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Are you constantly being thanked by people for helping them in some way?

Perhaps you get the most joy when you support people in creating change, realizing 
their potential, overcoming challenges or simply feeling amazing as they accomplish 
new goals.

Either way, you know you have a heart to serve and a sincere desire to help others. 
Through personal experiences, career advancements, formal education or informal life 
lessons, you’ve developed a unique set of skills that you know can help people get from 
where they are to where they want to be.

Now, more than ever, people are looking for support as they seek clarity, transformation 
and perspective shifting experiences that challenge them to step boldly into new ideas, 
purpose, action and results. But navigating these life changes can be difficult for most 
people to do on their own. Having someone like you in their corner to help them 
become aware of their ability to consciously choose their next steps, rather than feel 
powerless or unable to see solutions instead of problems, can be priceless.

As a Life Coach, you get to choose how to use your gifts, talents and skills.
 

As a corporate employee, you may decide to integrate coaching into your current
company role.

In focusing on the pure serving side of coaching, you may decide to work with a
non-proft, ministry or other similar types of organizations as a volunteer.

Answering the Ca�

INTRODUCTION

Ch�se Your Coaching Lane

Section 1

Choice #1: Inside Organizations

Choice #2: In Service To Others
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Or perhaps, you’ll simply be the “go to” person with friends and family who are seeking a 
sounding board, accountability or support.

You have set your sights on making money as a coach, but have found that you have 
been challenged with getting and implementing the right tools and strategies needed 
to generate consistent revenue.

But… 

There’s one final option.

 
You choose to use your coaching skills in a business and become a full- or part-time 
entrepreneur that turns a profit, allowing you to exceed your financial goals.  This 
requires a whole new set of considerations. Not only are you in the business of
transforming lives, but you are literally in business.

This guide is for coaches who want to turn their unique gifts and talents into a profitable 
business.  It is designed to get you thinking about how you can set up, operate and 
grow your coaching practice. If you already have a coaching business, this will provide a 
powerful opportunity to audit your practice and fill in the gaps that can help you meet 
your next level milestones – both with the clients you serve and the revenue you
generate.

Building a coaching business is an exciting and rewarding endeavor, but one that 
requires strategy, systems, processes and consistency.

You’re about to discover the “secret sauce,” the “inside scoop,” the “power play” to take 
your coaching business to a new level of growth. We call it the 5 Profit Assets and we’re 
going to walk you step-by-step through each of them. 

When you create, apply and master each of the 5 Profit Assets, you will, no doubt, be
positioned to elevate your coaching skills, the results your clients receive and the 
income generated.

Ready?

Let’s get ready to grow your profits – together! 

Founder, Society of Life Coaches

Dor�n Rainey

Maximize This Guide

Choice #3: Helping Friends and Family

Choice #4: Unprofitable Life Coach

Choice #5: Profitable Life Coaching Practice

https://societyoflifecoaches.com/
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The Life
Coach 
Umbrella

A Life Coach is someone who works with clients to help them achieve goals, overcome 
obstacles, see a new perspective and make changes or shifts in their lives that leads 
them to create a new outcome.

A coach works with the client to lead them on a personal journey, fully aware the client 
already has the answers to create the changes they seek. The role of a life coach does 
not revolve around giving advice or “telling the client what to do,” but rather to help the 
client discover or realign with their core values, beliefs, aspirations and
motivations, which will then help the client achieve the goals they set out to complete.

But let’s be honest, “Life” covers a lot of territory. As a coach, you want to be crystal 
clear on which part of “life” you actually help your clients with.

The term, Life Coach, is like an umbrella, as it covers a wide area of “niches.” As such, 
coaches work across a variety of fields.
  
Defining your niche is critical to implementing the 5 Profit Assets. It’s paramount to
accomplishing your mission, developing your messaging, executing your marketing and 
increasing your money.

Let’s take a look at possible niches as you identify which one best describes the work 
you do.

Section 2
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LIFE COACH SAMPLE NICHES

PERSONAL GROWTH
Purpose & Fulfillment
Confidence & Self Esteem
Goal Setting & Achievement
Work/Life Balance & Harmony
Overcoming Procrastination
Self Care & Setting Boundaries
Positive Mindset

HEALTH & WELLNESS
Weight Loss/Management
Exercise & Fitness 
Nutrition
Meditation
Food Education
Mindfulness
Wellness Mindset

RELATIONSHIP
Singles
Pre-Marital
Couples
Communication
Divorce
Sex
Wives or Husbands

CAREER
Finding a Career You Love
Leadership
Negotiation
Prepare for Promotion
Management
Managing Conflict
Engagement & Communication

EMOTIONS
Conflict Management
Release Past Hurts
Thrive After Loss
Move Past Personal Tragedy
Find Happiness
Live in Joy
Overcome Anger

FAITH / SPIRITUALITY
Grow in Faith
Live in Purpose
Deeper Connection with Others
Align with Beliefs
Connect with God
Led By Spirit
Ministry Work

MONEY
Debt Elimination
Wealth Planning
Money Mindset
Money Management
Financial Freedom
Investing
Legacy Building
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The 5 P’s to Building a
                            Coaching Business

The People
    Defining who you will serve

The Promise
     Defining the results people can expect from working with you

The Protocol
     Defining your core service offering

The Pricing
     Defining what you will charge for your services

The Process
     Define how you will fulfill your promise

Now that you’re clear on your niche, let’s take a closer look at you 5 Profit Assets 
and how you can use them to start, grow and amplify your business. 



PEOPLE
Defining who you wi� serve

THE

Section 3
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One of the biggest mistakes coaches make is saying they can help everyone. They 
believe that what they have in their coaching arsenal can get just about anybody where 
they want to be. 

But here’s the deal. 

Even if that were true (it’s not), if you’re going to run a profitable business, you’ll need 
to narrow down your focus. You must get clear about who you want to serve and go
“all in” on connecting with that ideal client.  

All in with your messaging. 

All in with you marketing.

All in with your branding.

All in with your program design.

The People
Defining who you wi� serve
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TARGET MARKET & IDEAL CLIENT
Let’s define your target market. This is the general segment of people where you are 
likely to find your ideal clients. 

For instance, your target market may include women business owners, households 
with children, individuals who are in debt, couples married for more than 10 years, 
men who want to advance their careers or women who feel unfulfilled and stuck.  

But that’s just the beginning.

You want to drill down deeper to now define your ideal client.  

For example, let’s use the target market of individuals who are in debt. Your ideal 
client might be a man in his 30s, with over $40k in consumer debt who is single and 
has a professional job. Maybe he isn’t struggling to pay his bills but feels stifled by 
balances on his credit cards and wants to free himself from that burden to explore 
new ways to enjoy life.

Or let’s explore the women business owner. Perhaps she’s someone with a product- 
based business, has small children and is in the start-up phase. She’s overwhelmed 
and feeling guilty because her work takes up so much of her time and she’s looking 
for support in creating more harmony in her life.

It may seem counterintuitive, but the more you can narrow down your audience 
instead of generalizing, the more successful you will be. The ultimate goal in this
section is to define the traits and characteristics, in as much detail as possible, of the 
individual(s) who can benefit the most from what you have to offer.

Identifying your niche was a strong first step. Now, let’s find the people in that niche.
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By identifying who you love working with and why, you’re actually painting a picture 
of your ideal client. And by gaining clarity on their pain points, you can better
understand how to best serve them. 

As you continue to flesh out the characteristics of your niche, target market and ideal 
client, here are some questions you can ask:

There is a specific group of people out there who desperately need what you have to 
offer. Make sure you have done the work to understand who they are, what they 
need, and what you can do to attract and help them.

Which are you?

I have  a clear picture of who I help

I understand my clients’ pain points

I know where my clients are and where 
they want to go

I’m trying to help everyone

I’m not clear about what my clients 
need

I can’t clearly define my client’s goals

Unprofitable Coach Profitable Coach

When you try to serve everyone, your messaging
and your marketing get lost in the marketplace

and you end up serving no one.

What are your ideal customer’s goals and values?

What are the demographics of your ideal customer (age, marital status, income)? 

What are his or her biggest challenges and pain points?

What keeps them up at night?

What would life be like on the other side of this challenge?

What have they previously done to try to solve this issue?

How soon would they want to experience results?

What would be his or her objections to investing in your coaching program?

Where does your ideal customer get his or her information or support currently (e.g., 
books, magazines, etc.)?



PROMISE
Defining the results

people can expect
from working with you

THE

Section 4
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What’s the specific result you help your client create?

That’s the question every coach must be able to answer.

That’s where your Bold, Brand Promise comes into play.

A  Bold, Brand Promise is a succinct statement of what people can expect to achieve 
from working with you. The promise paints a clear picture and packs a punch.  

This Promise defines the following for your clients:

Remember, when you begin to share your business with someone, they aren’t that 
interested in YOU. They aren’t that interested in your background, your passion or your 
program. They want to know “what can you do for me!

The Promise
Defining the results people can expect from working with you

What you help them with

What result they can expect
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Having a bold, brand promise answers that question.

Ready to develop yours?

Here’s a simple formula:

I help (niche) (result) (impact).

For example, the Society of Life Coaches’ bold promise is: 

We help life coaches (niche) grow their skill set, create better client results, and build a 
profitable business (result) so they can amplify their mission,

message and money (impact).

Some additional examples include:

DIFFERENTIATING YOURSELF FROM THE COMPETITION
The profession of Life Coaching has exploded over the years. It’s impossible to go on 
social media or a networking event and not encounter at least one person that’s a coach 
– if not more. 

It’s fantastic that the industry is expanding. It reiterates the fact that this is a thriving 
profession and that more people will have access to the benefits of working with a 
coach. However, the crowded market creates an even stronger demand that you
separate yourself from the pack.

Your bold promise is a key differentiator. 

It’s the headline you can scream to people that clearly communicates why they should 
choose YOU. It’s the draw that allows a potential client to clearly see that you have their 
answer.

This will be your main marketing hook and you will be using it on a continual basis 
throughout all your messaging so it’s important you get clear on it.
 
Take some time to think it through and complete your bold, brand promise.

We show health focused women (niche) how to appreciate food in a way that 
allows them to lose weight without sacrificing the food they love (result) so 
they maintain their ideal weight effortlessly (impact).

I help millennials (niche) create a better relationship with money so they can get 
out of debt (result) and begin to build wealth (impact).

https://societyoflifecoaches.com/
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While the bold promise will help you attract clients, it is also a helpful business
development tool to keep you focused and aligned to the outcomes you can generate 
for your clients, to reiterate what your niche is, and to specify how you will bring your 
services to the marketplace to transform your clients.

STAYING FOCUSED

I help people with whatever they 
need help with

I’m fine helping people on a surface 
level rather than a deeper level

I’m flexible about what the endgame
for my clients looks like

I am clear about the results I can create

I can communicate a clear outcome 
when people work with me

I align my services to helping my clients 
achieve a clear, measurable result

Unprofitable Coach Profitable Coach

Which are you?



PROTOCOL
Defining your
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For some coaches, the way they plan to help their clients is to work with them to set 
goals, structure a timeline, create milestones and then schedule accountability calls to 
track progress, motivate and ask questions around why they may or may not be making
progress if they fall off track.

That’s what we call a surface coach.

This type of coaching is very external based. It’s focused on goal setting and all the 
tracking factors that accompanies it.

Now, that’s not necessarily a bad thing. That’s part of being a coach. It’s just not the 
FULL coaching experience you need to offer as you continue to separate yourself from 
the pack.

That’s where a protocol comes in.

The Protocol
Defining your core service o�ering
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A protocol is the system, method or process that you use to move people from where 
they are to where they want to be. Developing your own coaching protocol is an
excellent way to attract more clients, increase your credibility and enable clients to get 
better, consistent results.

While coaching may come very naturally and feel like something that can be done
intuitively, trying to tailor your approach for every new client can lead to overwhelm and 
creative burnout. The goal is to create a protocol that serves you and every client you 
work with.

The advantages of creating your unique protocol includes having:

The result of clients who complete all four phases of the protocol is that they will have 
experienced their own personal transformation (self-work), created their 5 profitable life 
coach assets, launching their signature program (client results), worked with their own 
clients and generating revenue (business strategies) and finally building a business 
model that outlines the various streams of income their practice will offer.

For life coach clients who are focused implementing our Life Coach Success Plan or 
becoming a part of our mastermind, we offer the Society of Life Coaches Membership 
where the protocol is:

Our Coach Success Plan protocol is a researched based curriculum designed to give you 
the specific steps needed to achieve your next level of success.

Every coach needs a strategy in 5 core areas of business, but that strategy should be 
based on the current level of revenue your business is generating.

A protocol involves a set of actions your will guide your client through.

For example, at the Society of Life Coaches, we have two protocols:

For life coach clients wanting to increase their coaching skills, create or enhance their 
5 Profit Assets and generate consistent revenue, we offer the Society of Life Coaches 
Training & Certification Program where the protocol is:

A repeatable process you know will create results
The ability to scale your coaching to work with 1, 5, 100 or 1,000 clients
A way to show your client HOW they will get their results
A “secret sauce” that no other coach can duplicate
The opportunity to scale your business by adding other coaches that can create 
the same result you do

Self Work, Client Results, Business Strategies,
RADICAL Profit Centers

Lead, Attract, Enroll, Fulfill, Optimize

https://societyoflifecoaches.com/
https://societyoflifecoaches.com/
https://societyoflifecoaches.com/
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Each of the phases of the protocol includes a detailed, unique process comprised of 
research-based, proven strategies delivered through structured modules, feedback 
coaching calls and community connections that is set up to be delivered seamlessly so 
new clients can join at any time and get the same results.

Now it’s your turn to create your protocol. First, review your Bold, Brand Promise.

Ask yourself, “What is the process I need to create to deliver this outcome?” 

Consider these questions:

You'll access the appropriate content in these 5 core areas based on your current busi-
ness status.

This allows you to get the right information, tools and resources for where you are in 
your business right now.

There's no right or wrong answer to how long your protocol should be. It depends on 
your niche, your target market, your process, and the way you deliver your protocol.
But be sure to ask yourself how long it will realistically take your clients to achieve the 
transformation they're aiming for. What must they do, experience, learn or master in 
order for them to take action and achieve results? 

If you aren’t sure, make your best guess for now.  Once you have a few clients under 
your belt using your protocol, you’ll have the data you need to make any needed 
changes or adjustments.

How are you going to use your expertise, experience and knowledge to guide your 
clients from start to finish? 

What process will you create to demonstrate the journey your clients will take.

How many steps are required on this journey for your client to get results?

What are the components of each step – what needs to be taught, demonstrated, 
shared or communicated?

How will you deliver each step? A live coaching session, a video, recorded
PowerPoint, modules, worksheets, downloads, pre-recorded audio?

What technology will you need to deliver each step?

DURATION
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Having a signature program - one initial offer - keeps you and your marketing message 
clear.  It also keeps your potential clients out of confusion or overwhelm from offering 
too many options.

Eventually, you may evolve your product and service line to include multiple 
offerings/programs, but starting with a single offering provides the opportunity to 
solidify your skills and your ability to get results for your clients.

Your protocol not only gives you the foundation for your signature program, it’s also a 
valuable business development tool. 

Your coaching protocol can also be the framework for creating workshops, keynotes,
webinars, a book, other coaching programs, products or online courses. These are all 
opportunities to create additional income streams for your business.

Once you have your protocol, you are ready to develop your signature coaching
program.  

This program defines the way in which you deliver your protocol to your clients.
It spans X number of days/months/years to solve your client’s problem and provide 
transformation.

Remember: You want to go to market with one offer so as not to confuse or overwhelm 
your clients with too many options.  It’ll also be easiest for you to manage and perfect 
your offering.  As your clients see results, it will become evident which alternative
delivery methods are best suited to your target audience.

To determine your program, ask yourself the following questions:

Is this a group program or one on one coaching?

How much time is required to coach the concepts and have the client take action 
to get results? 3 months, 6 months, 12 months (or another duration)?

Will they receive coaching content (modules, videos, live coaching calls, etc) 
weekly, bi-weekly, monthly?

How often will they submit any assignments or worksheets?

YOUR SIGNATURE PROGRAM
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Unprofitable Coach Profitable Coach
I meet people where they are and help 
them achieve a desired result using a 
proven repeatable process

I’ve packaged what I do into a signature 
program

I help people create internal
transformation and external results

I help people define goals and use 
my intuition to guide them

I tell it like it is and ask great questions

I’m focused on external results

Which are you?
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When giving of your time, insights and support comes so naturally, it may feel awkward 
to charge for your coaching services at first.  That’s totally fine if you want coaching to 
be a hobby, but it won’t work if you want to turn your coaching practice into a
profitable business.  The bottom line is - when in business, you must charge for your 
services. 

If you’ve found it challenging to ask for money in exchange for your coaching, ask
yourself these questions and take some time to think through your answers and the 
impact it’s having on you now.

Am I: 

The Pricing
Defining what you wi� charge for your services

Committed to running a profitable coaching practice?

Clear on the true value of my skills and what I bring to the table?

Moving past feeling underqualified to charge for my services?

Willing to be uncomfortable and awkward asking for money until it becomes 
second nature?

Ready to fight against my own beliefs about money that don’t serve me?
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CHALLENGING YOUR BELIEFS ABOUT MONEY
It’s also important to reflect on your beliefs about money:

REMEMBER, YOUR CLIENTS NEED YOU
Your clients seek you out and engage your services because they need your help.
You provide them with the tools and strategies  they need in order to empower them to 
accomplish goals they otherwise may not have been able to do.

Continue to remind yourself of the value you are bringing to support your client to their 
new level of success. 

When someone chooses to work with you, they are not just buying your program.  They 
are getting all of the knowledge and skill that comes from your educational background,  
years of work experience, life experience, training, advanced certifications, lessons 
learned and other expertise you have come to develop over time.

Remind your clients:

In any situation where you are serving someone one-on-one, that should always be 
your highest priced program.  Why? Because it offers the highest level of access to 
you.  

Your group coaching program, online webinar, e-course, etc. will gradually 
decrease in price from your highest priced offer.

What did you hear about money growing up?
Has lack of money ever been an issue in your life?
Does the idea of generating $10k a month seem realistic?
Does the idea of generating $25k a month seem realistic? 
Does the idea of generating $50k a month seem realistic?
Does the idea of generating $100k a month seem realistic?
Does the idea of generating $150k a month seem realistic?
What will friends and family think when you become a millionaire?
What do you think about wealthy people?
Do you believe money is the root of all evil?
Do you believe money changes you? If yes, how so?
Will you feel obligated to help people financially when they ask?
With so many issues in the world, would you feel guilty for making millions of
dollars doing something you love?

Experience is not the best teacher.
Someone else’s experience is the best teacher.
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WHAT TO CHARGE
There are 2 main types of coaching offerings:

PRICING ADVICE
Examine the results you create, the experience you bring and the depth of coaching 
your provide to set your pricing.

If you coach someone to a new level of confidence and they use that to go after a job 
they never would have and get a 40-60% salary increase, what is that worth?

If you coach someone to release their anger and bitterness and they go on to repair 
their relationship with their spouse and have a joyful and happy marriage for another
20 years, what is that worth?

If you coach someone on how to shift their money mindset and they go on to get debt 
free, invest and build a net worth of 7 figures, what is that worth?

If you coach someone to build a profitable coaching practice and they use that to
generate $25k, $50k or $100k every single month, what is that worth?

If you’re wondering about a course, this is typically content delivered that does not 
require you to participate “live” through coaching calls or Q&A sessions.

Other people may not agree with this definition, but if there is a program that involves 
you coaching people live, it’s a group program.

If you’ve ever done your own research on how to price your coaching program, you 
have probably figured out that pricing is all over the map. There are programs that may 
offer similar outcomes, the same number of months, sessions and modules – yet one 
may be $497, another $1,000, another $3,500 and another $5,000. 

That’s why researching the market can be of little help. 

1. One on one
 Private sessions where the coaching is between you and one client.
 In any situation where you are serving someone one-on-one, that   
 should always be your highest priced program. Why? Because it offers   
 the highest level of access and engagement with you.
2. Group 
 Coaching delivered to 2 or more people at the same time.
 These programs can be designed where everyone starts and finishes at  
 the same time or where people can join at anytime – with people
 starting and ending their time on a rolling basis. Group programs are   
 priced less than your one-on-one coaching.
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Set your pricing based on worth and always use the word “investment” when talking 
with a potential client.

It’s never a coaching fee.

It’s never a coaching cost.

It’s never a coaching price.

It’s always a coaching investment.

An investment has the goal of giving an ROI (return on investment). 

Your client needs to understand that they are investing in their future and the result of 
that can serve them for the rest of their lives.

Without knowing the details of your program, it’s hard to give a price. But one rule I 
would encourage you to follow immediately is the “Comma Rule.”

Any program that allows direct access to you – whether it’s one-on-one or group - 
should have a comma in it. 

Period.

Whether that is $1,000, $10,000, $100,000 or anything in between is completely up to 
you.

But make the commitment to you and your business TODAY that from this moment on, 
you will always charge for your coaching (no more freebies) and adhere to the “Comma 
Club.”

PEOPLE VALUE WHAT THEY PAY FOR
Always remember, people prioritize where they spend their money. If they’ve made a 
decision to use your services, they recognize the value and understand that it comes at 
an investment. It’s not personal, it’s business, and people value services more when 
they invest not just time and energy, but also money.  

If you maintain honest practices and deliver on your bold brand promise, you can rest 
assured that the services you provide are making a difference in the lives of your clients 
and it’s worth every penny (and comma)!

So what should your investment be for your services?
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I often work for free

I allow my clients to pay me what they 
think is a reasonable amount

I am offering my service as a charity

I charge for my services

I have a defined payment schedule 
based on the services outlined in my 
coaching agreement

I am in business and I understand that 
required the exchange of commerce

Unprofitable Coach Profitable Coach

Which are you?
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Once you land your first client or start your group program with your signature
program, you’ll need to define the logistics of delivering the program.

The Process
Define how you wi� fulfi� your program

Contact information – Name, email and phone contact details
Purpose and goal of the coaching – Write down the specific goal and desire
Payment details – How and when payment will be rendered
Rescheduling and cancellation policy – Clear rules for how rescheduled
appointments, no-shows, and cancellations will be handled
Confidentiality and data/information protection – Information security practices
Coaching Process – A high-level overview of the coaching protocol and delivery 
method
Expectations – Information about methods and techniques that will be delivered
Success disclaimer – Every client is responsible for their outcomes by
implementing the coaching protocol
Client disclaimer – Clients need to be accountable and “do the work”
Disclaimer – Coaching is not a substitute for therapy
End of agreement – How and when the agreement will terminate
Refund policy – Clear terms about when a refund may/may not be issued

COACHING AGREEMENT
Every coaching client must sign a coaching agreement that outlines the following:
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A coaching contract is absolutely necessary and sets the expectations, rules and the 
tone for the entire coaching journey. The agreement MUST be signed before you start a 
coaching relationship. 

When it comes to how your clients receive information, here’s a list of some of the tools 
you may need:

Downloadable PDFs for worksheets, exercises, homework
Templates, prompts, etc.
Journals
Learning Management Systems (Kajabi, Teachable, etc.)
Video recording software (Video camera, Camera Phone, etc.)
Web hosting software (Zoom, Webinar Jam, Skype, etc.)
Community (Facebook Group or other place for clients to connect)
Email System (Aweber, Infusionsoft, Ontraport)
Payment Processing System

TOOLS OF THE TRADE

You will also need to think about how you engage with your clients.  

How do your clients schedule appointments?  
How do they submit any assignments.
How do you give them feedback if it’s not a call?
Do you require a preliminary consultation or intake process?  
Are your coaching calls recorded? 
Will you share the recordings with your client(s)?

LOGISTICS



24© 2021 Society of Life Coaches

I don’t maintain scheduling software or 
have a formal process for scheduling 
time to meet with clients

I don’t have a formal on-boarding 
process for clients

I don’t have a defined set of technology, 
resources, or tools to conduct coaching

I have established how I will acquire and 
bring on new clients

I have a clear process for how clients 
schedule time to meet with me

I utilize a specific set of technology, 
resources, and tools to help deliver my 

Unprofitable Coach Profitable Coach

While getting fully set up will require some up-front investment of time and money, you 
will also find there are several free services at your disposal.  

You might try a free phone conferencing provider or take advantage of the free
introductory period for trying out a new service or platform as well.  Then, as you grow 
and scale your business, you can add additional tools and make a bigger investment in 
technology to support you in delivering your program to your clients.

Coaching Agreement + Tools + Logistics = Fulfillment

Which are you?



NEXT
STEPS

Section 8
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There you have it! The 5 must have assets to grow a profitable coaching practice.

The People
The Promise
The Protocol
The Pricing
The Process

You have a clear picture of exactly what you need to launch or grow your profitable 
coaching business.

While this guide provides the outline for creating your “5 Profit Assets,” you may want 
the opportunity to take a deeper dive into making sure your assets can be maximized 
when it comes to your overall business strategy – including the areas of self work, client 
results, business strategies, meeting your mission, powerful marketing and making 
money.

If this sounds like you, the next step would be to check out our:

The Profitable Life Coach Workshop
Recorded live, it’s a 4 hour strategic session for Life Coaches ready to align and amplify 
their mission, message and money.

NEXT STEPS



To learn more about this workshop and to access the 
virtual recording, visit: 

www.SocietyofLifeCoaches.com
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Here is your next step:

Session 1: The Foundation 
   There are 3 key components that must be in place to prepare for business     
   growth. Get clear on where you stand with each of these and integrate them    
   into your overall 2021 plan.
Session 2: The Mission 
   There's a bigger impact that can be made when you have a successful coaching   
   practice. Learn the 5 components of creating your legacy play.
Session 3: The Message
   Your clients are waiting for you. They are ready to invest in your services. But if  
   your messaging is off and your marketing is suspect, you'll want to use these 
   tools to create your results focused marketing strategy. 
Session 4: The Money
   Your revenue plan requires 4 MAJOR components. Without all of these,
   consistent income and clients are out of reach and 5 figure months become a  
   challenge.

Recorded live, it’s a 4 hour strategic session for Life Coaches 
ready to align and amplify their mission, message and money.  

The 4 sessions include:

© 2021 Society of Life Coaches
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About
Us
A life-long learner, she constantly engages in continuing education courses and
programs to stay on top of the latest research, trends and information on success.
She frequently interviews and talk with experts, thought leaders and industry insiders 
in a variety of fields to glean relevant, timely and practical insights to share with her 
clients and her #TeamRADICAL community.

She received my B.A. from Spelman College, an M.S. in Conflict Negotiation and
Conflict Management from the University of Baltimore and her coaching certificate 
from The Coaches Training Institute.
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About
Us

To coach, train and empower life coaches to grow their skills and confidence, create
powerful client results and build a profitable practice that

aligns with their life and lifestyle goals.

We believe coaches have the ability to help people live a more authentic life when it 
comes to their personal goals, relationships, finances, careers, faith, friendships and 

every other area of life.

We believe coaching is a skill that must be developed along with the natural gifts 
coaches have in order to serve their clients to their next level of success.

We believe coaches should continually invest in their own development around
personal and business growth.

We believe in our RADICAL Core Concepts for a successful coaching practice:
Self Work, Client Results, Business Strategies.

OUR BELIEFS

OUR MISSION

https://societyoflifecoaches.com/
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Coach, speaker and entrepreneur, Doreen Rainey, founded the RADICAL Success 
(Coach) Institute in 2008, where the mission is to help you define success for yourself 
and get the guts to go after it.

She's had the honor of coaching thousands of people to create RADICAL Success in 
their life and business. In addition to running her own profitable coaching practice, 
Doreen is the former VP of Steve Harvey Global, where she partnered with him to run 
his powerful Act Like A Success platform.

She's witnessed clients take the coaching concepts shared through her events,
programs and trainings and completely transform their career, business, finances and 
relationships.

She's a deal maker, a change maker and committed to helping you create your own 
RADICAL success.

She's now focused on helping life coaches gain clarity, create a strategy and move into 
action so they become bold and courageous enough to passionately pursue their
business goals through the Society of Life Coaches.

About the Founder

Doreen Rainey
CEO

https://societyoflifecoaches.com/
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About
Us
A life-long learner, she constantly engages in continuing education courses and
programs to stay on top of the latest research, trends and information on success.
She frequently interviews and talk with experts, thought leaders and industry insiders 
in a variety of fields to glean relevant, timely and practical insights to share with her 
clients and her #TeamRADICAL community.

She received my B.A. from Spelman College, an M.S. in Conflict Negotiation and
Conflict Management from the University of Baltimore and her coaching certificate 
from The Coaches Training Institute.

Connect With Us:
Join Our Facebook Group:  https://www.facebook.com/groups/profitablelifecoach

Follow Us on Instagram: https://www.instagram.com/societyoflifecoaches/

Society of Life Coaches

Instagram: https://www.instagram.com/doreenrainey/

Clubhouse: @DoreenRainey

Follow Founder Doreen Rainey

https://societyoflifecoaches.com/
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