may call, but if they do, I get their
contact information so I can follow up with them.
After hanging up I almost instantly I see that registration come through online. I think I can count on one
hand the number I’ve received in the mail in the past
three years. It’s almost all completely automated.

Audio #6 – IMPACT
Administrations,
Profitability & Niche
Markets

Yeah, people are becoming more confident. They’re
realizing that their credit card information is safer
online, in virtually all cases, than it would be if they
left their credit card information on a receipt at a restaurant and walked out the door. It’s actually safer, so
just realize that online is absolutely how you’re going
to run your business and you have to master these
techniques and we’re making it as simple as possible
for you.

Okay, welcome back. This particular lesson is about
administration which is a necessity, not always the
most fun, but absolutely a necessity – that’s why
we want to keep it simple and streamlined – profitability, which of course, is of utmost importance, and
also niche marketing. Creating a niche, discovering a
niche and serving that niche can be incredibly profitable and we’re going to show you how to d0 that. S
o number one here is registration. Now, regardless of how you decide to do your IMPACT business,
if it’s with our turnkey website solution or if it’s a
website that you have hosted that you have on your
own that’s an add-on to your other fitness business,
99.99% of your registrations are going to come in online and when people refuse to do it online for whatever reason – sometimes they’re afraid of credit card
fraud or whatever it is – still, just so you know and so
we have clarity here, everything is online whether
or not people like it, want it, or know it. Everything
is transmitted in one way or another online and it
secure and it is how things are done now. So when
someone actually calls on the phone, you will use
your virtual terminal in your computer, as if you were
them, to process the order because that’s how your
credit card terminal or merchant services is wired
rather than having a physical card-swiping device
in your office which costs a lot of money, additional
monthly fees, and it’s just an unnecessary expense.
So registrations will take place primarily online with a
very, very small amount taking place over the phone.
Kelli, with your fitness boot camp program that you
have run for many years, which was the precursor to
IMPACT, what percentage of your registrations came
in online versus the phone?
I would say 99% come in online.
Okay. I was pretty close.

John, I just want to back up one second and talk
about why we are going to encourage that you get
an Administrative Assistant.
Yeah.
John and I both love what we do and we love to only
do what we’re good at it. Almost every personal
trainer that I’ve met dreads and struggles with the
administration of their business. I don’t know anyone
who says, I love entering prospects into a spreadsheet and creating phone contact lists and placing
orders and designing ads. And you might say, Kelli,
you know, you’re crazy. This is a big investment for
me to get started with the IMPACT program and I
can’t hire somebody yet. I’ve got to do it all myself.
Well I promise you, John and I have been studying
time management and personal development in addition to our experiences of running businesses and
managing ourselves and staff for the past 20 years. If
you are worth the hundreds and thousands of dollars
an hour that you are going to be earning with the
IMPACT program, then you need to release some of
these things responsibilities to an Administrative Assistant who you might be paying anywhere from $12
up to $15 or $18 an hour if you’re in a pretty populated city. Even still, with a Virtual Assistant, you’re going to pay a lot less and you might never even need
to meet this person. If you get a virtual assistant in a
foreign country you will pay even less
We’re encouraging you to get an administrative assistant because we know you can grow faster and enjoy
the process more. We strongly recommend that you
find the right person from the beginning. Hire slowly,
take your time, but get the right person who can
coordinate the entire administration of this program
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so that you can show up, be completely stress-free,
energetic, have everything you need at your fingertips, and be able to give 100% motivation and attention to your students.

confirmation. They might also put them on the roster, create a T-shirt list and more, there’s going to be a
whole process that he or she can do when a registration form comes in.

If you are spending your time stressed out, worried
about your website being updated with the latest
date or the latest information, if those T-shirts ordered or any other administrative detail, you’re not
going to be 100%. The most valuable thing that you
can do is get up there completely focused and clear
about your class and everyone’s goals and needs
compared to if you’re pre-occupied with this administrative stuff. So I promise you, you will thank us down
the road. Start to look for that person right now and
get them to take care of this for you.

And then creating rosters – now, we have all the templates for you for this. This is all part of the program.
We have a roster, but you’re going to have to plug
in the values. It’s done on an Excel spreadsheet. If
you have something else that’s worked for you, we
welcome that, but we know what works. We’ve used
it for actually more than a decade, so we know what
works and you don’t have to reinvent the wheel.

For some people, they use their spouse. We’ve found,
especially in the boot camp program, that a lot of
people like to use their spouse and certainly you can
bring enough money into your household that you
can pay your spouse to do this. Soar with your leadership strengths and do not do this yourself.
Yeah, otherwise you have what’s called “lost opportunity costs.” So let’s just say that it took you three
hours to do the administrative work and by the time
you went to and from your facility where you teach
your IMPACT program, it might be an hour and a half,
let’s say, you could have earned $300 to $600, maybe
even $800 an hour or more and so would you rather
do that or would you rather spend your time doing
administrative work which isn’t what you do well.
So it’s tough. The tough part is relinquishing control and Kelli said, release it, and that’s a good way
– it’s always good to release anything that doesn’t
serve you well. So obviously you have to have some
controls and you have to have the standardization
and you have to understand the systemization that
has been created for you and how you will slightly
customize it according to your personal needs, but
please do this. It is the most liberating thing in the
world not to have to be bogged down with an abundance of administrative tasks.
Everything that we’re talking about right now is
something that an Administrative Assistant can do.
The first one that John mentioned was the registrations. You can set up your forms so that every time
you receive a registration, your Administrative Assistant also receives a copy. As soon he or she does, he
/ she might instantly send that out with a welcome
letter and just let them know a real live person has
received their registration. Give them some type of a
66

Kelli, do you want to add something to that?
On the Friday before your program is about to start
on a the first Monday of the month, have your assistant electronically send all of the registration forms,
all of your rosters and all of your attendance forms so
that you can print and review them. Then on Sunday
night, when you go to teach that nutrition seminar
and do the assessments, you have everything at your
fingertips.
And then next we have the phone list and the Outlook Contact List. Now, in a moment we’re going
to talk about email contacts and collecting names
and all that kind of stuff. That goes into part of the
marketing which we’ve discussed and there’s more
information in your email. However, you also can,
and we suggest, communicating with the people on
an ongoing basis using Outlook or whatever type of
email program that you use, if it’s G-mail or Hotmail
or whatever it is. But Kelli, what I would like for you
to do is explain the top two or three reasons why you
need to have this phone list and Outlook contact list
readily available and then use it on a regular basis.
You want the phone list for both emergency reasons, communication, as well as for marketing. So
for example, let’s say you get a flat tire on the way to
teach your class, you can dial one number and using
a calling service something like PhoneTree, it will dial
every number. Of course, everyone has a cell phone
in their hand these days, so they will instantly get a
message and know that you might be a few minutes
late. Or maybe there’s a bad storm or a road is closed
off or there’s no power, so there’s those emergency
situations come up and when they do you want to be
able to communicate. I also use an Outlook contact
list where everyone who is currently enrolled in my
program, with just the touch of one email address, is
within my reach.

For example, with the phone list, I might call and say,
I’m going to the bistro for lunch today. Anyone who
shows up in the next two hours with their IMPACT
shirt on is going to have a free beverage on me. So
you can use it for fun promotional things and you can
also use it for reminders like, Remember to bring your
food log with you tomorrow morning to enter into a
drawing for a free gift card to the coffee shop. Use it
for fun things, communication, marketing, and so on.
It’s a great thing to have at your fingertips. With the
Outlook contacts, we encourage you to email them
on a regular basis supporting them, giving them new
information, giving them any updates, and so on.
And now this is the part that I think is – because I’m
the techno geek of the two of us – updating your
website. Again, if you have our turnkey solution,
then it’s real simple for you. It’s just plug ‘n play and
you update your calendar, you’re offering and anything else that’s necessary and if you have an other
program you use, then great. If you have someone
administer it for you, it’s going to cost you more, but
regardless, make sure that it’s updated.
There’s two reasons for doing this – two main reasons
– number one is that the more you update your site,
the better it gets indexed in Google because Google
realizes, wow, if they’re going to update the information pretty frequently, it must be pretty important;
it must be pretty timely, and so we’re going to place
more importance on that. And so with their algorithms, they use that as a determinate to give you
better rank. No obviously, there are dozens of other
factors which contribute to your overall rank on
Google, but updating your website is imperative.
The other thing is if your website is out of date and
you have classes from March and you’re in August or
your biography says that you have your first e-book
coming out in January of 2007 and it’s far past that
date, it doesn’t look like you’re really paying attention
and people are going to wonder, well gosh, is this
program still valid? Are they up to date on anything?
If I go show up, is anyone even going to be there? Or
the other thing is, they’re going to say, I don’t feel
comfortable giving money – submitting money to
a website that seems outdated. You know, is there
anyone on the other line? Is there anyone home? All
these factors really play into the psychology of the
consumer and the algorithm of Google. It all matters.
And as far as updating your website, again, this is
something that your Administrative Assistant can
do, so he or she can once a month go in and change
the date so that now you’re registering for the next

class that’s starting the next month, They can also
post things like “sold out”, or “only five spaces left”, or
whatever updates you want to put in there.
You can also send them pictures. For example, send
some images from the last class or a video testimonial of somebody who just lost 44 pounds in the last
four months in the IMPACT program. Your assistant
should be able to handle that for you so that your
website is constantly updated, always fresh, and it has
what we call “stickiness,” meaning there’s a reason for
people to go back and look at it.
When you write your newsletter, your Assistant
should be able to take that and put that on your blog
so people can go back and review it and comment
and new people can look at it too. You can list it by
topic and maximize your search ability. There are
many reasons to update your website. For example,
contests are great way somebody can follow participants in their IMPACT workouts for four weeks and
see how they’re changing. There are just so many
things that you can do, but again, the idea is to have
your Administrative person do this with you leading
the effort. You’re coming up with the ideas. You’re
getting the video and the photos and your assistant is
following through.
And now we’re going to move on to T-shirts and
ordering your T-shirts and all that sort of thing. I
have to tell a funny story because it’s so true. When
I first started getting T-shirts for my clients, being
a guy from the gym originally, I would just get the
Hanes Beefy T-shirts and, you know they would wear
them as a night shirt and give them to their kids and
garden in them. They were nice shirts, but they just
weren’t very flattering. So when you do get your
shirts – because you’re going to get all the IMPACT
art and the logo’s just phenomenal – it really pops on
black shirts, on white, on grey, and in a wide variety
of colors. It’s very cool. But get shirts that are flattering to the people you’re going to be working with
and also get input from the people as to the style and
the colors that they prefer, as long as it goes well with
the logo.
You want people to be wearing these shirts, as John
said, so make sure every person – build that into
your price – is getting at least one shirt. Then as the
seasons change, you might want to get a different
shirt. So maybe in the winter, you might do a long
sleeve or a sweatshirt. You might do a tank in the
summer. You might choose more feminine colors
for women. You can never change the logo and the
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color of the logo. You might want to have ways that
they earn new T-shirts by so many months in camp or
so many pounds lost or so many pushups. Use these
as fun promotional things and ideally they’re out
there wearing them around town. I know one person who tells their people if they see them anywhere
wearing a T-shirt from their program, they give them
$5. That’s kind of incentive for people to be out there
wearing and sporting those clothes with the logo on
it.
We’re going to move on to your database and your
newsletter contact list. Now, just for this particular
segment, we’re going to talk about the database that
you use in your home office or at your office wherever it is that you conduct your IMPACT business, to
manage your clients. Some people use ACT, A-C-T.
It’s a user-friendly software program that’s widely
used in the fitness industry, but in a lot of other
industries as well. It doesn’t cost too much and it’s
definitely customizable.
Now Kelli, you like using Excel. Do you want to explain how you do that?
I have my assistant put everything into my Excel
spreadsheet first into its appropriate list. I have
different lists for different purposes. One might be
prospects – somebody who has contacted me for
information about IMPACT, but has not yet joined.
Another might be current people in the program, and
then another might be people who have been in the
program that are not in the program right now. So
she’s constantly moving contact info between those
databases. Somebody might join and then they can’t
come back, or somebody inquired and then they
joined. So usually it might be once a month or twice
a month I’ll say to her, please take all of the updates
from Excel and put it into FitNews.tv which is the
newsletter program that I use – electronic newsletter
– and then I will reach out to all three lists.
One message will be towards the people who have
never joined, encouraging them to join. Another
will be towards the people who are currently in the
program and that will be encouraging them to renew,
and then one will be to those who have quit and for
whatever reason are not in the program now, and I’ll
talk to them about coming back.
So she will manage those lists and then when I ask
her, I usually give her a day or two notice saying,
please have this updated in the next two days. I want
to send out a newsletter. So that works well for me.
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Again, I’m not super high-tech savvy. Some of you
may be. I try and keep things simple, so you might
find something else that works better.
Yeah, and we’re going to have more information on
the manual – or in the manual about iContact (click)
and the different ways that you can do your email
marketing and contact people, whether they’re new
prospects, ongoing clients, or people who have fallen
off the wagon for whatever reason, you need to subcategorize each of those lists. So we’re going to show
how to do that. There will be more information there
for you.
And then next we’re going to move on to placing ads.
Now this is something that I think too frequently people just do haphazardly and it’s like, yep, I’m going to
get that ad out in the newspaper or in the magazine
or whatever it is, and this really takes some though.
So we’ve gone over this as far as headlines, call to
action, contact information, create scarcity, only 10
spots remaining, limited time offer, while supplies
last. You can do all these different things to create
action for the people, or to get them to move, but I
think you just – I want you to really think it through
and also ask your friends and family people that
you know and trust and maybe a client that you’ve
worked with for a while, and say hey, you know, what
do you think of this ad? What do you think about it?
Do you think this will work? Would you be inspired
by it? And I know we’ve already gone over the marketing, but I just felt that was imperative to add that
at this point. But Kelli, I think you want to talk about
also the timing of the ads as well?
Right. Well, the great news is that we are going to be
providing you with some killer effective ads.
Yeah.
You will not need to reinvent the wheel. And once
you find something that works, you stick with it for a
while until it seems to not be pulling as much. Again,
this is something that your assistant can do once
you find the newspapers that work for you, or the
magazines that work for you and you come up with a
schedule of ads. You’re Administrative Assistant can
place these for you and it might just be something as
simple as changing the date. You might have something in there like “only 5 spots left,” so for the next
month you might change it to “9 spots left”, and then
the weekend before, it might say “3 spaces left,” and
have her, again, just do that for you so it’s one less
thing that you have to do.
And I could be wrong, but I believe with the new

IMPACT website solution that we’re providing, it will
actually do an automatic countdown for you, depending on how you structure that. So that could
be an option. I just don’t want to speak out of place
here, but I believe that is actually a possibility where
that’s all automated for you. That will be great.
Yes, that’s my understanding as well.
Yeah, you guys have to understand that as we’re
developing this, we keep having new technology and
new opportunities and we want to add something
else again and again and again to make this program
better and better for you, so some of the things are
literally being developed right now as we’re doing
this initial recording, so that’s why we also have the
ongoing support each month because new information, new technology, new ideas, new shared
information keeps coming about that makes your
life easier, your career better, it puts more money in
your pocket while you provide a superior service to
your clients, and that’s why we’re here to support you
ongoing. Because it just – it evolves that quickly.
Okay, we’re going to move on and this is probably
– I have to be honest Kelli, this is probably my least
favorite part.

taking attendance so you know who’s showing up
every day and you can match that with the payments,
and then if somebody does not have a payment,
you’re Administrative Assistant would be the person
to contact them and in a very nice way, ask them
about making payment. That is something that they
can handle for you. It could be an uncomfortable
thing for you to handle because you see them face to
face, and are positioned as the business owner and
expert but your assistant probably will never meet
them.
Yeah, you know, think about it this way. When you go
to the doctor or whoever it is, the doctor is removed
from the payments. So you say, “Well, how much is
that?” and the doctor will say, “You need to go up
front and speak with the office staff and they’ll tell
you how much it is.” So it gives you one degree of
removal from the financial part of the process, which
tends to allow better communication and a better experience for you working with the people when you
aren’t the one directly asking for the money – even
if it’s on time or if there’s a challenge or a discrepancy of any kind. So it’s nice to have that one level of
removal.

Well, obviously we want to keep this as simple and as
clean as possible, but it is inevitable that somebody
may register, but maybe their payment doesn’t go
through, or they register, but they prefer to hand you
a check in person, or maybe they couldn’t attend the
last two weeks of the last session because they had
a family emergency or an injury and so you’re going
to allow them to carry over a couple of sessions into
the next month, or they have special circumstances
regarding payments. You want to keep it as clean as
possible. Somebody might tell you in advance, I want
to come for a months sessions, but I’m going to be on
vacation for one, so your website may not allow for
them to pay for one, two or three weeks. It’s just set
up for the month, for example.

All right, we’re going to move onto – well, we just
talked about collections because that’s part of it.
Hopefully you never have to take someone to collections, but obviously they would just be discontinued
from the program and wouldn’t be able to continue
on. But just keep really good records, have everything in writing, and always take the high road and
you should absolutely minimize any challenges that
you have. We’re going to move on to goody bags,
prizes, awards, and certificates. Here’s the thing.
People get carried away with this to the point where
their profit goes down the drain because they have
so many goody bags, prizes, awards, and certificates.
These are done as props, as special bonuses and addons and it’s anecdotal and it’s a nice thought. Please
don’t let it become a burden, a nuisance, or your
main focus because people are not going to IMPACT
for a goody bag, a prize, award, or certificate. They’re
going there to have fun and get a great body. I mean,
that’s 99%. So these are things that are nice, but not
absolutely imperative to be your main focus.

So sometimes it does get a little bit messy. Sometimes somebody will register and not pay and just
show up. Sometimes people have been coming for
so many months and they lose track of if they paid or
if they didn’t, so your Administrative Assistant needs
to be on top of all of this. It’s important that you’re

I agree completely and I’ve been there. I have gone
over the edge where at the end of every program, I
would have a party at my house and would do spa
days and we’d go to cooking classes and I would distribute extensive goody bags at the end, and it really
did become a burden. It wasn’t fun for me at all any-

Understood.
But it’s important. It’s important, but this is also why
you delegate; and we’re talking about reconciliation
of payments and expenses.
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more and once you do something, then you set the
precedence and there’s going to be an expectation.
So you want to be careful in the beginning not to set
this high precedence where they’re going to expect
these kinds of things. However, especially at the end
of the month it’s a good way just to recognize people. You might do that with a silly certificate or gag
gifts. You could do things for best attendance, most
improvement. You don’t want the end to just be anticlimactic where it’s just another day that it ends. You
do want to take a moment to recognize people for
their improvements and their achievements and so
on, so find a way to do it that’s comfortable for you.
Some people just like to use a certificate. Some people might have some type of a gag gift. Some people
might say, hey I’m buying everyone a beverage at
the cafe or something just simple at the end that you
want to recognize this does have a beginning and
end, even though it goes on each month.
People love recognition. There’s a lot of research behind this. There have been studies on factory workers, office workers, and civic servants and what they
found is that people will be more productive, they
be more flexible, they’ll have a better attitude and
be more motivated when they know they’re being
watched and recognized. If you have access to things
that you might get for free or just something simple
that you can do, it’s not so much the token of what it
is, but the fact that you’re just taking the time to applaud somebody.
Yeah, agreed 100%. Let’s go over this next little bit
briefly because we have touched on this in the various lessons, and that is the welcome letter, food logs,
meal plans.
The welcome letter, in my opinion, should be pretty
extensive and give you an example of this. As soon
as they register, they receive a basic welcome letter acknowledging them and then the Friday before
the class starts on Monday they receive an extensive
welcome letter including all of the details for them
to be successful in the program. It includes information about proper footwear, hydration and if there’s
anything special they need to bring, whether it’s
just a towel and a water bottle, or you’re requiring
them to bring their own mats or weights. It includes
what they can expect, how the camp progresses,
how many people might be there, shapes and sizes
– anything to of unnerve them and make them feel
more comfortable. You might put things in there like
“Now’s a great time to start cleaning out the pantry
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of any unhealthy foods and start replacing them with
some healthy foods,” and give them some ideas and
start to talk to them about sleeping because they
need a little bit of ramp up time.
People can’t just come in Sunday night and then
Monday morning, flip a switch and start with all new
behavior changes. The welcome letter just lets them
start to mentally prepare for things before they go
into it, like when people decide they are going to
start a diet, they usually say, I’m going to do it on
Monday and they give themselves at least a few days
or the rest of the week to do it.
All right, and then let’s go over to the print handouts
which are nutrition and food logs. Again, we have
information here for you, but some people really like
to give out a lot of information. Like, maybe it’s every
Wednesday in class you give them a new recipe.
Maybe it’s an exercise that you’ve done an A/B/C
start/middle/finish of a movement and you want to
give it to them on a handout and break it down with
your logo and contact information that then they can
share this handout with their friend, for example, and
then they can become possibly a new client. But you
have to make sure you have all your print handouts
done and ready to go each time a new person comes
to class.
Prior to doing the nutrition seminar on Sunday night,
your assistant can have all the handouts printed so
you don’t even think about it. If you have any changes to your seminar, you would make the changes,
send it to your assistant, she’s going to send it off to
the copying place and pick it up and have it ready
for you to go. The idea is that you are a professional.
You are an expert. You want to be able to show up
and have everything done for you so that you can
best focus on your people and lead your program.
You don’t want to be scrambling on the way to the
stationary store on your way to your nutrition seminar as you are trying to collate and punch holes and
staple copies. You want to be professional, so rely on
your assistant for everything that we’ve told you so
far in this segment.
All right, and then last thing in this particular segment
is creating a newsletter, and this can apply to a print
newsletter. Again, we spoke about this in previous
lessons, and that is that everything is going digital,
but sometimes people are just more kinesthetic or
tactile and they want something print. I mean, there’s
a reason why magazines still exist and even with the
advent of the internet and the growth of the internet,

my guess is that there’s more magazines than ever
before and people like newsletters, especially if it’s
something that can feature them and is particularly
for them. So that’s very, very important. And then, of
course, you can do the email newsletter. And again,
we’re going to have more information in your manual
about the technology and the information for that.
And once you create a template for your newsletter, you’re going to have a certain format and certain
features each time. So for example, maybe there is
a letter from the trainer that comes from you. There
may be a featured client with somebody’s picture
and testimonial and their story. And then you might
have a recipe and then comment on some article, and
you can send that all to your assistant and he or she
can flow that into your newsletter and send it off to
everyone.
So you want to get to the point where things are all
automated for you, and initially the startup might
feel a little bit demanding to you. With an assistant, it
makes it so much easier.
All right, we’re going to keep moving on here. Kelly
and I are realizing we have so, so much information to
share with you and we just want to get to the nittygritty – the things that really work – so we’re going to
keep marching on here.
We just talked about the Administrative Assistant, but
now we’re going to shift gears and talk about having
an assistant teach a class. For those of you who are
familiar with Adventure Boot Camp, know that we
have an Assistant Instructor Program and the person
who has the Adventure Boot Camp has the license
and they’re the one who has all the contact with our
corporate office and so on, and then they can hire
assistants which go through our training program
specific for Assistants.
IMPACT is different. This is how it is – there are not
assistants. If you are IMPACT certified and licensed
and you are part of our monthly program, then you’re
an IMPACT instructor. There are no assistants. You
participate with us on an ongoing basis each month,
and you’re an IMPACT instructor. If you continue not
to participate with us each month going forward,
your licensing is discontinued and you don’t have assistance, regardless.
You are the one and only. Now, let’s say it’s a husband and wife and both of you want to teach IMPACT,
then you both get certified and you both become instructors and you both teach a class at different times,
days, locations, areas, and demographics and you can

do it like that. But each person is autonomous.
We want you to get to the point where you have a
finely-tuned machine and all of those things that we
talked about in all of these audios are now working
for you to the point where you can add two and three
IMPACT classes a week to your calendar. So you must
teach all of the IMPACT classes or you can hire an
IMPACT certified coach and workout an arrangement
with them.
This is very important!!! They have to get certified
just like you, but still you can structure your business
in a way to where they still may work for you and
earn a percentage, and you handle all the administrative and the marketing and all the things we’ve been
speaking about, but again, they still earn the same
certification you do.
Some people may want to teach the class. They need
the certification, but they just do not desire to be in
charge above and beyond teaching the class, and
that’s fine, and that’s how you grow your business. So
we just wanted to clarify how that works.
Okay, let’s move on here. We’re going to talk about
add-ons and what we mean by add-ons are ways to
augment your income to offer additional complementary and beneficial services to your clients to
grow your IMPACT business and everyone’s a little
different. Everyone has a different way of wanting to
do this.
Before we go on to this list, I wanted to talk about
the Kung Fu Fitness Program which you got as part
of your program as our gift to you. So here are our
options with Kung Fu Fitness. It is a stand-alone program. You will complete the program. As it’s indicated, it has its own business model. You can choose
to do nothing with it. You can have it as a completely
different entity, completely different business model,
completely different pricing structure and everything
all by itself, or you can use the techniques in Kung
Fu Fitness for the punching and the kicking type
of things that we do in IMPACT to learn additional
techniques, or you can just learn overall how to blend
it together in a way, as long as it’s still congruent with
the IMPACT methodology and safety and protocol.
You can implement a lot of the warm-ups from Kung
Fu Fitness into IMPACT and the cool down as well. So
you have a lot of leniency here. A lot of people have
used Kung Fu Fitness by itself and have done phenomenally well, so basically you have two businesses
for the price of one, and you can use it as you see fit.
So it just wanted to go – before we go on, I wanted to
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explain that.

possibility.

The first item up here, which is a great complement,
is Lifestyle Fitness Coaching, or Personal Lifestyle
Coaching. A lot of times, people want more than
just a workout. They want to know how to live that
fitness lifestyle. How do they fit it in with their busy
schedule? How do they determine what’s most
important to them? How do they get their family
involved? Should their family be involved?

One of the most fun things that John and I do is go
into people’s homes and do what we call “pantry
raids” and we raid their pantry, refrigerator and freezer. It’s a great educational tool. They just have no
idea how to eat healthy and you can’t blame them.
It’s so confusing. Which salad dressing and which
yogurt and which cereal are best. So that’s something very fun and fundamental that’s completely eye
opening and people have said, you know, Kelli, that
was really the day where I understood how to shop
and eat because I’m a visual learner and so when you
came to my house and showed me and you told my
family what we needed to do in our home, that was
really eye opening. And we have a lot of fun with
that. There are always a lot of laughs.

You can blend multiple certifications such as Kung
Fu Fitness and IMPACT. There is also a lot of different
ways to use Lifestyle Fitness Coaching or Lifestyle
Coaching. All these programs and more are available
at the Spencer Institute – spencerinstitute.com. You
don’t have to do any of these. When you do, you
become more intelligent, you diversify your career
opportunities, and you’ll probably appeal to a wider
range of people, and it will alleviate any potential
boredom that can occur with anything that you do
year after year after year, regardless of how fun it is
when you initially start. So it’s fun to have that variety
sometimes.
Coaching is such a great thing to offer to your clients
beyond that hour of a workout. Some people truly
need this, some people want it. There are people
who just want the best of the best, so they want you.
They want to pick your brain. They want to become
better. They want to help themselves, and they’re
just so coachable. They want to take it to the highest levels of ultra health and that’s great for them.
Than there are other people who really might feel
discouraged. Maybe they’re the biggest one in the
class, or the slowest one, or they have the least ability,
and they need extra encouragement and they need
tips and tools to help them accelerate. Or maybe
they’re working with an injury and they’re discouraged. So the personal lifestyle coaching sessions are
just an awesome complement and again, another
way for you to take it beyond that one-hour workout
and take their results to a faster level, seeing results
quicker, better, & faster.
And next we have nutritional coaching or consulting,
and again, that can be part of Food Psychology, the
Fitness Nutrition Coach, Lifestyle and Weight Management; there’s a lot of different ways to do nutritional coaching or counseling; however you want to
do it, as long as it’s safe, effective, appropriate, within
scope, accurate, and you’re not doing anything that
supersedes your skill set to where you could potentially cause harm. It’s unlikely, but there’s always that
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Yeah, I actually did some videos like that and ended
up using them. If you guys Google “pantry raid” or
“John Spencer Ellis Grocery Shopping and Pantry
Raid,” or something like that; I’m trying to remember
how it was tagged, but there’s a bunch of videos out
there on line, and so I actually brought in a video
camera and did this and then used it for a promotional tool and it worked out very well. That’s actually one of the promotional tools that I used that the
producers saw and got me on the Real Housewives of
Orange County. So who would have thought it? But
in fact, that’s what happened.
And grocery shopping tours is actually something
that I learned from Kelli. I haven’t done a lot of it,
although people do enjoy it. Kelli has it down to a
science and she can teach you how to do it effectively
and make some good money at it too.
I actually have a program that is complete with audio
programs and outlines about conducting grocery
shopping tours that are both effective and profitable. You can find on my website, www.kellicalabrese.
com. Basically, the way this works is at the night of
the nutrition seminar, towards the end people are on
the edge of their seats and their eyes are wide open
and they want more, or maybe they’re confused and
dazed – it’s usually one of the two. At that point,
I can say, I know, I shared a lot of information with
you tonight. I don’t expect you to remember it all
or assimilate it all, so two weeks from now I’m going
to be hosting a grocery shopping tour at (whatever
your local supermarket is) and typically I’ll do it on a
Tuesday or a Thursday night at 7:00 p.m. Its one hour,
and I will pass around a signup sheet and usually 80%
of the people will sign up on the spot. Then you will

get others as the weeks go on and it gets closer and
they will bring their significant others with them and
mature children and housekeepers and cooks and
anyone who is involved with their cooking and eating.

price point is $19.95. It’s an automatic download and
it’s a 50% commission. So for everyone that you sell,
you’re making about $9.95 and it’s automated. So
check that out – and that you can find at www.kellicalabrese.com .

And again, people will say, Kelli, this was such an
awakening for me. Everything you’ve been telling
me, I really came to understand it that night in the
grocery store. And of course, it’s another profit center
for you. You can earn up to about $200 per hour. It’s
a great lead generator for you to bring more people
into the IMPACT fold. It gives you more exposure
in the community as you’re out in the grocery store
where people see you with your IMPACT shirt on
and it gives you a chance to hand out some business
cards.

And then we have iPod workouts or online workouts. If you go to – we’re giving you a long list here,
but – personaltrainertools.com and through NESTA,
we have a special offer to where you can create your
own iPod workouts and you can do your own IMPACT
workouts that people will have on their iPod or other
PDA, and it’s really simple. Its fun doesn’t cost much
at all to get started, and it’s totally passive income.

There are just so many benefits! The first one is educating your people so that they see better results, and
then things like profit center and exposure are great
bonuses. The audio program also includes 7 Other
Profitable Promotions as a bonus.
All right, and then moving right along – and I apologize, we just have so much we have to get through –
cooking classes. The Spencer Institute offers a Personal Fitness Chef Certification. We partnered with
Master Chef Marie from Paris, and she’s a graduate
from Cordon Bleu and she’s got numerous other designations. She actually used to be my personal chef,
and that’s how we met and decided to work together
– awesome program, really cool opportunity. People
do cooking classes, they become a personal fitness
chef, they do videos on their website about healthy
cooking, and then you make them viral and it brings
people in.
You can use it as lead-generation tools. You can say,
“Watch my healthy cooking class. All you have to do
is opt in with your email address,” and now you grow
you list. There’s so many ways to benefit from this.
And then – by the way, that’s at spencerinstitute.com
– and the ABC Cook Book which is something that
Kelli and I spoke about for a long time and put together, it is a cookbook of the Adventure Boot Camp
instructors and my guess is we’re going to do an
IMPACT cookbook too. I have no doubt.
Right, and right now, until that one is done, there is
an affiliate program for the Adventure Boot Camp
Cook Book and there are some fabulous recipes in
there that are tasty, delicious, healthy, light, low fat
and available to your clients immediately and the

Let’s just say someone’s been involved with IMPACT
for three months and then they say, oh man, I have
to be away on vacation or a business trip for two
weeks. What am I going to do? Well, just download
the IMPACT iPod workout and they take it with them
and they do it in their hotel room. It’s that simple, so
personaltrainertools.com has the information there.
And then heart rate monitors – NESTA is partnered
with Polar, which is the largest heart rate monitor company in the world. They actually call them
personal fitness computers now because they do
so much more than heart rate. They’re absolutely
incredible, the best system in the world, arguably,
and we have information at NESTAcertified.com how
you can become a Polar heart rate monitor distributor
and you actually make money selling them to your
class. So I mean, there’s a lot of different ways we can
add to your ability to earn income.
And speaking of that, we’re moving right along briskly. We’re moving on to profitability because aside
from providing great service and having safety, it’s
about profitability. So we’re going to talk about first
start-up costs and that’s the equipment, dumbbells,
medicine balls, jump ropes, bands, cones. Kelli, you
want to talk about that – about 500 to 1,000 bucks at
the most?
We intentionally kept this list very small. We did not
want you to have any barriers to get this program
started and to do it very affordably, so over time, if
you want to add things like kettle bells or weighted
bars or anything like that, we encourage that; however, we didn’t want any barriers right now. So if you
have access to those, great, but all that you will need
to run this program are some dumbbells – enough
for each person, medicine balls – enough for each
person, jump ropes, bands and cones. So maximum
that you would be spending would be about $1,000.
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So that would be one of your first expenses.
Another expense that we highly recommend, it has
been so effective is a car wrap. I had my car washed
today and the attendant said to me, “Wow, what a
great idea, and I’ve seen your vehicle everywhere.” I
probably get two up to five new people every month
from my vehicle wrapped and you will definitely get
the return on your money. The money is going to be
somewhere around $150 if you just want to do the
windows – and that depends on the size of your vehicle – up to a maximum of $3,000 to have your entire
vehicle wrapped. It is a rolling billboard. You can
strategically place your vehicle at places you know
there will be high volume of traffic, whether it’s at the
movie theaters on a Saturday night or at the grocery
store on a Saturday morning, or maybe there’s a big
church in your area on Sunday morning, or there’s a
football game going on a Friday night. So you want
to make sure your vehicle has a lot of exposure. It is
not going to make you any money sitting inside your
garage.
And then insurance – also by the way, we’ll have all
the information for resources to get your vehicle
wrapped. We have all that for you. And insurance –
obviously, if you’re doing group exercise or personal
training now, you have insurance. Just make sure it
would cover you for this type of class. It is not a boot
camp. It’s basically group exercise. It’s just a different
type of group exercise, so if you have a group exercise or personal training insurance, my guess is that it
will be just fine.
If you go to NESTA certified, you can get information
about liability insurance. We have great AAA Carrier
insurance and it’s very, very inexpensive. And if you
already have insurance, fantastic, just make sure that
it’s current and it covers whichever facility you may
be instructing at as well.
And then we’re going to talk about start-up marketing. You know, we put down $3,000 as a start-up
marketing costs, however it could be a lot less. It
depends on how creative and hard working you are.
I remember when we first started Adventure Boot
Camp, we had a gentleman down in Tampa, Florida
who spent no money on marketing and he went and
pounded the pavement and handed out fliers and
shook hands and kissed babies and did old school
realtor and politician style and he was phenomenally successful and didn’t spend a dollar. So it can
be done. It is tough. There is a lot of competition
out there in the fitness industry, but it can be done.
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But we say a maximum start-up of $3,000, and the
monthly expenses get less and less and less as you
become more established.
And it depends on where you are. If you’re in a small
town, you might be able to place a half page ad for
$300 or $400 and if you’re in a bigger city or a paper
that has a bigger circulation, a half page ad could
be $1,000; so it also depends on where you are. But
don’t be quick to spend your money. We spent a
whole audio program on what we call the traditional
or in-person marketing. Go back to those things.
They’re very cost-effective. Most of them are free and
just a matter of your time.
And then the website; again, you have a couple of options here. You can use our turnkey solution and the
information about that is on the website – impactmethod.com, and it will be in your manual as well, or
some people may say, hey, I have a personal training
website and I just want to add this to it or I already do
Adventure Boot Camp. I’m just going to add this to
it. You can do that. It can work. The challenge is that
each thing stands on its own merit and each has a
different target demographic, different branding, and
so on, so you have to be careful not to have consumer
confusion.
The other benefit of having each offering with its
own website is because you get individual indexing
in the search engines because each thing stands on
its own merit and if you get what’s called – write this
down – a “dedicated IP address,” that really makes
Google and all the other search engines say, wow, this
is a unique entity unto itself and it’s not one person
trying to create a monopoly, but yet you can cross reference the different websites so they have inbound
links and you can move people around between the
websites showing your different offerings.
Maybe you do personal training and the other one is
Kung Fu Fitness and the other ones IMPACT, and the
other one’s Adventure Boot Camp or whatever it is,
but it’s important to make each one stand on its own
merit and do not confuse branding, but you can still
reference between them saying, well, you may like
this; you might like that, and so on. Just be clear and
concise and my recommendation is use our turnkey
solution if you have the opportunity to do so.
Now we’re moving on to rent. We talked about in our
previous audio lessons about renting out a martial
arts studio or a – there’s an organization that had a
wrestling mat. There’s dance studios, cheer, there’s
karate chains – franchises around that probably don’t

have a class in the morning and they would love to
take a little bit of your money in exchange to offset their hard cost of operating their building each
month.
I have rented buildings and I’ve owned several buildings, and I can tell you that the cost of maintaining a
building can be horrendous, so if you are someone
who has owned a personal training studio and leases,
especially in a retail frontage like that, the cost per
square foot can be cost-prohibitive from actually
running your business, even though you’re going to
be making a lot of money. So because you’re only
going to be teaching maybe one or two hours a day,
you really don’t want to own the building. That’s my
best advice – or rent the building. You may just want
to rent the time that you’re there and you’ll greatly
reduce your costs, unless you already have a personal
training studio and then you have to figure out how
you’re going to allocate the space for your IMPACT
program.
The rent is going to be variable. Sometimes it’s free
and sometimes there’s a fee, but you need to keep it
to a minimum. I’ve heard of people paying as much
as $500 a month for the use of a facility, but if you’re
making $10,000 a month, then $500 isn’t too bad.
That’s still a good chunk of change for you.
There’s one person who’s using the Soccer Dome and
it’s a tremendous facility and a great location and the
Soccer Dome also allows him to promote his program
through their database and also inside their facility
and so if you’re going to be paying a premium for
space, try and work something out so that you are
getting some exposure or some benefits as well.
And the investment on equipment, your annual
budget may be $1,000. It depends how you want to
conduct our class. Again, you can keep it lean and
mean or you can get a little more creative and use
some props and equipment that will add flair to your
IMPACT program. Just make sure it falls within the
guidelines of what we’ve talked about as far as structure and safety and so on.
And then your ongoing monthly expenses for marketing - $1,000 to $2,000. It could be a little more,
it could be a lot less. The more savvy you are with
online marketing using blogging, social media, twitter, search engine optimization, article databases,
and so on, the less you’re going to have to spend on
print marketing. So do your due diligence, do your
research, apply yourself every day.
And then an Administrator can be $100 a week or

it can be $200 a week, or it can be $0 per week, if it
happens to be your significant other and you have
an arrangement for whatever reason. So there are
ongoing monthly expenses, so just realize you want
to always keep them to a minimum and you’re always
asking, how can I reduce them while not compromising service? But always ask yourself that. How can I
reduce these monthly costs?
And then T-shirts, promotional items - $300. What do
you want to add on that, Kelli?
You should be ordering T-shirts, not necessarily every
month. You might order a bulk of T-shirts depending on the size of your class. The more people you
have in our program, the more T-shirts that you’re
ordering, and that’s a great problem to have because
T-shirts are a small price item and it just means that
you have more people. So don’t go crazy ordering
promotional items. You might want to try something
out like a water bottle or something that’s going to
get exposure, not something they’re going to tuck
away in a gym bag or not see.
All right, we’re going to move on to the pricing for
classes. Just as with Adventure Boot Camp and with
anything, there are always variables. However, what
we found to be true for IMPACT is because it’s a little
smaller group than our Adventure Boot Camps with
50, 60, 70 people at time, because it’s smaller, a little
more intimate, $20 per person, which would be about
$240 a month. For some people that are as much
as a car payment; for other people it’s a drop in the
bucket. So it’s smaller class sizes, or specialty classes
could have a higher price of $25 per session. So you
may decide, I want to do an IMPACT level 2 program
and it’s only 10 people per class and you do it as a
special promotion, but its $25 a class. It’s totally up
to you how you want to do this, but this is the price
range that we have determined to be most advantageous.
Do you have anything to add on that Kelli?
As far as the specialty classes, it might be a group of
athletes that are doing some off-season conditioning.
It could be a group of CEOs from a corporation. It
could be a group if dancers or basketball players. You
can slightly customize the program to meet any sport
specific needs and you would charge a premium for
that.
So I think depending on where you are, $25 is not
unreasonable. When you consider the price of personal training and the results that they can get, you
certainly can justify that.
75

And so let’s just give you a couple of examples of
income potential. If you have 8 to 30 students at $20,
that’s $1,290 to $7,200 monthly per class. So imagine
if you do three classes a day.
If you have as little as eight people, that’s still bringing in almost an extra $2,000 a month for 12 extra
hours of your time, and if you’re going to spend those
12 hours, why not get 30 people and make $7,200
a month, and that’s per class. Again, if you’re doing
three classes a day, that’s $21,600 per month for 30
people. So we’re talking about 12 hours of your week
for training time.
I want to make a point here because – and again,
sometimes we want to make a correlation with
Adventure Boot Camp because after over a decade,
we learned a lot and there is some correlation. There
is some carry over, and then there are some things
that are very unique and there is no correlation. But I
think this is a good point here.
With Adventure Boot Camp, we say, “Stick to your one
class a day, maybe two,” but for boot camp, it’s 5:30 in
the morning. That’s your bread and butter. We know
it works. Stick to it. Now with IMPACT, it’s designed
to be able to offer classes at different times of the day
because of the look and the feel and the marketing
and the strategy behind it, it will appeal to people at
different times of the day, but that doesn’t mean that
you offer it every hour on the hour.
You think, wow, three classes per day; I can make
$21,000; if I can teach five classes a day, that – you
know, stick with – start with one, make it very successful. Add another one at a time that not only
works for the people you work with or want to appeal
to, but something that is good for you and your daily
routine because if you’re miserable, if it doesn’t work,
if it cramps your lifestyle, you’re not going to want to
continue.
Adding more is not always necessarily the answer.
We want you to have a greater quality of life and
that’s one of the biggest reasons why we created
this program. We don’t want you to have to train
six clients over an 11-hour time span. Another way
to make more money is to have our existing clients
spending more. So some of the things we talked
about earlier like the grocery shopping tours, cooking
classes, cook books, and some of these other things,
even supplements, would be a way for you to make
additional income because they’re going to see you
as the resource for all their health and fitness needs
and because you’ve invested so much in this program
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and your career, you are savvy in these areas and
you should be rewarded for that financially, and they
want to come to you as their source.
So you may not be able to retire on any one of these
things by themselves, but when you put them together and you add that on top of the income potential of the IMPACT program, you could be making
the best money of your career, better than you ever
dreamed or know is possible today.
That’s right. We have about five to six minutes left in
this particular lesson and we’re going to close with
niche markets and modifications for special interests such as weight loss, a particular sized person, or
sports conditioning.
As we go forward each month, we’re going to give
you different ads that would appeal to different
groups and Kelli and I will also coach you on different things you can do and say and offer to appeal to
these different groups and teach you how to understand the linguistics of each demographic to where
you can tailor our offer and your communication with
them to make it even more effective. You can also do
the corporate niche. You may decide to do IMPACT
in a corporate environment. Sometimes it will be
paid by the employer, or subsidized by the employer
– maybe 50%. Maybe they’ll match whatever the employee puts in, or sometimes it’s up to the employee.
But here’s the thing, if you’re going to work for a corporation, make sure, obviously, you get everything in
writing, you have a contract with the company, everyone signs the same release forms. You may have a
different signup process or portal for your corporate
programs, depending on how you want to structure
that. But make sure you get enough people to make
it worth your while.
Often times, corporations have good intentions,
which are honorable, but ultimately if the people
don’t really want to do it and if it’s inconvenient for
them in any way, corporate fitness programs like that
can be challenging to execute.
This program is designed to be done with a high intensity, for our more athletic clientele. However, you
could always modify it for somebody who is more of
a beginner. So you might attract an entire group of
people who are more beginners, and you can take
those exercises and make them less challenging and
do them for less time, so that other people can participate and work up to those higher skill levels.
So let’s say, for example, you have a group of teachers after school or a group of nurses or tennis players.

You can take all of these exercises and modify them
to make them easier or sport specific. On the DVD I
give you a lot of suggestions for ways to make things
easier or harder.
And then just quickly I want to talk about age, which
is you can do youth programs, baby boomers, and
so on; and so, as you appeal to each of these, you
can do a special class for them or you may just do a
special ad to get those people in the class, depending on how big the classes are and how many you
offer and how many hours you want to work in a day.
But look for photos – we’re going to give you some
as well – but if you decide to use some on your own,
use photos that are truly representative of the people
you want to appeal. Be careful that you don’t have
photos that are so cookie cutter and the people are
so good looking or so perfect in their bodies that it
seems unattainable, then that actually can become a
deterrent for people. So be cautious about that sort
of thing as well when you’re approaching these niche
markets.
And then finally, gender. You may offer IMPACT for
women, IMPACT for men, a fun and exciting coed
IMPACT class, and then show the interaction between
the different people. You might do IMPACT for singles. The options are endless, but sometimes if you
get too nichey, you niche yourself all the way out of
making a profit. So niches are great, but think about
how big is the niche within your geographic region.
If you did something like IMPACT for brides-to-be,
everyone thinks that the brides want to get into
shape and all this – which is true most of the time –
but there may not be enough brides that live within
10 minutes of your class that are willing to be there
at that time and don’t have other obligations. So you
may have created such a niche that no one shows up
for your class. So be cautious about things like that.
Kelli, we have about two minutes. What do you want
to close with here?
This is really a new animal. This has not been out
there in the industry. We know traditional group
fitness programs tend to attract women. We know
more sport-related programs tend to attract men,
and this is really a hybrid of a number of different
things from speed, agility, and quickness, martial arts,
strength and conditioning, some Pilates moves, and
more. We’re encouraging everyone to start out with
a coed class. We believe that those are going to pull
the biggest numbers for you and once you’re doing that successfully, then slowly begin to add other

things like special groups such as weight loss or sport
conditioning So start with the basics and then if you
have a special population or special group in your
heart that you just love to work with, then you can
see how you can weave that in.
That’s right. Just don’t overdo it. That’s the big thing
with all of this is, start simplistically, keep it as simple
as possible as you explore different options and ways
to grow your business, and never let go of your bread
and butter.
That’s actually something my father told me a long
time ago and as much as you don’t sometimes want
to acknowledge that you listened to your parents
when you’re an adult, I think that’s one of the things
that has really held true that I remember, and that is
once you know that something works and it works
well and it’s been consistent over time, it’s proven,
don’t mess with it and don’t let it go as you explore
new options to satisfy your creativity and your thirst
for entrepreneurship.
And one of the other points is that really we don’t
want you to pay any attention to competition or
competitors because there is none. There is nothing
like this that exists and we don’t want you to start to
chase what somebody else is doing because then
somebody will start to overlook what you’re doing
and you will stand out more if you stick to our marketing plan. Customers will notice, potential customers will notice, so remember this is new. Be patient.
Be sensitive to what your prospects are thinking. This
may be intimidating to them initially, so just be prepared that there may be some people who try and
copy what you do in town and they think they can do
it.
Believe me when I tell you we have poured so much
into this, so many resources, all of our decades of
experience and education. Nobody will catch up to
this program. People will try and imitate it, but they
will do it poorly, so stick with your guns, stick with the
plan, and remember that we are a resource for you.
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That’s right. We’re always here for you, so thanks a lot
and carry on.

Audio #7 – The Workouts

Hello and welcome back to your next lesson. In
this lesson, Kelli and I are going to talk about your
workouts and you can have very effective marketing
whether it’s online or off. You can look the part and
do everything else. However, if you don’t actually
facilitate the workouts correctly to the highest level
with good form, proper sequence, and with all the
nuances that we speak about, then you’re going to
have lackluster results from your clients. It’s going
to be more difficult t have client retention and ultimately you’ll spend more money trying to grow your
business when the easiest thing to do is just be a phenomenal instructor with the information we’ve given
you plus your basic knowledge that you have coming
into the program.
So Kelli, let’s begin at the top. There are five components to the workout.
Right, and John, I think for the trainers, this is the fun
part. Capturing new clients, getting people into the
program, the administrative part and the marketing,
I think that’s a little bit less fun for the coaches. But
when it comes to the workouts, this is really what
makes the program worth the effort. We know that
these workouts are very dependent on you, the
coach. Think of any class you’ve taken, whether it was
a college course or a workout or any time that you
were going to take your precious time to be captured
by someone. You want to make sure that it’s just
going to be incredible or you’re not going to sign up
and waste your time.
So we’ve developed these workouts so that they’re
very strategic and they’re highly effective use of time.
We know that you are going to enjoy leading them.
We’ve taken all the guess work out for you. We’ve
taken a lot of time to put these workouts together
and John’s team from NESTA came up with a structure of the workout itself which we have down to
about 55 minutes. That’s about how much time you
should allow to start to finish for your actual class.
And his team came up with the five components
which they found to be the most effective way, in the
most effective order, in the most effective amount of
time to be conducting each session for the best possible results. And the way it breaks down is a warm up
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that’s about 5 minutes, speed agility and quickness
that lasts 10 minutes, 20 minutes of strength and conditioning, 10 minutes of cardio, and then 5 minutes of
stretching. Let’s break them down a bit more.
Well, obviously we need a good warm up and a dynamic warm up is essential and we also want to make
the warm ups fun and real complimentary to the
remainder of the program.
In IMPACT, the letter M stands for “Mixed” and that
refers to Mixed Martial Arts. Some of the warm ups
incorporate some kickboxing arm and leg combinations, which are highly productive in heating the
body temperature up and they are fun. Martial arts
may be something that you might not be used to
doing if your background is in personal training, so
we’ve added some of the basics in some of the warm
ups. We’ve created 12 unique warm ups so everyone
is different but they are all dynamic. There’s no static
stretching in any of these warm ups. Some of the
warm ups in and of themselves will be very challenging for your clients. And one of the things that we
want to encourage you to do before you lead any of
these classes is to do these workouts yourself. The
warm up is going to last about 5 minutes and you’re
clients are moving the entire time. The purpose is to
get the body temperature up, get the body prepared
to work hard, get the blood pumping, get a little
bit of a sweat going, and be prepared mentally and
physically for the next 50 minutes of the program.
And then of course, speed, agility and quickness
(“SAQ”). Some trainers do this extensively; others
this is probably very new to them and so before I
turn it over to you, Kelli, I just want to give them the
word of caution that there’s a lot of people who, just
like you, are unfamiliar with teaching this. Perhaps
they’re unfamiliar with doing this and because maybe
in the past preceding this – even though they have
a fitness base, they’ve been doing things in a linear
motion and in the sagittal plane and not much else,
and so when you start adding in different plane or
multi-plane or multi-axial movements and in a group
setting, there’s a lot of energy and a lot of stuff going
on. There’s also a lot for them to think about and you
want to make sure you’re cognizant of their ability
to have proprioception, that they do have enough
space to move, that they have the proper footwear
and again, that your warm up was sufficient to where
they’re able to perform these exercises safely and
appropriate for their ability level. So be cognizant of
how to scale up or down each of these movements,
specifically with the speed, agility, and quickness.

We have many combinations of jump rope sequences
that are challenging. Heart rates will be at a maximum and pounding, so this is the session that we
caution you to monitor them. They’re going to be
traveling forward, backward, sideway. Some of it is
high impact, high intensity, plyometric work. They’re
working in circles. They’re back pedaling and doing
combinations of movements traveling forward and
backward. They’re doing things that maybe they’ve
never done or haven’t done since elementary school.

know, strength is 20 minutes and cardio is, why
would we do that? And the answer is simple because
with this type of strength training workout, it’s done
at a higher intensity so your heart rate’s going to be
elevated to where obviously you don’t use just one
energy system, you’re moving in and out of different
systems throughout the workout, but it will be at a
higher level to where even with the strength training,
you’re still going to be burning some fat as you would
with cardio training, but also the whole workout is
a pretty high intensity, high energy level, low down
time, so in a sense, it’s almost like doing a combo of
cardio with the strength. And as you know, because
of all the latest research, when you do this combination with these intervals, with this cross training, you
can have tremendous fat loss and fat burning, as caloric expenditure with less cardio with more strength
because of the structure. So that’s why there’s 20
minutes of strength, because we want to add as
much muscle density as possible while keeping the
intensity high using lighter weights.

There is balance work that’s involved as well. We
have a whole segment that’s based on balance which
is especially important for athletes and everyone as
they age. Balance is one of the first things to go. This
is a fun segment, although it’s going to be very, very
challenging for them. They will look forward to it and
enjoy it. This segment works on foot drills, quickness, reaction time, explosiveness and more. We do
a combination of running drills to help build up their
running speed and endurance. Every single exercise is
laid out for you in order.

John, for those clients who are wearing heart rate
monitors, we expect them to be burning anywhere
between 500 and 700 calories in the 55 minutes.
In fact, just this morning I took one of my groups
through an IMPACT workout and I had a woman who
was 62 years old who burned 570 calories, so yes, the
strength segment is 20 minutes and the cardio is 10
minutes, but the heart rate is up during the intervals
and throughout the entire session. The speed, agility,
and quickness segment count as cardio time because
those heart rates are up.

You will be using minimal equipment. At times we
have clients use their imagination. For example,
imagine you are running over hurdles, through rings
or through an agility ladder. You will be surprised at
what a great time clients can have using imaginary
equipment. Of course if you have the equipment you
are welcomed to use it, but it’s not necessary.

So for the Monday, Wednesday, and Friday strength
segment, they are broken down so that the first
strength workout of the week is legs. They will primarily focus on legs but still get in some other major
body parts. The second workout of the week on
Wednesday is primarily upper body for the strength
segment. The third workout of the week on Friday is
primarily core, but again, you’re still getting all of the
major muscle groups every day.

That’s correct, and this is where you are going to really need to use your judgment as an instructor and
use your experience. Of all the segments, this is the
one that you might need to break it down, slow it
down, allow more time for rest and recovery initially
and then ultimately, they should be able to build up
to doing 10 straight minutes of speed, agility and
quickness. For example, at the start you might not
have a client who can do 10 straight minutes of jumping ropes.

So have fun with these. Try them yourself. Depending on the size of your group and your space, think
through how you need may need to manage the
drills using what you have to work with. If you are
confined to a smaller space, you might need to figure
out a way to do stations to set this up so that everyone is moving productively throughout the time.
This segment mostly uses cones and that’s about all
that you’re going to need to run this session.
And then next we move onto strength. Now, you’re
first question may be, as compared to cardio, you

And for the workouts that we choose, you are going
to see some new exercises maybe that you’ve never
done before as well as some different variations on
exercises. We wanted to make the workouts fun, so
these definitely go beyond the basics. Depending on
your group, you might need to back up a little bit and
teach them the basics first. For example, they should
master a basic squat before a gliding squat, skier
squat, sumo squat or smile squat. They should master a stationary lunge before a dynamic lunge, lunge
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with a rotation, Bulgarian lunge or a curtsey lunge.
So use your expertise and knowledge when you are
conducting these exercises and constantly be cueing
your group and giving feedback.
For example, if a strength exercise is going to last 60
seconds, for that entire minute you are giving them
cues about range of motion, about joint positioning,
about breathing, about alignment, foot position and
where their eyes are, and so forth. Use your judgment. All of these exercises are on video for you
shown as a demonstration for you the coach rather
than as a workout video for the participants. I can’t
stress enough, to do these exercises yourself before
you try and teach somebody else how to do them
and if you need to make modifications, we’re going
to rely on your expertise to do that with your group.
You can also bring up any questions on the discussion
board, on the community or the monthly call.
The equipment list for the strength segment includes
dumbbells, bands and some medicine balls. You can
also use a step or bench. For the dumbbells, you’re
going to have to again use your judgment. We ideally
want them to go as heavy as they can for each exercise so that their challenged. Women may use 5 – 15
pounds and men 12 – 25 pounds. Beginners should
fatigue in about 45 seconds and then those intermediate and advanced, up to about a minute. So by the
end of that minute, they really should feel like they
have been worked to near their limits.
There is not a lot of rest between exercises. As quickly as you can get them up and into the next exercise,
that’s how fast this is. There is not a lot of rest time
and very little down time. There’s just enough to
grab a sip of water, pick up their equipment (if any),
and move on.
And let me tell you, I remember during the taping
how challenging these workouts are, and I know
we’ve said that in the past, but you know, they’re not
super heavy, obviously, because of the nature of it,
but these are tough workouts. You’re going to have
to remember that and be cognizant of that as you’re
working with your clients. You know, regardless of
what they’ve done in the past, this is going to be
different just like when you switch up anything and
you stress the muscles in a different way, your body
responds differently. Sometimes it’s not ready to
respond, so just be aware of that.
The exercises are not repeated so even though there
are 12 workouts in a month, they might only be doing
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one exercise once in a month. So we’re not doing
a lot of multiple sets here because each exercise is
hitting every muscle group just a little bit different.
So instead of doing four sets of lunges, we might do
a stationary lunge, a falling lunge, a Bulgarian lunge
and a curtsy lunge. We throw in a lot of variety, so
for most people this is really going to be very different. It’s going to mix things up for them and they are
going to feel a little sorer than they have felt in a long
time, which is good. And just remember to progress
things based on your clients’ abilities. Don’t hit them
with too much at once.
And of course, we have to do cardio so again, there
are 10 minutes of cardio and the intensity of high.
You know, this isn’t going to be your 65 percentile
old school of thought where people just want to get
into the zone and burn “just fat” which doesn’t always
happen, as we know. This is pretty high intensity so
you’re going to have to, you know, if you’re using Polar heart rate monitors, fantastic. That’s obviously the
most accurate way to go, and then of course, rate of
perceived exertion, good observation of what they’re
doing.
Sometimes what I’ve seen trainers do in the past –
and there are always exceptions – but sometimes
the trainers are so focused on intensity that they let
the form falter. So we have to be very cognizant that
the form stays solid while we still reach those higher
levels of intensity.
The cardio workouts are fun. We never go out and
run for 10 minutes. Every session has a purpose. It’s
productive. They’ll be engaged. They’ll be challenged. And for you as the coach, I don’t want you to
be fearful of not being a group fitness instructor. You
won’t have to stand up there and get on the 8 count
and move with the music. It’s not necessary. If you’re
going to use music, we encourage it. It’s fun but it’s
meant to be in the background. You don’t need to be
choreographing each move here. If you have been
a group fitness instructor this will be to your advantage, but if not you have nothing to worry about.
We do exercises such as line drills that are very easy
to orchestrate with a group of people. The exercises
are fun and have a game component to it where
people don’t realize that their heart rates are getting up because they’re just having so much fun and
there’s some objective that they’re working towards.
We give them some empowerment to choose some
things. For example, we do something called a medicine ball circle pass where there’s somebody in the

middle and they’re quickly passing a medicine ball
back and forth around a circle to each participant and
they’re calling out the exercises (air squats or jacks),
so it gives them some power and you give them the
choices of the exercises.
We also do things like whistle drills and jumping rope.
We do intensity runs. We’re doing things like Indian
runs and giving them a list of things to complete
and a given amount of time for so many repetitions.
We also do chariot runs. These might sound foreign
to you now, but they’re all done on the video and
they’re very extensively explained so that you will
easily get them. Several exercise drills are done in
patterns and are simple but fun, and probably things
that your clients have never done and they’re going
to have a great time doing.
And then the stretching or flexibility work – you
know, this is also – I think what’s important about
this is this is a time to really focus on your queuing
technique because people have the time to apply
what you’re saying and how you’re coaching them
with greater ease because of the nature of stretching.
You’re doing it more slowly and I think that all too
often unless someone was a – and I’m generalizing, I
understand that – in many cases, a fitness professional does not queue properly with stretching as they
would with other exercises unless they have a yoga
or Pilates background. I think that’s unfortunate, and
again, I know there’s exceptions to this, but this is the
time where you can really get to know your class, to
bond with the people, to also see what’s going on
with their body because now it’s moving a little slower, you can see where something may be catching or
is stuck or is foreshortened or elongated or rotated
or supinated, whatever it is. You’ll have that opportunity to do that during this stretching segment so be
observant and really focus on giving good queues.
And all of the stretches are both dynamic and static
in the stretching segment, so we use a combination.
They feel good for them to go from that last cardio
segment to do something more dynamic and then
progress onto some static stretching at the end.
Sometimes we’ll all be lying stretches. Other times
they might all be kneeling, all be standing or all be
sitting. You’ll get lots of ideas for different stretches
that you can use, and the stretches are based on the
strength workouts that were done that day. So if it
was a leg day, we’re doing primarily leg stretching
which makes sense. Everyone should leave feeling
energized and feeling accomplished. You are setting

the tone for what’s left of their day which may be
their entire day. This is a perfect time to give them
some positive feedback about how they’re doing
and talk about what’s to come, work on some deep
breathing, relaxation. So whatever experiences that
you have that you can add to this, if you have extensive stretching background, then that would be
wonderful to interject that in.
And then we’re going to shift over to the standard equipment and then your bonus equipment.
Again, we really wanted you to be able to conduct
an IMPACT program with a negligible investment in
equipment, but also if you decide to do it outdoors
or if you have multiple locations, or you have a small
car, whatever it is, we want you to be able to do it to
where it’s easy to facilitate, easy to carry the equipment, and also just low in cost.
In your materials you will find an excel spread sheet
with all of the month’s exercises. In that same document you will find an equipment list and you will
see that it’s a pretty short list. One of the things that
you’ll absolutely need will be some dumbbells. It’s
up to you if you want to provide the dumbbells. If
you have a facility or a studio and they’re there and
available, that’s great, but as John said, if you’re going
to be outside and you have 20 people in your IMPACT
program, you don’t want to be hauling around the
dumbbells. It is perfectly fine to ask them to provide
their own dumbbells. Most people have them or they
can pick them up very inexpensively at a retail store.
If they’re bringing their own dumbbells they want to
have at least two sizes so that they can adjust as they
need to throughout the class. Again women are using anywhere from 5 up to 15 pounds, and men are
going to go anywhere from 10 up to a maximum of
25 pounds.
I would suggest that you always have a couple of
pairs of dumbbells with you because people may forget or they may have the wrong size or you may have
a new person start before they can attain their own.
As they continue on several IMPACT sessions, you
want to encourage them to bring heavier dumbbells.
Something else that we use in the program is a medicine ball. You do not need a medicine ball for each
person to start, but you probably want to have about
6 so that you can use them in groups and with partner work. As your group grows and you’re making
more income you can pick up a few more.
Jump ropes are very inexpensive. You can get them
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for about $6-$7 apiece from Perform Better or Fitness
Wholesale. You do want to have at least one rope for
each participant so order the number you think your
maximum participants will be initially, and then as the
program grows, again, add on. You can use imaginary jump ropes and for those who are less coordinated, over weight or beginners, an imaginary rope
can be just as effective.
You also need some cones. I recommend the orange
cones that are available from perform better. They
are heavy plastic with a sturdy base. They won’t blow
away if you’re outside. They don’t move as easily if
they get knocked into and they’re also flexible if they
get stepped on. I would suggest getting about 12
cones and then again, depending on the size of your
group, you might want to expand that.
We also use the bands with the handles which you
can get anywhere. Perform Better, Fitness Wholesale or Spri all have good quality bands. Just make
sure that you’re checking them for cuts or tears and
replace them as soon as you see any wear. You do
need one band per participant. We also used a step
or a box. If you’re outside, you can use a curb or a
short wall or a bleacher, but there are a couple of exercises, both cardio and strength, that require a step
or bench. If that’s not available to you, you can do it
without the box, but it would be better if you had it.
Something else that we use is a baton for two of
the runs, but if you don’t have a baton, you can use
a light dumbbell or really any object that they can
pass along. If you’re outside, get some chalk to write
things down outside. If you’re inside, you can put directions or exercises on note cards or just index cards.
You can also use tape just to show markers or borders. That is everything you will need besides a stop
watch and possibly a whistle.
Yep, I think simplicity is best. Sometimes people get
too propped out, let’s say, and they think that more
accessories will make it more exciting and sometimes
that’s the case, but it’s your personality, your ability
to teach, and having a great sense of community –
and obviously a tough and appropriately challenging
workout. That’s really what matters.
And there are a lot of workouts that are based solely
on use of equipment, whether it be TRX, Kettlebells,
Bosu, Step or a spin bike. Again we have nothing
against those. We are not saying that they’re not
wonderful, we personally use them but we don’t
want this to be an equipment-based program. You
82

basically need them to show up. You need their
bodies. So if you have access to kettle bells and other
equipment and you want to incorporate that in, then
we encourage it. It’s not necessary initially to run an
effective program, but if you have it, use it.
And so let’s do a review of this session and how it
works. The program begins on the first Monday of
each month. Now, I’m going to skip ahead just a second and then we’ll go back. That doesn’t mean that
in some of the other programs how we’ve done four
weeks on, one week off, four weeks, two weeks off,
or those different combinations – this is ongoing. But
as far as a structure within the ongoing process, it begins on the first Monday of each month because then
there’s some micro-cycles that will happen within
each month’s program where people can jump into it
and kind of know what to expect and then they can
progress at their own rate, but each week will progress within the month.
Kelli, go ahead and add to that.
It also gives you the opportunity to make sure they’re
getting assessments done so there is a beginning and
an end to the program. This is especially good when
people are thinking about starting and don’t want
to feel overwhelmed. For example, when they join
a gym it’s indefinite. You pay monthly dues until you
quit or die. With IMPACT they can start knowing they
can get through the month and then see how it goes.
So as you’re selling the program, you might initially
sell it as a month and then it is completely and entirely up to you in that month’s time, to thrill them, to
exceed their expectations, to get them extraordinary
results, and then of course, you should expect 90%
of them to continue on. But really you’re selling this
initially as a one month program. Get them through
the month with a finite amount of time and then after
the post-assessment they should be encouraged to
continue.
You also want to make sure that you do at least one
nutrition seminar a month so this makes you aware
on your calendar, that a new group is starting that
you need to be recruiting for and giving special attention to. Be sure you have that nutrition seminar
so that anyone who joined with that month gets this
information because it’s crucial to their results. Even
though you do the seminar once a month, encourage
people to join at any time.
If somebody comes in on a Wednesday in the middle of the month and says, “Can I start tomorrow?”,
you want to get them in to that very next available

workout session that they can. So don’t discourage
anyone, don’t hold them up, but just make sure they
know that at the first of the next month there’s going
to be a nutrition seminar. You can do their fitness
assessment as soon as they begin so that you have
their baseline. Then get them on the schedule with a
group assessment with everyone else.
And another thing here regarding how the process
works as far as the cyclical nature of it, the debits are
done on what’s called an EFT, which means Electronic
Funds Transfer. It’s an auto debit each month and
you can decide how you want to structure it, whether
it’s just ongoing or you do it for 3, 6, 9 months. There
are a lot of different philosophies on that and there’s
some people who are going to go for it ongoing, and
other people who are not. So obviously you would
want to offer them the thing that will serve them best
and also is the best for your business, taking both
facts into consideration.
If you are one of the people who have decided to use
the IMPACT Platinum Web Program, all that programming for the card and the auto renewals and all of
that, is part of the program and that’s built in. If you
choose to do it on your own, you still can do it with
something like One Shopping Cart or Aweber or
some of the other ones that are available. I’ll have
some more information for you in the manual; it’s just
that with your turnkey web solution, that’s all taken
care of for you. There’s a little bit of work involved
hooking it up with your bank and so on, but you’re
going to do that with any business, no matter what.
It takes a couple days to go through and for them to
realize, yep, you’re a legitimate business and you’re
not going to be doing credit card fraud and that this
is the real deal. It’s just one of the necessary things
that you have to do to be able to accept credit cards
and do this.
At this point in business, if you don’t accept credit
cards you’re going to fail. And if you don’t have an
automated program, it’s unlikely you will succeed at
the highest level. If you don’t integrate it all in with
the web, you also will not achieve your highest level
of success. So that’s why we’ve taken care of all that
for you. So look for more information in the manual
and also information about the IMPACT Platinum
Website Solution Program which will take care of all
that for you. It will explain it in detail rather than having me go through it right here.
Ideally you want everyone to go online, join your
program, and sign up for automatic renewal every
month. That would be the absolute best case scenar-

io. The second thing which might happen is they’ll
commit to that first month. They just want to try it
out, see what it’s like, and after that first month they’ll
convert to auto renewal. So that would be your
second best case scenario because it takes just a little
bit more work to do. That happens pretty often so if
somebody doesn’t sign up for auto renew that first
month, make it your priority to get them on auto renewal. You want this as systematized, as seamless as
possible. The last thing you want to start doing is policing who’s paid and who didn’t pay; generate a report after the beginning of each month and you’ll see
exactly what your income is and who’s paid. Monthly
electronic funds transferred (EFT) it makes it easier for
them and you. What you’re basically telling them is
that they don’t need to go back on each month and
register and put a payment through manually. It’s all
done automatic and they really enjoy it themselves.
So let’s touch on one quick thing before we go on to
the third item here on the list. Basically, give us your
synopsis, Kelli, of how it begins the first Monday of
each month. It’s ongoing, but talk about that cycle
real quick.
We give you the workouts for all 12 sessions of the
month – Monday, Wednesday, and Friday – and after
somebody’s coming in their second time around,
they’re doing that Monday workout again, but it’s up
to you as the instructor to bring it to the next level in
terms of intensity. So if the first month through you
did everything for 45 seconds for the strength segment, you’re going to bring it up to 50 seconds or
to 60 seconds. So time is one way to make it more
intense. You can also increase speed, go heavier, add
a hill, and so on. They’re only doing these workouts
once a month so it’s been a full 30 days since they’ve
done a particular workout, so it’s brand new all over
again. They’re still going to be challenged by that
workout even though they did a month ago.
We know most people do the same workouts for
years, so doing it once a month is going to be very
stimulating for them.
And they may have even forgotten the details of what
they’d done that month preceding, so it’s easy to
create enough variety to where their body is stimulated appropriately and it’s still safe and effective and
it’s not too much work to come up with these new
creations – although remember, each month as we
coach you, we’ll be helping you develop new training programs and protocol and exercise combinations and that’s also what the community is for – the
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inner circle. And then of course, we do the business
coaching and personal coaching as well as part of the
program. But we will be helping you develop new
curriculum as you go along.
And you’ll find that the clients actually enjoy the
repetition. They’ll say, “Oh, the second Wednesday.
That’s the day where we do those chariot runs”, or
“That’s the day where we do that drill with the star,”
They start work harder at it because initially after
that first month, there’s a big learning curve. They’re
doing things for the first time and now they enjoy
knowing what’s coming. We don’t need to come up
with 100 new exercises next month, but we can take
the ones that we have, help them perfect it, let them
work harder, and find small ways to make it more
challenging.
Now, we did go ahead and talk about that people
can join anytime and obviously you’d never want to
discourage them and so let’s go ahead and move on
to the fact that it’s three times a week and same days
and times. This structure is good because it’s predictable for them as far as them arranging their schedules. The fact that it’s only three days a week makes
it easier for them to get there. And because it’s so
high intensity, they need the days off but, you know,
for the right person, they could go for a jog or a swim
or ride their bike or do a yoga class, if they choose,
on those off days, but they certainly wouldn’t want
to do IMPACT again. They’re going to need to mix it
up. But some people, this is going to be enough for
them. They’re not going to have the ability to, or the
desire to do anything else. But that’s the beauty of
the program – three days a week and you’re done.
And when you’re choosing your time for these three
days, look at what your busiest times are for training
or the busiest times that you see classes are full, and
start with that as the best place to start. We’re recommending you start with one class, get that class going
for a month or two or three and fill it, and then start
to add more classes, but I wouldn’t add more than
one class a month because you’re better off having
one or two classes that are full, then to have four
classes with five people in it.
We want you to earn the most money per hour, reach
the most people possible and still make it personalized, but don’t let yourself go down that road where
you are led by people who say, oh, put on a 4:30 class.
I’ll bring my girlfriend. I promise you they don’t. So
be very careful about overburdening yourself with
classes because it does take a lot of energy to con84

duct these and you want it to be worth your time.
Yeah, that happens a lot where the instructors want
to be accommodating and you want to help out your
clients and you just end up stretching yourself too
thin. The whole point of this from a business perspective – just in the business perspective – is to work
less, to have more fun, and to make more money, and
you won’t have as much fun if you become a slave
to the grind of doing this throughout the entire day.
Just as with boot camp or with anything else that
we’ve learned over all these years, offering one program once a day and really filling it up and thrilling
them, is the best way to go.
You can do a second time. Maybe it’s in the evening
or maybe you do one in the winter when the moms
are done getting their kids off to school about 9 a.m.
Sometimes that can work very well.
Also, those are things you have to search in your geographic area and see what the health clubs are doing
for their group exercise classes and when are they
most popular. Because your program will be more
popular and yield better results, don’t worry about
going head to head with the same time that the clubs
are offering the classes. All that tells you is that that’s
when their research of being in business for years has
shown that their classes fill more easily and so use
that information to your advantage.
When you pick a time, stick with it. Don’t start saying,
“Well, if I move 45 minutes this way or 15 minutes that
way, more people will come.” You will be surprised at
how when you set the time, people will come. They
will adjust their schedules. Initially they might say
that they can’t, but if they really want to get in there,
they will make an adjustment to make it, so don’t
drive yourself crazy by trying to move things around
a lot. Find a time that you think is going to be the
best time, build it up, and stick with it. When it’s full,
add a second class.
Okay. And then also, 55 minutes with little rest. I like
it that it’s under an hour for a couple of reasons – one
is that that is a little more appealing because people
are so tight on time, the fact that it is under an hour,
but yet it’s full of quality content and the experience,
that is appealing to them and good for you from a
marketing and business perspective, and the fact that
there’s little rest in 55 minutes – even though they’re
having a good time – they’re glad it’s over because
it’s so tough. So it has a lot of advantages like that.
In your marketing – and in our marketing – as we go
forward and as we get feedback from you, the certi-

fied IMPACT Instructor, we’re going to find out how
appealing and how people perceive that 55 minutes
and we’re going to be coming up with new, creative
ads and artwork and things like that that are relative
to the workout being less than an hour, but still have
a high caloric burn. So we’ll be looking for feedback
for that as well.
Kelli, what I would like for you to explain to the students is what are your thoughts on the advantages of
55 minutes and how it should be pitched right off the
top.
Well, the 55 minutes gives you an advantage because
there’s 5 minutes of flexibility in there. Most people,
in their mind, will be thinking an hour, an hour of
exercise. So because it’s 55 minutes, if you start a
minute or two late because people are still coming
in and getting set up or there’s traffic, you can go
a minute or two over and everyone still has in their
mind “one hour.” Ideally you start on time and finish on time and then that gives you 5 minutes where
people don’t feel like they’ve got to fly right out the
door. If they have a question to ask you, they can
do so in those 5 minutes after class. If there are any
questions about billing or body fat or anything pertaining to the program that gives a 5 minute buffer.
It also gives you some down time if you are going to
teach a second class. They can also socialize for a few
minutes. If they have a child in day care, that’s probably going to run on the hour. So it just gives them
a little bit of flexibility, or maybe they have 5 free
minutes to go sit in the sauna or take a hot shower,
or just not be as pressured. So keep the class scheduled at 55 minutes. People have in their mind that
they should exercise about that much time every day
anyway and at 55 minutes, they’re going to be pretty
fatigued. They’re going to be thankful that it’s over
when it is. If you really feel they need it and you want
to give them an extra minute or two of relaxation and
breathing or just lying there in the dark, it’s probably
okay if you do that on occasion as well. That first
week, they might need a little bit of extra stretching
so that 5 minutes gives you that little bit of an extra
cushion if you need to take it.
And then the next item up was high intensity. We’ll
just go through this quickly because we have talked
about it so much, but it is a high intensity workout.
Please be cognizant of the people’s ability because
55 minutes of this high of intensity, I think, you, the
teacher, the instructor, when you go through this and
you do it at the appropriate intensity and put your-

self in that person’s position where even though it’s
a noncompetitive environment, people are going to
be competitive in certain instances, you’ll see that it’s
really, really tough.
So, what’s one thing that you want to button that
segment up with, Kelli?
All of these exercises are very safe and you just need
to be careful to monitor everyone in your class. I
have done these workouts without people who are
unfit and who are 80 pounds overweight and who
are older, and they can have a very good experience.
They may need to keep the impact lower, but they
can still keep the intensity high. So keep that in mind
as people come in that you are going to have all different conditions and ability levels.
Somebody might have shin splints. Somebody maybe had knee surgery. Somebody has a subluxated
disc. So you’re going to need to modify and encourage them throughout to be doing the best that they
can the entire time. You might give them levels. Say,
okay, we’re doing this exercise at 80% if you’re feeling
strong today and are an advanced exerciser, take it to
90%. If you’re just having a tired day and you’re muscles are fatigued from our last workout, I want you to
do this at 75%.
So you need to gauge intensity and this is something
that will come with time and training and working
with this group and something that one of my advanced exercisers said to me the other day was, “Kelli,
it always impresses us, even though we’ve been with
you for three years, how you are able to have so many
different ability levels in one group, yet you keep
everybody happy and you give them something for
their ability.”
I might say, “Okay, my advanced people, I want you to
line up over here and do it this way. I want my joggers to line up over here and do it like this, and my
walkers, I want you to come over here and do it this
way.” So if people can’t keep the intensity up initially
–even fit people, are not going to be able to – you
need to find a way to make them feel successful and
to feel like they are able and they’re accomplishing
something.
And then what’s really different about IMPACT as
compared to other things that we’ve done is there are
specific formats – the five components. With a lot of
the other programs, for example, with the Kung Fu
Fitness, there is structure, but there’s a lot of variability’s. With IMPACT, there’s more overall structure be85

cause we wanted to make sure that things were done
in the proper sequence and for the proper duration,
so you have some freedom but we want you to also
honor the structure that we’ve created.
John, I’ve never seen anything like this in all the years
I’ve been teaching group fitness. I’ve taken hundreds of different classes but nothing pulls together
so many different things. It’s athletic, it’s fun, and
we’ve got some games involved. The people are
going to look forward to each of these segments and
they’re going to have their favorites and their notso-favorites, but they’re going to know that they can
expect a certain format each day when they come in
and that these segments are broken down a certain
way and that all of their body components are being
challenged, and they’re going to finish up the class
with a great stretch and feeling fantastic. It’s not like
anything else they’ve ever done, and the results won’t
be either. The results just will be extraordinary.
And so, you know you just spoke about adjusting for
different abilities – the biggest thing when adjusting
for different abilities is to focus on keeping continuity in the class. If you have to explain something to
someone at a different ability level, always do it in a
very positive way. You would use language such as,
“For those of you who aren’t feeling quite up to it,”
or “for some of you who don’t have quite as much
experience,” or “for those of you who are a little more
advanced or want more of a challenge,” that’s the
kind of language you would use before you decide to
say, “Do this,” or “that.”
You wouldn’t say, “For those of you who aren’t
strong,” or “who are just beginners,” you don’t want
to ever use language that would create separatism
in the class or demoralize people in any way. You
just have to be very careful with the language that
you use, and also what is really important, is get to
it. Make the distinctions, give people the appropriate
options, and keep the group together and keep the
group moving so you keep the continuity. Otherwise,
people can grow frustrated with a lot of different levels in the class, or discouraged, and we want to avoid
that.
We did say to adjust for their abilities, not for their
disabilities. So everyone can do something, regardless of what condition or special needs that they
may have, work around it. Find a way to strengthen
it. Find a way to get it more balanced with the rest
of their body and you might need further education
yourself.
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You might look into some type of a rehab certification. We are preparing this program knowing coaches will have varying backgrounds and ability levels. If
you need training in a particular area, then we highly
recommend that you get it. Everyone has the ability
to get out there and do something productive for
their body. In fact, they need it more than anybody
so don’t discourage them from coming in. Short of
somebody needing a physical therapist rather than a
fitness program, you should be able to get just about
anyone into the IMPACT program and help them
have a great experience, feel good, and see results.
Our next item up is how the intensity builds each
week of the month. Now again, we’ve gone over this
a little bit and each week’s progression is going to be
based on a few factors – how many new people are
in the class, the overall ability of the class, perhaps the
size of the class, and if you’re outside, it might be determinate on weather conditions. If it’s colder, you’re
going to have to be more cautious as you increase
intensity. So these are the kind of things that you
have to consider.
Volume does build a little bit as the weeks go on,
so we’re throwing some more strength exercises in,
more challenging so where we might be doing things
on two feet, we might go to one foot for an extra balance challenge. We are increasing the independence
as the weeks go on as well, so initially everything is
done in a group. You’re leading, everybody watching
everybody, and once they start to learn the exercises
and get used to you and your queuing, as the weeks
go on they can become more independent. You
can begin setting up circuits and people can be off
in different corners doing different things and you
don’t necessarily have to lead everything, and they
enjoy that independence because they feel good that
they’re accomplishing something.
It also gives them a little bit of a chance to socialize
as they break off into groups – not that they can do a
whole lot of talking during these workouts, but they
at least can get to meet somebody and say a couple
encouraging words. So they will find that when they
come back at the beginning of the month, it is slightly easier, but not a whole lot – they’ll know they are
getting a great workout in week # 1. But by week four
of the month, it is pretty high intensity wise.
So we just cycle it a little bit. There’s a little bit of
cyclic training that goes on throughout the month as
it builds, and then you get a little bit more of a break
back on week one.

And so we’ve already talked about making adjustments for ability levels and progression and let’s add
onto that a little bit and speak briefly on diversification. So you cannot let the people get bored and if
you’re bored, I guarantee you your clients are bored.
For example, something simple like a bicep curl; you
might say, “Okay, if you’re feeling good and you’re
feeling strong, do your bicep curl, but stand on one
leg and after 10 reps, switch to the other leg,” or
“Hold your knee up while you’re doing a bicep curl,”
“If you’re doing a regular squat, do a squat with a curl
and an overhead press.” So there’s ways for you to do
things to give them a change.
If you’re normally inside, open up the doors or the
windows and get some light and some fresh air in. So
it could be a change to the environment. It could be
a change to the intensity of the exercise. It could be
adding balance challenges in. It could be partnering
people. So there’s subtle things that you can do to
bring your education and your personality into the
workouts to make it more intense and fun as well.
So you can look at all the exercises and brainstorm
a little bit and think, “Okay, how can I make this just
slightly different, but still not safe and not crazy,” but
just something that makes them focus a little bit differently.
And then the last segment for this is education, but
we call it “edutainment,” and I think that is really a
great phrase or even perspective on how to perceive
this. If I think back to all of the fitness professionals who I know do a great job and I’m friends with
Jay Blahnik and he doesn’t know I’m mentioning his
name now, but he’s a phenomenal instructor, a great
teacher and he doesn’t have a Master’s degree in
Exercise Physiology and 900 certification, although he
is well educated and he’s well educated in business
as well. He’s an entertainer and he really engages the
people.
I think of another one of my friends, Chalene Johnson,
and the reason that she does well – and again, she’s
educated as well, but she doesn’t have a Ph.D in Biomechanics or something – but she is a great instructor, and it’s because she’s entertaining. She’s engaging. She cares. She’s charismatic. She has a way with
her words. She captivates people. And there are a lot
of other people that do this as well.
I’m friends with Tamale Webb, who did all the Buns of
Steel. Now, she does have a solid educational base,
and yet the reason that she’s done so well is because
of the structure of how she teaches the class and it’s

fun and it’s exciting and, you know, think of the people who have done well and gone on to do big things
in fitness, whether you agree with their philosophy or
not. For example, Richard Simmons – Richard Simmons is far from being an educated fitness professional, but let’s be honest. He’s entertaining. And
the reason he has done so well is not because he
understands joint function even close to how you
do, but because he is entertaining, because he is fun
to watch. He is unpredictable to some degree, and
I think that these qualities of these people are really what allows them to become successful and fill
up classes and sell millions and millions of videos or
programs or whatever it is, and it’s because they do
“edutainment.”
I now you’re a huge fan of this, Kelli, so I want your
perspective on it as well.
When I think about two of our most successful Adventure Boot Camp coaches, they both have a background in entertainment. I was talking to one of
them yesterday. His name is Jeff. He is here in Texas.
And he said to me, “Kelli, I swear I burn as many calories as they do during the workout because I am just
pouring into them and I’m having so much fun and
I’m running around and I’m jumping.” When I listen
to Jeff, I want to take his class. Everyone hears his
passion and wishes he was in their town. Anything
that he does, he just draws you in. You want to buy
it; you want to be a part of it. He makes it exciting.
He makes it funny. You might be saying, “Kelli, I’m
not very exciting and I’m not very funny. That’s just
not my personality.” You know what? There are still
things that you can do to draw them in. You can tell
stories. You can let them know that you are a human
being and you made mistakes and you did silly or embarrassing things and they love that. It makes it fun
for them, so just let yourself really open up a little bit.
Let your personality come out. If you tend to be shy,
which I am, just find a way that’s your own way that
you’re comfortable with that eventually will develop.
But if you’re just going to stand there and do a bicep
curl, they’re going to feel like, “Eh, I can get this anywhere and maybe for some less money,” so you need
to really draw that out. Make it fun.
You’re going to have some people in your class who
are just funny, who are willing to play along, to share
their goals, to share their pain or whatever it might
be, so use them a little bit. When you’re going to
demonstrate something, you might bring them up
and they’ll add something to the class. But you need
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to make it fun. People are starving for socialization,
they are looking to connect with people and you
want them to look forward to coming. You don’t
want it to be something that’s going to be a drag
and it is hard work and they’re going to have to exert
themselves and be in pain. As much as you can, you
want to be recognizing them, rewarding them, praising them, pouring into them, whatever it’s going to
take. So if you need to go out of your comfort zone a
little bit and take some chances about cracking a joke
or putting yourself out there, don’t’ be afraid to do it.
You won’t regret it.
I like – you always finish with “You won’t regret it,”
and it think that’s a good way to close this segment
and the whole segment of the program or the audio
lessons, and that is that – I’m speaking to the students
now. You’ve made a wise choice. You will be successful with IMPACT.
What’s essential is that you follow the plan and if
things get tough, whether it’s dealing with people or
business or the economy or your schedule, just pause
for a moment, get some clarity and seek our advice.
We’re here for you. That’s part of what the ongoing
coaching and support is all about. We want you to be
successful and we’re here to insure your success, but
you have to reach out to us. Aside from what we will
have scheduled as part of the community and part of
the ongoing coaching you have to reach out to us so
we can help you. If you don’t tell us, we don’t know
and we want to be there for you.
So thank you so much and we wish you the best of
luck and we also look forward to meeting you and
talking with you with the ongoing coaching sessions
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Success Tips
Professional Liabilit y
Insurance

Website

Key Word Suggestions
Use this link to get the best keywords
for your web site, viral videos and
blogs!
https://adwords.google.com/select/
KeywordToolExternal

Obtain liability insurance before you begin your first
class. NESTA and JSE recommend Philadelphia insurance. 1-800-395-8075 (Click Here). Canadian trainers should consider Sports-Can. The cost is about
$200.00 for 1M in coverage. Be sure to name your
location(s) on your policy. 1M should be the minimum insurance.

JSE in partnership with Koenig Creative has designed
a The IMPACT Platinum Website Solution application
that will get your business on the web and generating interest and registrations the quickest and
most professional. The IMPACT website was created
specifically for this Group Personal Training Program.
It will allow you to ramp up your business the fastest,
manage your clients the most efficiently, give potential clients a clear understanding of what the program is about, provide a community to connect with,
pay a fraction of the cost for a professional optimized
website, give you brand recognition and more.
Contact Scott Koenig to find out about the options.
www.IMPACTPlatinum.com Info@IMACTPlatinum.
com 619-469-3787

Personal Training
Group Personal Training
Your town fitness
You town exercise
Your county
Your area nick name
Your county Fitness camp
Women’s workout
Fat Loss
Weight Loss
Boot Camp
Fitness workout
Fitness personal training
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Set Goals
"High expectations are the key to everything."
-- Sam Walton, Wal-Mart Founder
Set goals for yourself, continually as it pertains to
the IMPACT program. You want to set goals to finish the home study program. Have a goal to launch
the program. Set a goal for the number of people in
your first class, when you will add a second class and
so on. Each goal should have a deadline to keep you
on track with the launch. Realistically you should be
able to successfully launch your first class within 4
weeks of finishing the program.
As you reach a goal, set another, and then another.
Goals are your map for getting where you want to
go. Imagine packing up your car for a long road trip.
Your car has a full tank of gas. Everyone is ready. But,
you don’t have any idea on where you are going.
You need a destination and a map on how to get
there.

1. Get specific. If you want to increase your net

worth by 25% in 12 months, then work your numbers backwards to see how many clients you will
need in each class and how many classes you will
need to fill each month

Our brain can help us accomplish almost anything
if it knows precisely what we are aiming for, and
where we want to go. It’s like the GPS systems in our
modern day automobiles. We set where we want to
go, and it tells us where to turn to get there. When
we set a specific goal, we also set directions on how
to get there. When we follow those directions, we
reach our goal…our destination, and on time.

No one can rally enough enthusiasm, hard work and
courage to reach a goal they don’t really care about.
A successful and attainable goal is one you really, REALLY want! It’s something that will change your life,
enhance your health, wealth, and lifestyle and make
you proud. It gets you up in the morning, and keeps
you going all day long, because it is important to
YOU. Set goals that are worth achieving, to YOU!

4. Have strategy. For example, if your goal is to

increase your net worth by 25% in 12 months, then
you should have a strategy on how to make that
happen. Then add the strategic impact of what obtaining that goal will provide. An example could be
living in a better home within a better school district,
having more time to spend with your family, having
more money to help your favorite charity, having
more money and time to go on vacations, to have
the freedom to breathe and not worry about the bills
each month…whatever it is. Design your goals to
strategically impact as many areas of your life as possible. You’ll have more reasons to reach your goals
and more excitement when you do!

5. Measure your Goals. Size, dollars, percentage,

inches, weight, and time are all measurable. Measure
your progress until you achieve your desired goal.
You need to be able to measure your progress so you
know you are on the right track and moving in the
right direction. A goal without a measurable outcome is just a pipe-dream.

2. Get simple and realistic. For someone with

6. Attainable goals are tangible. Choose goals

3. Make your goals personal. Make sure the

Define your goals in terms that excite the senses, and
then go for it with all of your heart! Tangible goals
are realistic. Go for the impossible…if you really, really want it! You can achieve your heart’s desire, oth-

a high school education to set a goal of becoming a brain surgeon within one year is not realistic.
For someone to say they want to retire at the age
of 55, move to France and relax! That isn’t simple.
Remember, simple doesn’t always mean easy, but it
is possible. Simple here is meant as the opposite of
complex. Keep it simple! The instructions are here
for you.

goal you have set and are working towards is some-
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thing YOU really want, not just something that
sounds good or someone else has imposed upon
you. When setting goals it is very important to
remember that your goals must be consistent and
congruent with YOUR values.

that you can clearly visualize. Go for things that you
can see, hear, smell, taste or touch. Your goals must
make sense! When you explain them to friends and
family, your goals should create excitement, draw
support, and encouragement. Not because you are
falsely manifesting this, but because your passion
exudes!

erwise it wouldn’t be in your heart and you wouldn’t
want it so bad! Set your goals high enough. Never
underestimate your potential. Set goals that you
really want and believe in. Then, acknowledge them,
set steps in reaching them and know you CAN and
WILL achieve them!

7. Write it down. Write your goal down in great
detail. Position your goals in the positive sense
instead of the negative. Work for what you want, not
for what you want to avoid or leave behind. Strive to
write 10 goals each night that pertain to the IMPACT
program and it’s far reaching effects on your and
your client’s lives. Remember that goals are different
than your to do list.
8. Be Crystal Clear. The more focused you are on
your goals the more likely you are to accomplish
them. The act of writing down your goals will set the
process in motion. However, it is also important to
review your goals frequently. Sometimes we realize we have to revise a goal as circumstances and
other goals change. Review and make note of your
progress on a regular basis. Set a day each week, or
even a time each day to do so.
9. Share your goals. Share our goals and friends

and family that are supporting you. Do not share
your goals with anyone who may doubt, ridicule,
tease or discourage you! We have no time for negative influences. Surround yourself with a solid support team of winners.

10. Attainable goals support your value system. If there is a conflict between your behavior and

your values, there may be a conflict in reaching your
goals. Your values, behavior and goals should all be
in alignment with each other. First, clarify your values. Then, each time you need to make a decision,
ask yourself what will take you closer to your goal.
Then make the right decision. Following this process
everyday you will allow you to achieve unlimited success in every aspect of your life.
Keep in mind that the IMPACT Method can help you
to quickly reach many of your fitness and lifestyle
goals rapidly.

What ’s the best time for
IMPACT Classes?
Times will vary depending on the conditions and demographics in your area. For example it may depend
on when school starts in the morning or you may
have to allow for commuter traffic after work. If you
are holding a class at a corporation, it may be the
decision of the HR department.
We have found that 5:30 AM is a popular time for
men and women. 8:30 or 9:00 am may work for
mom’s dropping kids off at school. 10 – 12 may be
best for seniors who have more leisure time, and
may start the day a little slower! Noon works for
the corporate crowd. Youth attendance will be best
between 3:30 and 6:30. School teachers can likely
make a class between 3:30 and 5:00. Those who prefer after work could likely make 6:00 – 8 PM.
Do your homework to see the times that classes are
best attended in top fitness centers, martial arts studio’s or where ever your demographic may lie. If you
are interested in youth, check out speed clinics. Also
consider the times that you are the most booked for,
do the most personal training and have a waiting list
and requests for.
Do not let your clients dictate a time with the promise of filling a class. Remember you are the business
owner and need to be cautious about making costly
mistakes.
Do not start a class with less than 8 people.

When should I expand?
Do not put on too many classes too fast. Start with
one. Fill it up and then add a second. The IMPACT
program does not have regions or territories. You
have the freedom to take our information and use it
per our guidelines and be very successful with plenty
of income and free time. That is our goal for you.
Our business model and our training program was
specifically created for you to better utilize your time,
help the people in your community, and make more
money enabling you to enhance the quality of your
life.
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You will be surprised how people will begin to adjust
their schedules to be a part of the times that you do
have available. Even if they have to get up at 4:30 in
the morning and drive 20 minutes, they will do it. If
they want it, they will do it. It is your responsibility to
create the best class you can, and market it well, so
they will want to be there.
You have reached true success with your class camp
when you are tapping out the rooms capacity (up to
a maximum of 30 clients), and sell the program out
in advance month after month. An additional level of
success is when you have at least a 75% return rate,
and your campers are finding excellent results.

Proprietary information Do not share the IMPACT
System
Remember that what we teach you in your training is
proprietary information. You are NOT authorized

or allowed to share this information or train
other trainers. If you have any questions regarding
this matter please contact Crystal@NESTACertified.
com

Acquiring a Location
Some of you already have an indoor and or outdoor
location. Make sure the space can accommodate up
to 30 people who can move around to perform all of
the drills. Your indoor location should be similar to
a group fitness studio or martial arts studio with the
proper flooring (turf, wood, carpet or rubber).
Outdoor locations should at minimum have a level
parking lot, bathroom and proper lighting. Beyond
that anything else like hills, stairs, walls, picnic bench,
running path, basketball court, etc are a bonus.
Schools and parks are optimal for outdoor programs.
Parks may require you to obtain a permit. Schools
may be very receptive to a donation. By holding
your class in a school yard you have privacy, and gain
a presence in that school.
When contacting the City Parks and Recreation, you
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will be very low-key regarding your class, “You are
simply a fitness instructor that would like to exercise
with a group of people at their location.” The more
low-key you are, the more apt you are to not being
required to have a permit. You are not being misleading. Some people simply don’t get the concept
of a group fitness program and picture people getting hurt or something done in a hazardous way.
When acquiring a location, you must consider the
noise potential for any local neighbors.
Your location should be safe and have adequate
parking. If you are in a grassy area, check to make
sure the sprinklers don’t go off during your class
time.
You will soon learn how easy it is to use the barest of
space.

Evaluations
Hold evaluations in the same location you will be
having your class. If you have a studio or conference
room that would work best. If your program is outdoors you must find an indoor location to hold the
assessments. Choose a location that is professional
and private and can accommodate the group. You
may find a conference room or be able to go to a
running store, chiropractor’s office or foot wear store
after hours.
Evaluations are done in a group. Typically you will
do evaluations on a Sunday night prior to beginning
your next month’s class on a Monday. The evaluations precede the nutrition seminar. Set up stations
for weight, circumference measurements and body
composition. On the first Wednesday you can do a
maximal push up test to be compared again on the
last Wednesday of the month.
Those tests are recommended as a minimum. If you
prefer to do additional testing such as blood pressure, resting heart rate, strength and endurance
measurements we encourage it. If you have more
than 8 people being assessed, be sure to bring a
qualified trainer to work stations.
Have folders with their names and registration and
health history forms printed and ready when they

arrive. They take the folder from station to station
turning it in at the end.
You should have reviewed their health history and
contacted then with any concerns prior to the assessment. In a brief phone conversation you can
go over their medical history discover any physical
ailments.
Sometimes people acquire some form of anxiety
when it comes to their evaluation. You MUST be very
professional, almost clinical. Because they may be
sensitive to their size and/or weight, there is no need
to announce their weight or measurements. Simply
write the information down and move on. If they
want to know, they will ask you.
Once you get through the first month of assessments
you can schedule your new assessments on the Sunday night prior to class and have re-assessments on
the last Friday of the month after class. Or schedule
it on a Saturday morning along with a celebration
- healthy snacks and some time for socializing and
rewarding progress.
Your repeat clients become less interested in the
evaluations as the months go on and they are much
closer to their goals. Encourage them to continue
to re-asses their progress and set higher goals. If
they have not re-assessed in awhile, ask for updated
info on health, injuries, medication changes, review
goals, etc.
For first-time clients, the post evaluation is of huge
importance. Most clients in a month’s time will lose
3-5% body fat, 6 pounds, 1 – 2 inches in their midsection and up to 6 total inches. Depending on their
abilities coming into the program, beginners can
double their maximal pushups. .

the month and compare the changes.

IMPACT Program Surveys
You will find a week1 survey and a month end survey
on your disc. Be open to receiving feedback from
your IMPACT participants. You will learn and grow
more from their criticisms than from their compliments. Invite them to be honest. Let the participants
know that you want their candid and honest opinions about their experiences. Compile the results;
look for trends and work to make any adjustments
based on their feedback.
Send the first evaluation form out at the end of the
first week. They can send it back electronically, in
a hard copy or give them instructions to drop if off
unanimously.
At the end of the month, send out a month end
evaluation form again asking for honesty. Again
compile the results and make any adjustments for
the upcoming month.
Continue to do this month after month even if participants have been in the program long term. You
especially want to find out how the new participants
did and give the repeat members a chance to voice
their opinions.

Weight Loss Chart
You will also find an annual weight loss chart for
clients to track their weight loss. You can keep this
chart in their file and it serves as a quick reference.
This is an easy form to use for weight loss contests.

Welcome Let ter

Photos should also be taken at the initial assessment.
Have your camera set up on a tri-pod and mark the
floor and the settings so that you repeat the same after photo settings with the camera and tri-pod. Mark
the floor where the client is to stand facing front,
hands at side, facing front in a muscle pose, facing to
the side, arms at side and arms over head and facing
to the back arms at the side and away from the body.

When someone registers for an IMPACT Program,
send them a brief welcome letter acknowledging
their registration and asking them to reserve the
date and time of the nutrition seminar. Also inform
them if they need to secure anything such as a mat
or dumbbells for class. Give them your contact info if
they have any questions and encourage them to join
with a friend.

Re-take photos at the re-assessment at the end of

Included in your disc that contains all of the forms,
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you will find an extensive welcome letter. This letter
includes all of the details your participants will need
to be confident and successful. Send the second
welcome letter out on the Friday before the session begins on Monday. In this welcome letter you
will see underlined sections that are your cue to fill
in your personalized IMPACT Program information
including website, class location, times, contact info,
etc.
This welcome letter should answer most of their
questions and direct them back to the web for
further clarification. This letter sets the tone for the
success of the program for each person. Customize it
to your personality and class specifications.

Registration Forms / Health
History / Informed Consent
In your forms section (see below) you will also find a
document that includes a hard copy of a registration
form, health history form and a waiver. This would
be useful if you are doing a health fair, trade show,
seminar or community event where people would be
signing up in person. Then you could later transfer it
to the electronic copy. Again be sure to check all of
the underlined places for you to fill in your personal
information regarding your class.
There is also a Group Informed Consent Form that is
on the disc. This can be used when you have a group
of people participating in an IMPACT demo. For
example you may invite your clients to bring a friend
on a certain day of the month. If the friend shows up
and has not filled out a complete registration form,
they can sign the wavier as a minimum precaution.
If you are going to do a demonstration in your community and people want to sample the workout or
if you are going to lead a warm up in your town, the
group form would serve you.
As always have all of these forms reviewed by your
personal in state attorney.

T-shir ts
Provide all clients with an IMPACT t-shirt or tank
when they begin their first class. Periodically you
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may give out t-shirts as rewards for number of
sessions completed, pounds lost, push ups done,
improved run time, etc. All garments must use the
IMPACT logo exactly as provided for you. They quality should be high quality and a fashion that clients
will wear.

Rain Days for Outdoor
Classes
You must have an alternative location for your
outdoor class on days of inclement weather. You
must make a call on when to move your location in
enough advance notice for the attendees to make
the adjustment. Let them know what your system is.
Will you e-mail them, text them, call, leave a recording, post it on the web, etc.
Ideally your outdoor and indoor location is in the
same place. If the weather is too uncomfortable,
heavy rain, high winds, poor air quality, high temps
with humidity, etc, you want to go to another more
desirable location.
Provide your campers with a map or directions if the
location is different than your normal location. You
want to eliminate any confusion.
Create a list of a few options you have for rain day
locations, perhaps you will need to drive around in
your area and see what possibilities you have. Think
about any large covered area, dance studios, martial
arts facilities, school gym, etc. If you are in an area
with particularly cold winters you may have your
class outdoors in the summer and indoors in the
winter.

Shoes/Attire
Because your clients will be doing high impact activities (with a low impact alternative), they need to
wear “running” shoes. It is important their shoes are
not more than 5 months old if they have had heavy
use. You may include in your welcome packet a
discount coupon for shoes. Find a local, independent
sports shoe store and let them know of your IMPACT
program and ask if they would like to offer a 10%
coupon to gain the business of your clients. If you are
in a small town, contact ANY store that sells running

shoes! This is also another great networking opportunity for you! Fleet Feet, Foot Solutions and Road
Runner Sports are a few stores to look up.
Your clients should dress in a layered fashion, all
depending the time of year and the weather conditions. Especially when it is cold outside, they will
warm up fast and must be able stay at a comfortable
temperature.

Equipment
You will need very little equipment. We intentionally
designed the class this way to have a low cost barrier
for you to begin and not to make the set up cumbersome.
You will need an exercise mat and dumbbells for
each client –unless you request they bring their own,
which is not unreasonable. They can pick up these
items at a Target, K-Mart or any sporting goods store.
Adjustable weights would be the most valuable.
There are sets up to 22 pounds for women and up to
50 pounds for men. It would be a workout hauling
their weights to class 3 times weekly, but consider
that part of the warm up.
You will provide the medicine balls, cones, a step or
box and bands with handles. Have at least one for
each client. If you have additional equipment, that
is a bonus and you are welcome to introduce it and
incorporate it regularly in class. Examples would
include but are not limited to kettle bells, body bars,

At tendance
At the start of each class, take attendance. You can
do it yourself or ask each person to sign in as they
enter. A template of a sign-in sheet for you is included with the program. It is in Excel. Simply type
in the names of your clients, print, and laminate. On
the back of the page you can also print and laminate
a quick reference guide for name, contact #, emergency contact #, special concerns & goals. Use a
Sharpie pen to record attendance.

Workouts
We assume again that you are a professional fitness
trainer who is savvy with form, kinesiology, physiology, working with injuries and leading a group.
Conducting the IMPACT program will use all of those
learned skills and you will refine them even further in
leading this group.
The workouts are designed to be done on Monday,
Wed and Friday. Allow for 60 minutes although
after time you should be able to complete the entire
workout in 55 minutes. Keep in mind that time and
intensity are inversely proportional.
The workouts are all designed using the following
format:
5 minutes warm up
10 minutes speed agility and quickness
20 minutes strengthening
10 minutes endurance
5 minutes of stretching.
Transitions between each component should be
smooth and quick. There should not be any down
time. For example if clients are grabbing a drink or
recovering from an interval, they are watching you
as you are explaining the next move, progression or
directive.
Most exercises are timed rather than done for reps.
that help to manage a group of people who are at all
different ability levels. Beginners and those who are
injured may stop at 45 seconds to recover. Intermediate can go for 50 seconds and more advanced for
the full minute. Other exercises will be done for reps,
however they are still self paced as to how quickly
they are done.
Everyone should be made to feel important and no
one should feel like they are last. As the instructor
you can always make your self last.
Explain each movement as quickly as possible by
demonstrating two reps while talking them through
it. Then have them begin immediately and you can
cue them throughout the exercise to perfect their
form. Sometimes it will take a few seconds to understand a directive of an exercise, but then after they
do it once, they pick it up quickly.
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Pair new clients up with those who are regular
attendees so that they can be an extra guide to a
successful experience. Continually monitor the new
exercises and those new to the program. Give them
extra attention to increase their comfort level.

Workout Design
All of the workouts are designed for you for the
entire month which consists of 12 workouts. You can
revisit these workouts month after month because
there are so many different exercises per workout,
the intensity is high, you can easily progress them,
they are challenging, they are unique and since they
are only being done once per month, they keep your
muscles and all systems challenged.
You can do multiple sets, go heavier, add more time
onto each set as well as other accepted ways to
increase intensity such as wearing a weighted vest,
adding hills, using a heavier weight, a higher step,
etc. Since they are only doing each workout once a
month, they will not get board, yet they will enjoy
some idea of what’s to come. They will even come to
look forward to becoming familiar with some of the
drills so that they can work in the intensity. And they
will always see results.
The workouts are set up so that you are leading
each exercise for a few reps and then coaching them
through the rest of the set. As the month progresses,
more independent drills are included since they
should begin to understand the terminology, intensity, format, etc.
Remember there is no down time during the workout session. If they are recovering or getting a drink,
you are explaining the next move, station, or drill.
Make your cues short and concise. Stay motivated,
and keep your campers motivated.

Nutrition
Nutrition is a highly important component that is
vital to the success of the IMPACT program participants. Clients can see exceptional results when they
follow the IMPACT plan and while they will see and
feel results with out nutritional guidance, it’s almost
impossible to out train a poor diet.
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The IMPACT Method Nutrition Plan is focused on
these 8 Foundational principles:
1. Eat 3 balanced meals daily and 1 – 2 healthy
snacks
2. Consume 30 + grams of fiber daily
3. Eat whole organic foods
4. Stop eating within 2 hours of going to bed
5. Drink 8+ eight ounce glasses of water daily
6. Sleep 7+ hours a night
7. Manage Stress
8. Take a multi-vitamin
This information is delivered through the nutrition
seminar in a power point presentation that is on one
of your IMPACT discs. This is also given to the students in a handout, which is also provided on your
disc and it should also be reinforced in your daily
e-mails and at any teaching moments such as during the stretching portion of class or during the cool
downs.
If you do not feel like you are knowledgeable or
experienced enough in the area of nutrition, we suggest you bring in a nutrition professional, however
this is basic nutrition information and we are not giving out a specific diet, but instead guidelines.
John Spencer Ellis has created a nutrition seminar
download for the Adventure Boot Camp program
that is available for you on the OCbootCamp.com
site. You may view this, and learn from it to get idea’s
how to present your IMPACT nutrition seminar.
Below are more resources for you to help your clients
with their nutrition including a nutrition report from
JSE, resources for additional support such as diet
guru and grocery shopping tour info.
In your handout section you will also find a special
report from Dr. John Spencer Ellis on Sleep, Exercise
& Nutrition that compliments the nutrition program.

For more support and
information in the area of
nutrition, see the sources
below.
FREE – www.SpencerBroadcasting.com –

per month. You may add it as a package to your training sessions and charge the extra $10 per session.
That can mean as much as $120/month more per client. You may also charge a flat rate of $50 per month
for your services. This would mean that your profit is
$40 per month per client. If you have 30 clients, you
just earned an extra $1,200 per month. You may also
use this tool to work with clients that normally may
not use your personal training services.

FREE – www.TheOCbody.com – Get John’s

Here are some questions you may have regarding
Diet Guru:

John’s sleep science seminar video download.

popular TV show as a fast-loading download.

30 Day Fat Burning, Detox Meal Plan www.KelliCalabrese.com E-book available to your clients for a
step by step monthly plan to eat clean, shed excess
fat, feel great boost energy and lean out. $ 14.95

Adventure Boot Camp Cook Book – Over 100

recipes by Kelli Calabrese, Chef Barb Apt and 23 of
the countries leading Adventure Boot Camp Coaches. Perfect for those seeking healthy, delicious, balanced and easy to prepare recipes. E-book $ 19.95
www.KelliCalabrese.com

www.SpencerNutrition.com - Advanced Nutri-

tion Software to design and track meals and diets for
your entire family or client base.

Grocery Shopping Tours and 7 Other Profitable Promotions – Kelli Calabrese along with Phil

Do I enroll my clients in DietGuru.com? No. It's all
under your name. You simply hand them their diet
programs you created with Diet Guru. You offer the
service and charge them whatever you like. They do
not sign up for our program, you do. Your account(s)
are under your name. You input the data and forward/mail/email the program to your clients. They
never use the site. You can call your program whatever you like.
How can I use this if I'm not a dietitian or licensed
clinical nutritionist? This advanced nutrition program
was developed by registered dietitians, medical
professionals and scientists that worked with NASA.
You are simply "plugging in" values and delivering
the program. It is no different than a consultant from
one the popular diet centers using the software they
have on site. Their consultants are not dietitians or
clinical nutritionists.

Kaplan created an electronic product that walks you
through the steps of conducting profitable grocery
shopping tours from getting permission from the
supermarket to converting the shoppers into paying
customers. www.KelliCalabrese.com $ 69.95

We strongly suggest the NESTA Fitness Nutrition
Coach Certification program to give you a quality
credential and strong knowledge to educate clients
on nutrition fundamentals.

The Food Psychology Coach is one of the new-

Recommended Books:

est and best programs from Spencer Institute. It
bridges the gap between, food, nutrition, psychology and coaching.
http://www.spencerinstitute.com/food-psychologycoach-certification-program.html

Super Foods RX by Dr. Stephen Pratt
Ultra metabolism by Dr. Mark Hyman
In Defense of Food by Michael Pollan
The Mediterranean Diet by Marissa Cloutier The
Slowdown Diet by Marc David

Nutrition Consultations With www.DietGuru.
com you can create additional revenue through

To better educate yourself on nutrition, these books
are HIGHLY recommended for your reading!
Your clients will ask a lot of questions about nutrition. Continue to improve your knowledge and
practice what you preach.

designing a nutrition plan for your clients.

DietGuru.com Business example: Your cost is $9.95
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Summary
As you complete this manual, let this become the
beginning, a reference guide for you to refer to often.
Continue to be coachable knowing that each time
you re-read this manual and re-listen to the audio
programs you will glean new information as your
business matures.
Use this manual as a guide to a turn key system that
works and also allow your professionalism and personality to take it to higher levels.
Our hope is that through this program you reach
countless people in changing their lives immeasurable and permanently. We are confident that you will
not only change their bodies, but their behaviors,
their belief in themselves and ultimately how they
come to understand and thrive in making healthy
choices for a lifetime.
We also expect this program to change your career.
We are confident this program will call upon you to
bring out your best, to call upon all of your experiences and lift your ceiling of what’s possible.
We look forward to welcoming you to the IMPACT
family and hearing your success stories.
Kelli & John
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Additional Resources:
www.SpencerInstitute.com – If you are now in-

terested in becoming a life coach or wellness coaching professional, you can get a head start at the
Spencer Institute.

www.NESTAcertified.com – Fitness professionals
are more highly in demand than ever before. NESTA
offers your endless ways to begin your successful
career today. Log on today to see some of the unique
certifications available.

Register your domain name:

http://www.myfitnesscompany.com It’s a good idea
to register your name “aka – BobSmith.com” as well.
You may want this for your overall fitness business,
not just IMPACT.
If you are not using the IMPACT Platinum web plan,
you will need a shopping cart. John suggests 1ShoppingCart.com (click here to get started).

www.johnspencerellis.com for unlimited turn-

key fitness and fitness business certifications, programs, products and services.

www.KelliCalabrese.com – Be Better Academy

Note: The forms on the following pages are also
included in their raw, editable format with your
course materials.

– An 8 month strategic curriculum to be compared
to no other. This program places fitness professionals upon a platform with the top 2% of fitness pros.
This program is the creation of industry legend Phil
Kaplan. Kelli is the Master Trainer. Graduates find
themselves equipped with the foundational tools
to handle any business or life situation to ensure a
prosperous outcome. Both live and home study programs are available.

Email marketing and lead captures system:
THIS IS A MUST!!! Read the tutorials. It’s simple!
http://www.fitnews.tv

List of sites to submit your videos (YouTube is

not enough): Here is the list of the top Video Submission Sites List: Yahoo Video, Atom Photo Bucket,
Crackle, Veoh, YouTube, My Space, VSocial, Vimeo
Daily Motion, Motionbox, Metacafe, AOL Video, Bolt,
Blip.tv, ProsperityCast.tv, Revver, Clipser & SelfCast.
tv. Or, you can do it all in one click (and much more)
http://www.viralvideomoneymachine.com
Get started producing videos to promote your business today. Do research on “How to tag videos for
optimal SEO” – search engine optimization. This
is just as essential as your site and blogs. Always
include your full active link in the beginning of any
video description.
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PRINTED

REGISTRATION

FORM

1. Print this form; fill in your information clearly and completely, and sign the release.
2. Choose camp options and payment option.
3. Choose the method to return your forms:
By Mail: Street
Town
OR fax:

fax #

I am signing up for IMPACT beginning on: _________________Located at _______________________________
Name: ________________________________________

Date of birth (required) ______ / ______ / ______

Address: __________________________________________________________________________________
Street

Home Phone: ___________________________

City

State/Zip

Cell Phone: _____________________________________

Job Title: _________________________________________

Work Phone: __________________________

Email:_____________________________________________________________________________________
Emergency Contact Name: _____________________________________ Phone #: _______________________
I rate my current fitness level as a_____________ (use scale of 1-10, 10 being highest = elite athlete)
My fitness main goal is: ______________________________________________________________________
My fitness goal in this month is: ________________________________________________________________
How did you hear about IMPACT? ____________________________________________________________
Payment Options (check one)
 Check or money order is enclosed (made out to insert business name )
 Credit Card Authorization form is attached (copy of if faxed prior)
 I paid online using PAYPAL
Office Use Only:

Amount paid: ____________
Page 1 of 4
Form: _______________________________

Reason: _______________________________
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MEDICAL HISTORY QUESTIONAIRE
All “YES” answers require a written explanation on the next page

QUESTION

YES

NO

1

Are you allergic to any medication (aspirin, penicillin, sulfa, etc.)?





2

Do you take any prescribed medication on a permanent or semi-permanent basis?





3

Do you have a seizure disorder (epilepsy)?





4

Do you have diabetes; Type I (IDDM) or Type II (NIDM)?





5

Have you ever been found to be anemic (low blood count)?





6

Do you have High Blood Pressure (hypertension)?





7

Do you have or have you ever had Heart Disease?





8

Do you have or have you ever had Lung Disease?





9

Do you have or have you ever had Kidney Disease?





10

Do you have or have you ever had Liver Disease?





11

Do you have or have you ever had asthma?





12

Do you have or have you ever had severe neck injury?





13

Have you ever had been knocked out?





14

Have you had a broken bone or fracture in the past 2 years?





15

Do you wear glasses or contact lenses?





16

Have you ever injured your back?





17

Do you have back pain? If YES, circle the best answer below.





Almost Never

Seldom

Occasionally

Frequently with vigorous exercise or heavy lifting

18

Have you had knee pain in the past 2 years that has disabled you for longer than a week?





19

Do you have other physical conditions, which cause pain?





20

Have you had any surgical procedures?





21

Have ever had your body fat tested?





Page 2 of 4
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22

Are you training for a specific event?





If you are unsure about the definition of any terms in this form, please call us to clarify. Do not assume.
MEDICAL HISTORY QUESTIONAIRE CONT’D

18. What are your physical goals for the next three months? _________________________________________
_____________________________________________________________________________________

PLEASE EXPLAIN ALL “YES” ANSWERS BELOW. PLEASE REFERENCE THE QUESTION NUMBER .

____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________
____________________________________________________________________________________________

NOTICE:

It is wise to seek your doctor’s advice BEFORE beginning any health/fitness/nutrition program!

Page 3 of 4
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Informed Consent, Waiver, and Release Agreement
This waiver and release is entered into between the undersigned and (company name). its instructors, officers, affiliates, and
executors.
The purpose of the IMPACT Program offered by (company name) is to provide fitness instruction and coaching for various levels of
athletes/individuals.
The undersigned hereby acknowledges that the following was explained to me and/or agree to the following:
1. Acknowledges that the instructor is not a physician and is not trained in any way to provide medical diagnosis or any other
type of medical advice.
2. Acknowledges that if they feel tired, feel pain or feel out of the ordinary in any way either related to your training, or otherwise,
that the undersigned should contact a physician at once.
3. Acknowledges that fitness training, aerobic classes, martial arts, kick boxing, running, kung-fu, weight training, obstacle
courses, and any other related sports are an extreme test of one's mental and physical limits and carry with it potential for
damage or loss of property, serious injury and death. That the undersigned assumes the risks of participating in these types of
events and activities, that they are in good health, and they have a regular medical physician they can contact regarding any
medical problems that they might develop.
The undersigned expressly waive, release, discharge and agree not to sue from any liability of death, disability, personal injury, or
action of any kind (name of company), its instructors, officers, affiliates, and executors for the undersigned participating in said sporting
events and/or training for said sporting events.
The Undersigned agrees that this is the full agreement between the parties, that no representatives of (name of company) nor
anyone else has verbally contradicted any of the terms of this release and that the undersigned has entered into this agreement free
and voluntarily without force or coercion.
PERFORMANCE PLEDGE
In the spirit of harnessing your best effort and providing optimum results from your Boot Camp experience, we have established the
following policies to which you will need to adhere. Please read and initial each one.
I agree that I will not consume alcohol during the month of IMPACT.
I agree not to use foul language during IMPACT.
I agree to show up for IMPACT every class day unless it is an excused absence from my doctor or pre-approved with
IMPACT coaches.
I will arrive ON TIME.
(Any violation of the above statements will result in twenty push-ups per occurrence.)
I understand that photos or video may be taken during the course of my involvement in IMPACT, which may be used for
promotional purposes. I understand that my "before & after" photos will not be used for any promotional purposes
unless I give written authorization.
I understand there is no refund policy, but I can receive a credit (for unused portion of class) towards a future class if, for
reasons beyond my control, I am not able to complete the month I originally joined. IMPACT fees cannot be used
towards any other products or services provided.

__________________________________
Signature

________________________________
Printed Name

_____ / _____ / _____
Date

Page 4 of 4
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One Month IMPACT Objectives
Those who set goals as they begin the IMPACT Program will have the best results.
Goals should be written the following way:
1. Start each goal with “I will . . .”
2. Second comes an action work (read, drink, eat, rest)
3. Third is the thing you want to move towards
4. Last is a deadline
Examples include: I will drink 8 eight ounce glasses of water daily. I will sleep 7 hours
a night. I will attend IMPACT workouts 3 days a week for 4 weeks. I will finish eating by
7 PM. I eat 5 vegetables a day.
Goals are always written in the positive – as something you move towards rather than
moving away from something negative.
Write 4 outcomes that you would like to achieve in the next month.
1. __________________________________________________________________
2. __________________________________________________________________
3. __________________________________________________________________
4. __________________________________________________________________
Choose one of the goals that you are the most committed to and turn it into a “How”
question. For example, “How can I drink 8 eight ounce glasses of water a day” or “How
can I eat 5 vegetables a day”. Then write below as many responses as you can think of.
Once you have written every thing you can think of, circle the one you are ready to begin
with and make that your first step. When you have accomplished that choose the second
thing you are ready to do and so on until you adopt a new habit and achieve your goal.
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Informed Consent, Waiver, and Release Agreement
This waiver and release is entered into between the undersigned and (company name), its instructors, officers, affiliates, and
executors.
The purpose of the IMPACT Program offered by (company name) is to provide fitness instruction and coaching for various levels of
athletes/individuals.
The undersigned hereby acknowledges that the following was explained to me and/or agree to the following:
1. Acknowledges that the instructor is not a physician and is not trained in any way to provide medical diagnosis or any other
type of medical advice.
2. Acknowledges that if they feel tired, feel pain or feel out of the ordinary in any way either related to your training, or otherwise,
that the undersigned should contact a physician at once.
3. Acknowledges that fitness training, aerobic classes, martial arts, kick boxing, running, kung-fu, weight training, obstacle
courses, and any other related sports are an extreme test of one's mental and physical limits and carry with it potential for
damage or loss of property, serious injury and death. That the undersigned assumes the risks of participating in these types of
events and activities, that they are in good health, and they have a regular medical physician they can contact regarding any
medical problems that they might develop.
The undersigned expressly waive, release, discharge and agree not to sue from any liability of death, disability, personal injury, or
action of any kind (name of company), its instructors, officers, affiliates, and executors for the undersigned participating in said sporting
events and/or training for said sporting events.
The Undersigned agrees that this is the full agreement between the parties, that no representatives of (name of company) nor
anyone else has verbally contradicted any of the terms of this release and that the undersigned has entered into this agreement free
and voluntarily without force or coercion.
Signature

Printed Name

Date

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

Page 1 of 2
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Signature

Printed Name

Date

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________

________________________________

_____ / _____ / _____

__________________________________
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This is a SAMPLE Release Form
Ask your attorney for specifics that may be needed for your state or country.
---------------------------------------------IMPACT Liability Release Form
This release is entered into between the undersigned and ______________________ its officers,
trainers, affiliates, trainers and any and all other private and public locations where fitness classes are
held. The purpose of _______________________________ is to provide fitness instruction and coaching
for various levels of athletes/individuals.
The undersigned hereby acknowledge that the following was explained to me and/or agree to the
following:
1. Acknowledges that ____________________ is not a physician and is not trained in any way to provide
medical diagnosis, medical treatment, or any other type of medical advice.
2. Acknowledges that coaching/training is another tool for teaching athletes/individuals about
themselves, but that ____________________ does not guarantee neither good nor bad will occur nor
guarantees the training advice given by ____________________ will produce good nor bad results.
3. Acknowledges that the undersigned has been told if they feel tired, feel pain or feel out of the ordinary
in any way either related to your training, or otherwise, that the undersigned should contact a physician at
once.
4. Videography and photography may be taken at various class locations which may appear on TV, web
video, print or any other digital format. When possible, the class participants will be told in advance of the
days in which any photography or videography will be done. "Before & after" photos will not be used for
any promotional purposes unless written authorization is granted.
5. Acknowledges that IMPACT, aerobic classes, martial arts, kick boxing, running, kung-fu, weight
training, obstacle courses, and any other related sports are an extreme test of one's mental and physical
limits and carry with it potential for damage or loss of property, serious injury and death. That the
undersigned assumes the risks of participating in these types of events/activities including the inherent
dangers of the natural elements, that they are fit, and they have a regular medical physician they can
contact regarding any medical problems that they might develop. The undersigned expressly waive,
release, discharge and agree not to sue from any liability of death, disability, personal injury, or action of
any kind and ____________________ for the undersigned participating in said sporting events and/or
training for said sporting events.
The Undersigned agrees that this is the full agreement between the parties, that
____________________, nor anyone else has not verbally contradicted any of the terms of this release
and that the undersigned has entered into this agreement free and voluntarily without force or coercion.

X ___________________________________________________
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Sunday

Saturday

Friday

Thursday

Wednesday

Tuesday

Monday

Name:

Meal 1

Meal 1

Meal 1

Meal 1

Meal 1

Meal 1

Meal 1

Weekly Food Log

Meal 2

Meal 2

Meal 2
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Meal 2
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Meal 6

Meal 6
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Sleep
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Sleep
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Yes
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No
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Camp

Yes
No
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Camp

Yes
No

Attended
Camp

Yes
No

Attended
Camp

Yes
No
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Month End Survey
Congratulations on completing a month of the IMPACT Program. I sincerely
appreciate your feedback as it is my objective to meet your needs and continually
improve the IMPACT experience. I

1. On the scale of 1-10 how would you rate how you enjoyed your
experience in the IMPACT Program?

1

2

3

4

5

6

7

8

9

10

Please explain…_______________________________________________
_____________________________________________________________
2. Did you feel that you got sufficient guidance and instruction, technically?
Yes, no
Please explain__________________________________________________
______________________________________________________________
3. Were the daily e-mails helpful? Yes No ___________________________
4. What other information would you have liked to hear about in the daily emails or in the program to help your success?
______________________________________________________________
______________________________________________________________
______________________________________________________
5. In what ways did the IMPACT program meet your expectations?
___________________________________________________________
___________________________________________________________
________________________________________________________
6. In what ways did the IMPACT program NOT meet your expectations?
______________________________________________________________
______________________________________________________________
__________________________________________________________
7. What would you do differently/ better if this was your IMPACT program?
_____________________________________________________________
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8. Could anything have been provided that would have made this program
more enjoyable?
______________________________________________________________
______________________________________________________________
__________________________________________________________
9. What do you feel was your favorite part of the IMPACT
experience?_________________________________________________
___________________________________________________________
______________________________________________________
10. Did you feel that you were able to work at your own personal fitness
level? Please
explain…___________________________________________________
___________________________________________________________
___________________________________________________________
11. On a scale of 1-10 (10 is best) please rate my instruction over the past
month:
______ Technical knowledge and ability to effectively instruct you
accordingly
______ Skills for group instruction, interaction, and group dynamics
______ Volume and clarity of instructions
______ Timeliness, courtesy, professionalism, demeanor
______ Attitude; smiles and makes it fun and enjoyable
______ Use of time during class
****************************************************************

Other Comments or suggestions are appreciated:
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Nutrition for Health, Life & Performance

•
•
•
•

The IMPACT Answer

Eat right
Exercise
Manage Stress
Recover

1. Eat 3 balanced meals daily and 1 – 2 healthy snacks
2. Consume 30 + grams of fiber daily
3. Eat whole foods
4. Stop eating within 2 hours of going to bed
5. Drink 8+ eight ounce glasses of water daily
6. Sleep 7+ hours a night
7. Manage Stress
8. Take a multi-vitamin

IMPACT Nutrition Success Tips
• Consume lean protein, complex, fibrous carbohydrates and polyunsaturated
fats.

• Treat yourself to your favorite foods one meal each week.
• Journal and track meals daily.
• Take a multi-vitamin/mineral supplement each day.
• When possible, eat foods in their most raw natural state.
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• Avoid dining out.
• Bake, broil, poach, steam, stir fry or grill for lower fat options.
• Put a serving of food on your plate and put the rest in the refrigerator.
• Sit and enjoy your meal – this is not the time to multi-task.
• Savor meals putting your fork down between bites.
• Increase Omega 3 Intake

• Trusting your appetite will heighten awareness of hunger and fullness.
• Be wary of the ‘heart healthy’ or ‘light’ selections on menus.
• Do not be afraid to ask to have a meal prepared to your liking when dining out.
• Lighten up on sauces and dressings by asking for them on the side.
• Skip the bread, appetizers and dessert.
• Share a main course with a friend or get a take-out container if you are at a
restaurant that super sizes the portions.

• Ask for extra vegetables on your plate instead of extra starches.
• Establish consistent eating habits.
• Use salad plates and cups instead of dinner plates and bowls.
• Eat slowly, cut food into smaller pieces and chew each bite thoroughly to help
digestion.
• Prepare for situations where an abundance of food will be available .
• Stay out of the kitchen when not eating.
• Cook with herbs, broth, citrus juices or flavored vinegars instead of oil,
marinades, sauces and dressings.
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•
•

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Categorization of the Glycemic Index (GI) of Common Food Sources
____________________________________________________________________
__
High GI (>70)
GI Value
Glucose
100
Corn flake
92
Honey
87
Potato, baked
85
Rice Cakes
78
Jelly beans
74
Watermelon
72
Bagel, white
72
Moderate GI (40-70)
White sugar
68
Snickers
68
Oatmeal
65
Raisins
64
Beets
64
Corn
60
Sucrose
59
White pasta
50
Whole wheat pasta
42
Chickpeas
42
Strawberries
40
Low GI (<40)
All-bran cereal
38
Apple
38
Chocolate milk
34
Yogurt, low-fat
33
Skim milk
32
Kidney beans
29
Lentils
29
Peach
28
Whole milk
27
Grapefruit
25
Peanuts
13
*Note: GI values may vary slightly from source to source.

Glycemic Index Vs. Glycemic Load
The glycemic load of a food is calculated by multiplying the glycemic index by
the amount of carbohydrate in grams provided by a food and dividing the total
by 100.
Foods that have a low GL almost always have a low GI.
Foods with an intermediate or high GL range from very low to very high GI.
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Sleep Drive

Overview of Improving Sleep Quality
•
•
•
•
•
•
•
•
•

No exercise that makes you sweat before sleep
No caffeine after noon
No alcohol 3 hours before bed
Create a ritual
Create a dark environment
Remove electronics
Get off of all medications possible
Consider safe herbs & natural products
Buy a quality bed

Foods to choose from
Lean Proteins:
Bass

Catfish

Chicken

Clams

Cod

Egg whites

Flounder

Game meats

Grouper

Halibut

Haddock

Lean Beef

Mackerel

Perch

Pike

Salmon

Shrimp

Soy beans

Snapper

Swordfish

Trout

Turkey

Tuna – fresh or canned in water

Non fat, low sugar yogurt & cottage cheese

Fibrous Carbohydrates & Vegetables
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Alfalfa sprouts

Asparagus

Bamboo shoots

Beans, green, yellow,
wax

Beet greens

Broccoflower

Broccoli

Brussel sprouts

Cabbage - white, red, Savoy, Chinese

Carrots

Cauliflower

Celery

Collard greens

Cucumbers

Eggplant

Endive

Kale

Leeks

Lettuce, romaine, red
lead

Mushrooms

Mustard greens

Onions

Peppers, green, red, yellow, hot

Pimentos

Radishes

Spinach

Summer squash

Tomatoes

Tomato juice

Turnips

Turnip greens

Vegetable juice

Watercress

Zucchini

Complex Carbs
Apples

Barley

Beets;

Berries

Black-eyed peas

Bran

Bread – 100% Stone Ground

Broccoli

Buckwheat

Cabbage

Corn

Green beans

Leafy greens

Lentils

Nuts

Oats

Pears

Potatoes

Pumpkin

Rice, brown, wild, puffed

Root vegetables

Rye

Shredded wheat

Spelt

Squash

Sweet potatoes

Wheat

Wheat Germ

Yams

Beans (black, garbanzo, Northern, Kidney, Lima, Pinto, Red, Soy, White)

Low Sugar Fruits
Blackberries

Blueberries

Boysenberries

Cranberries

Granny Smith apples

Green apples

Green pears

Kiwi fruit

Raspberries black

Extra Virgin Light Olive oil

Evening primrose oil

Flaxseed oil

Safflower oil

Salmon oil

Soybean oil

Sunflower seed oil

Almonds, cashews, macadamia

Strawberries

Fat
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2009 Fitness & Nutrition Goals
Goals
1.
2.
3.
4.
5.

Most important Goal
Question How can you . . . .
Solutions
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
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