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VIDEO NOTES
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My number one takeaway from this video
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TAKE CARE OF WHAT 
YOU ALREADY HAVE
The saying, “A bird in the hand is worth two in the bush” is an excellent summary of how 

you run a successful business. What this saying means is what you already have is more 

valuable than what you hope to get. A successful business focuses on taking exceptional 

care of the clients it already has instead of always seeking new clients. This practice 

requires building relationship with your clients. When they’re cared for, they will be your 

best advertisement.

FINDING CLIENTS 
The novelty of your business will help bring out new client prospects. But gathering the 

right clients for your business is important. Knowing your avatar is vital to this part of the 

process. You know who you can help but you must know their characteristics so that you 

know how to speak to them where they are. 

Understanding these components of your avatar will help you anticipate the season of life 

or development they’re experiencing or will face so that you can best serve them and grow 

your business.

 

Avatar hang outs

Offline

           Neighborhood 

           Stores 

           Restaurants  

           Social gatherings 
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Online 

           Websites and blogs 

           Online stores 

           Social media 

Entertainment

           TV shows

           Movies

           Magazines

           Books

SEASONS VS CYCLES
Clients go through various seasons and cycles of training. The influences on these 

groups can be schedule, growth, financial or personal family matters. Life happens and it 

influences the choices clients must make. For some, the chaos of life drives them to pursue 

the stability of routine, including training. For others, the chaos forces them to withdraw 

from their commitments as to preserve whatever is needing the buffer.

Client life cycles are the cycles of consistent time periods in which training happens. 

These cycles can be long (years) and can include the addition of siblings, teammates and 

friends. The natural ebb and flow comes as seasons, growth and development all occur. For 

example, a player may come for several years and then not come for training for nearly as 

long. Suddenly they’ll encounter an issue that requires them to begin training again. 

Seasons are the seasons of a player’s schedule and life. This can include literal seasons, 

such as Fall or Spring. It can also include training seasons and life seasons, including school 

changes, moving, death in the family and more. Recognizing the season or cycle a client is in 

is important to the life of your business. It helps you make wise decisions about items such 

as schedule or budget.
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AGES AND STAGES
No matter the age group you work with, each group has its own age and stage characteris-

tics. Jeremie often jokes that he’s not really a soccer trainer but that he’s a child / player / 

family psychologist. The same is true for you; you’ll want to understand the normal devel-

opment of a player as you work with them so that you can anticipate upcoming needs or 

changes. A great example of this is adolescent girls.

Adolescent girls undergo changes physically and emotionally that can lead to physical 

damage of the knees in particular. Understanding and anticipating this transition should 

motivate a technical trainer to incorporate sand training or use of a BOSU to prevent injury 

to this group of players. Such additions can be provided through a homework regimen via 

video, for example. 

Other considerations for nurturing and retaining clients include: 

           Growth spurts

           Position changes (e.g., moving from attacking to defense)

           System changes

           Speed of play changes

           Injury

Changes such as these affect a player’s abilities, first-touch, confidence, emotions and abili-

ty to read the game for a particular role.

HEAD TO TOE
Consider the whole player and anticipate what they have need of that you can provide a 

solution for that is a natural extension of your core service:

           Psychology

 Confidence

https://amzn.to/2wefS8d
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 Emotions 

 Family dynamics

 Personality

 Age

           Societal influences

 Friends

 Trends

 Current events

 Identity-related issues

           Physical changes

 Hormones

 Growth and development by age

           Seasonal influences

 Allergies

 Emotions

 Fatigue 

Erikson’s Psychosocial Development

Age
(years}

Psychosocial
Crisis

Psychosocial
Strength

Environmental
InfluenceStage

6 - 11
Middle 

Childhood
Industry vs.
Inferiority

Identity vs.
Role confusion

Intimacy vs. 
Isolation

Competence

Love

FidelityAdolescence

Young 
adulthood

Middle
adulthood

Generativity vs.
Stagnation

Spouse, lover, 
friends

Family, societyCare

School

Peers12 - 18

18 - 40

35 - 65
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WHAT DOESN’T WORK
Don’t assume you know by judgment who will be your target audience. You’ve been writing 

out the type of client who would need your help and can pay for it; you’ve been researching 

your ideal client for their psychological and personal preferences for what they’ll buy and 

why they’ll buy. However, this analysis needs to include how they’ll buy. 

Most training clients are looking for professionals who get results quickly and those who 

are recommended by someone they trust. If you take care of your current clients, they’ll 

take care of you. Spending time and money on traditional advertising methods won’t work, 

unless your target demographic is over the age of 45. Traditional mailers and television 

advertisements may work for the age group over 45 years of age but television advertising 

can be very expensive. Other methods of advertisement that will waste money:

           Cards

           Flyers

           Brochures

Its a digital age and technology makes advertising simple and more cost-efficient, using 

programs such as Facebook and target marketing. Such a platform allows you to hyper-

target your exact audience for marketing delivery.

COLLECT CARDS FOR 
YOURSELF
When looking for new clients as you first start out, go to the same places where you would 

hand out flyers: tournaments, big events, games of current clients. Dress professionally 

(think sports polo and nice shorts; it doesn’t have to be fancy). 

When you meet someone and are given the opportunity, ask them for their information. 

Tell them you’ll follow up with them. Word your interaction like this:
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 Hi. I’m a former [college / pro] who now owns my own [business type]. I do this full-time; I   

 don’t coach1 . [Tell them a recent success story or statistic here.] Can I get your info so I   

 can follow up with you? I’ll send you an email with a link to the website so you can check   

 it out.

What Jeremie says often says:

 Hey, I’m a former pro who now owns my own soccer skills school. I do it full time; I don’t   

 coach at all. I train every age. 99% of them are select players or club players. Most of   

	 my	players	that	I	meet	end	up	training	with	me	until	they	finish	college	so	some		 	 	

 I’ve trained for literally 8-10 years straight. Let me get your info and I can follow up with   

 you. Also, I write a blog with over 200 articles so check out the blog and website    

 and social media.

Then. do follow up. Email is best. Text is very personal and can come across as aggressive. 

Take their email in your phone and send a reminder within 48 hours. Word it like this:

 Hey [name]! I met you the other day at [location]. I wanted to send you the link to my   

 website. I’d love to answer any questions you have and learn more about [the player],   

 current needs or frustrations and strengths. Let me know if I can help you in any    

 way. Thanks! [Your name]

You can also include brief bulleted highlights of the business, you or your student’s 

successes. Then, just leave it. If they’re interested, they’ll contact you back. Many will say 

yes right away just because you asked about their current needs (remember from the video 

who they’re favorite subject is - themselves).

1 Letting them know this is your full-time income communicates your success and authority; letting them know you don’t 
coach a team says you do not have divided interests or other interests in the relationship, such as recruiting for a club.



11Finding the right clients © ESBA: Elite Sports Business Academy

2 Many new trainers assume the mom is the primary decision maker for sports but our research has shown a moderate 
balance in purchasing and decision-making for youth sports.
3 Not to be confused with a cheerleader; encouragement without results is false if no progress appears after a short while.

CLIENT TYPES
Clients come in many forms. Recognizing the various types will save you time, money and 

drama as you learn to say no to the money if the client is too demanding for your style of 

operation. This knowledge will also influence where you find clientele.

 Paying client: Especially if you train youth, the paying client is the parent or    

 guardian. The decision-maker is typically equally split between the two    

 parents2. The initial component of the sale should be to the parent. However, sales   

 post-hire are commonly made by the progress of the player and the confidence of   

 the player. Improvements in both is a double win.

 Training client: The client you train can be a youth or adult. If the training client is   

 also the paying client, the same considerations apply. However, if the training client   

 does not pay, progress in confidence on and off the ball and the field  are equally  

 influential to the decision-making process to continue training or not3.

 High-drama client: Drama can be heckling over price, keeping you on the phone   

 for over an hour but never purchasing, people who claim to be experts and    

 are very picky but have no knowledge of the game. Also, people who think they’re   

 player (or self) is better than every other player but refuse to pay for privates;   

 those who cancel but don’t want to be charged per policy. You’ll recognize    

 these quickly. These types of clients are rarely worth the cost emotionally    

 or technically to retain. 

 Long-term client: Long-term clients are those that will stay with you for many   

 years. They may take breaks for seasons or periods of time but they recognize your   

 value and are committed to the entire process of the sport. These clients will often  

 start the process of training right away and are less concerned about the financial   

 commitment.  Approximately 60% of GFT clients are long-term clients, each of   

 them staying, on average, between 3-7 years.
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