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Leap Start Module Two 
 
SLIDE ONE - Welcome to Module 2 of the Leapstart Program.   
 
SLIDE TWO -We are really going to be digging into some great material in this call.  First, we are going to 
explore the Divine Ideal Client concept and review the Divine Ideal Client profile. And then explore 
MARKET NICHE and what makes a true MARKET NICHE, and all those misconceptions that have people 
NOT claim a MARKET NICHE.  All those fears that come up when we start to talk about this.  And then talk 
about the Personal History exercise and how that can really help you find, first of all, the strengths that 
make you who you are, but also secondarily help you identify some niches that you might not have been 
aware of, that you really have some experience with.  We will then talk about setting the stage for 
potential niches and dive on into the homework for this module.   
 
SLIDE THREE - So, I’d like to start by first addressing that there are lots of common misconceptions and 
fears about choosing a specific niche or even claiming a Divine Ideal Client 
 
The first misconception - By narrowing, I narrow my opportunities.  And I believe that when you narrow, 
you build up your credibility, you build knowledge, and people want to work with masters.  People want 
to work with people who get them, who understand their particular space, and their challenges.  
 
I’ve worked with a lot of financial advisors, and they really don’t want to say no to a possible client.  And I 
have one client, Charlie Cooke, who has been a client for 9 years (on and off)  and he’s gone through this 
process and he narrowed his focus on dentists.  And when he first launched his website, he had The 
Dentist’s Corner, which was a tab on his website menu.  That was his way of claiming his niche.  And now, 
his website is completely about dentists.  He has written four white papers about the different challenges 
that they experience, including one about women dentists, and the various business models they can use 
while juggling family.   Initially, he got one invitation to speak at one North Carolina regional dental 
conference, and within a year, he was asked to speak at all five (unsolicited) and the next year, he was a 
key note speaker at the NC dental association meeting which had over 400 dentists attending.  And they 
called him!  And initially, he wasn’t willing to do anything but have that dentist’s corner, to have a place 
where people could see that he knew something about dentists.  And we think ‘wow, if I do this, I’m going 
to be turning away business,’ and possibly.  It is possible that some people won’t want to work with you 
outside your niche, but more people in your niche will likely be drawn in, which counter balances that and 
actually tips the scales in your favor– can you see how a dentist would look at his website, and say ‘out of 
all the financial advisors I could choose from, I want to work with this guy.” Do you see that?   
 
So, by narrowing, he broadened the chances that people would say yes to him, and he has a full practice 
of mostly ideal clients now as a result of doing this now.  The truth is that some people will say, “I’m a 
corporate executive, and I don’t want to work with you,” but frankly, he doesn’t want to work with them 
now anyway, because he’s getting so much traction in his niche and it actually is less heavy lifting for him 
to work with people in his niche because his toolbox is built out for them.  So know that you don’t have to 
claim your new niche powerfully and change your website tomorrow, you can work towards that and 
most of you will decide to do that soon because of the value you see in doing that.   Regardless, as you get 
more and more clients in your niche, you’ll go deeper with them and you’ll get more and more credibility 
in that space.   Over time, your dartboard will absolutely shrink if you do this, because you’ll be more 
pulled to work with people you can make such a significant difference with.  So it is a transition and know 



 

Copyright 2018 The Broadview Group and Broadview Coaching.  All Rights Reserved 
 

that you don’t have to start turning away people that are outside of your niche.  You get to decide if you 
want to work with people who come to you outside your niche.    
 
 
Even today, when I’m at a party and people ask me what I do, and I say “I help professional coaches build 
prosperous, joyous full coaching practices in a year”.  If they are entrepreneurs, they often will get really 
curious about it “Really, how do you do that?”.  And when I start talking about my process and how I help 
my clients, it’s not infrequent that they say “well, I want that.  Would you work with me?”  Now, these 
days I’m pretty clear on who my ideal client is, so I usually refer those folks to one of my clients, but back 
5 years ago, I’d have a conversation with them and ask myself if I thought I could make a significant 
impact with them? If I thought that was a strong possibility, I would schedule some time with them for a 
Business Breakthrough Session to see if it was mutually beneficial, and if it wasn’t, I would point them in 
the right direction.   
 
Even though I am always really clear about who I work with and who my niche is,  it doesn’t repel people 
who aren’t coaches, because they can see that I could potentially help them with their challenges, 
because many of the challenges I help coaches with are very similar (about 80%) of what other 
entrepreneurs are challenged with.  And I want you to see how that can be true for you too, and then the 
question becomes “Do I want to help them? Do I feel like I’m the right person?” 
 
Here’s another one:  I’ll be pigeonholed!  I’ll lose my freedom!  I’ll never be able to change my business!  
And I’ll let you know that you can change this at anytime, and most people do over time, they’re always 
changing their businesses by some degree. It’s always shifting based on what they’re learning.  Some of 
the greatest coaches that I know that work in my space, their message and audience has transitioned 
slowly over time.  And as an entrepreneur, you always have that freedom.   
 
There won’t be enough clients, I’ll go broke.  There aren’t enough people that do what I do.  This will 
actually make you more specialized in terms of making a bigger impact on people.  Now, you want to 
narrow it to the degree that it serves.  If there are 10 oral surgeons in your area, and you want to work 
with oral surgeons, then you need to go up a level, and work with dentists.  That’s something I can help 
you navigate, if you want to get a sense of “am I going too narrow?” but when you start to interview 
people, you’ll also get a sense.  How many of these people – how big is this network, are there enough 
people to focus on here?   
 
Current clients will stop working with me. I actually had to start firing my clients, saying I’m no longer 
working with people like you, and actually off-board some of those people in the last few years because 
they knew what I was doing and they still wanted to work with me, but I wasn’t as interested in working 
with them anymore.  So as long as you’re still providing value to your clients, you are enjoying the 
experience, and they are still feeling value from you, that won’t be an issue.  Again, you wont’ have to say 
no if you don’t want to, if you feel you can make a significant impact with those people. 
 
I don’t know how to pick a niche or where to begin.  We will be talking more about that in the next 
module, but the personal history exercise will help you open up some possibilities for you.  And that is 
why you are all here.  You will get clarity from this program on how to pick your niche and where to begin! 
 
SLIDE FOUR - So let’s talk dive into the concept of DIVINE IDEAL CLIENT.  If you can, please do have the 
printouts in front of you or open on your computer so that you can look as we are talking about it. You’ll 
see that there is a sample of a nicely filled out, complete Divine Ideal Client Profile.  If you haven’t read 
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through that, you definitely want to read that before you fill in your own.  This is a great reference for 
how complete your final Divine Ideal Client Profile should be. 
 
Let’s dive in.   In the last module, we talked about the concept of chicken and egg.  Again more chicken 
and egg here, and I do have chickens so it’s a nice metaphor for me.  The reason I say chicken or egg, is 
because sometimes we have clarity about some things about our DIVINE IDEAL CLIENT, and what 
experience you want to get our of working with your DIVINE IDEAL CLIENT, but you don’t know what the 
niche is.  You might say, I’m a coach, I really like working with people who are open to change, who are 
passionate, who really want to make a significant difference in their lives, and are aware of their impact.  
And I really want to go deep and do some processing, and look at their saboteurs and their obstacles.  I’m 
just using this as an example.   
 
Well, you might be really clear about that, but you’re not clear yet about the niche.  But by being clear 
about what it is you’re looking for and how you can help them, it can actually be a filter for what niches 
would possibly fit.  And for coaching, probably a lot of niches would fit that, so if you get some clarity 
around that the Divine Ideal Client first, it can actually help point you towards the niches that might work 
for you. And conversely, looking at the niches can help you get clear about your DIVINE IDEAL CLIENT.  
Being clear about “I want to work with corporate executives,” and then exploring what would that look 
like? And what would you love about working with corporate executives, and get really curious about 
that.  So there’s a way that you can start either one way or the other, and I would say that depending on 
where you are, that’s where you start.  If you really have no idea what niches to explore, I would start 
with writing down what you already know about the clients you love to work with. And you can use that 
as a filter for looking at potential niches.   
 
If you aren’t sure what niche you want to work with, you may want to chose some niches to explore to 
find out what they are looking for and how you might be able to help them.  And that’s the place to start, 
and wait to work on your DIVINE IDEAL CLIENT until you’ve done some more niche exploration. For most 
people there’s some back and forth with this, and you will have multiple versions of your DIVINE IDEAL 
CLIENT profile. When you start out, it tends to be a little vague.  And as you start to do interviews – which 
we’ll talk about next week – and meet with people who could be you DIVINE IDEAL CLIENT, and with other 
professionals and other people who work with people in your niche, you’ll start to get clearer and clearer.  
And as you start to take them on as clients, you’re going to get an even deeper level of clarity. 
 
So as I call it, this is version 1.0.  You’re going to have 2.0, and in a year from now you’ll probably have 
version 5.0. You’re going to go through many iterations of this and it’s just going to get clearer.  
 
So your DIVINE IDEAL CLIENT – as you can see if you read the handout, but also from the questions there, 
they are both demographics and psychographics.  So examples of demographics: single or partnered, 
might be a certain age range, the niche they are in would actually be a demographic.  Are they corporate 
executives, are they healers?  Financial advisors?  So that could be part of it, but also things like income, 
stage of life, location, the real black and white things that make it into that demographic category.  
 
And psychographics are more right brain stuff. It’s more about the feeling, and it’s more about the 
experience.  So you know, what are the challenges that I can help them solve? What’s the pain they have 
that I can heal for them?  What do I like about them? What’s the experience I have when working with 
them?  And this is different for everyone. And this is part of what makes you unique, and your value 
proposition unique as well. There are two coaches that are focused on the same niche, but their DIVINE 
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IDEAL CLIENT could be very different because of the psychographics. The likeability factor.  What makes 
my client personally enjoyable for me?   
 
So here are some questions to ask yourself that can help you get clarity around that. What do you love 
about your clients, or what do you love about your potential DIVINE IDEAL CLIENT? Why are you 
passionate about working with them?  What are their challenges?  What pain do they feel? What do they 
long for more than anything, that you can’t wait to help be with them around? What are the personal 
attributes they have that has me love working with them? 
 
So those are some of the question that will be more psychographics than demographics, but you might 
get a little of both demographics and psychographics from asking yourself these questions. 
 
SLIDE FIVE - And then basically, I like to use the analogy of the dartboard with the DIVINE IDEAL CLIENT, 
and you are absolutely shooting for the center of the bull’s eye.  You are not just shooting for the board.  
You know, when you play darts, you’re not just saying “I’m aiming for the board,” no.  You’re always 
aiming for the center! Right?  Now, if they get on the board, you still are excited to have them as a client, 
but the bull’s eye is the ultimate.  So I want to make this distinction, because your DIVINE IDEAL CLIENT is 
really the center of the bull’s eye.  It’s not what gets you on the board. You want to be clear about what 
makes it a yes or no for you, and boy if I could have 10 clients that look JUST like this I’d have the perfect 
business.  Or whatever number that is for you, for some of you it’s 10, some it’s 20, or some, given your 
business model, it’s even more.  So whatever that amount is for you, to think “if I could have X amount 
just like this, I’d have the perfect business”. And getting that specific.   
 
When you are really really clear, it activates the Law of Attraction.  When you are really clear about what 
you want, they will start to show up, and you will start to craft your message in a way that really draws 
your people in.  That clarity is the foundation for all the marketing and business development you will be 
doing.    
 
So let’s talk about clients that make it on the dartboard but aren’t in the center of the bull’s eye.  I’ll give 
an example. When I first started out, I was doing executive coaching.  And I came from the world of being 
an executive, I also had coach training, and had done a bunch of leadership training and certifications, so 
that was really my sweet spot at one point.  And every once in a while an executive would say, “I know 
this job is not “it” and I need to find another job”. And I might work with them in finding that other job.  
And if they wanted help with their resume and interviewing skills, that was definitely off the board.  But 
this was a direct correlation, because they were the center of the bull’s eye when they were an executive.  
So that made it on the board, and that still made it a yes for me.  But if someone came to me for career 
coaching who was an executive that wasn’t already a client, those folks didn’t make it on the board, 
unless they also wanted coaching around leadership.  I had a clear sense of what was on the board and 
what was off.   
 
What’s interesting is that would not be on the board for me now because my business has evolved in the 
last 17 years, and even though this used to be my sweet spot, I’m just not interested in it anymore.  My 
bull’s eye is really really clear now and my board is actually quite small.  And it’s likely to happen that way 
for you, too.  Your dartboard might start out pretty large and over time will get smaller as you hone in 
your business, and get clearer on who you want to work with.  You realize that “just because you can, 
doesn’t mean you should”.  Plus, you will start to see that you really do make a bigger difference with 
your bull’s eye clients because it is your specialty (and you have built tools, materials and other things 
geared to them) and it’s your passion.    At the end of the day, you want to make sure that any client that 
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gets on your board is one you feel you can make a significant difference with and you are excited to work 
with them.   
 
And as we go into niche, I’ll say that you don’t want to market to multiple niches, because it actually 
dilutes your brand and your messaging.  But sometimes people come to you – usually because they’re 
already in a relationship with you, or they were referred to you, or were a client from years ago when 
your focus was different or more broad.   Then you get to decide if they get on the board.   
 
So through this process, your board inevitably gets smaller.  About 5 years ago, I actually let go of all 
clients who were not entrepreneurial clients, even if I had been working with them a long time.  At this 
point, I have a few long term clients that are entrepreneurs but not coaches that I still love working with 
and I feel I make a big difference with, but I have other entrepreneurial clients that I’ve let go of because 
they no longer were as fulfilling to me.  It’s taken me 5 years to get to where my board is this small. It 
might take all of you a little bit longer.  Because you’re more in that exploration and your niche will still 
evolve slightly as you get deeper into it.     
 
SLIDE SIX - So let’s talk about the difference between a niche and a cluster that forms your board.   
 
SLIDE SEVEN – So first of all, there are many different definitions of niche.  Before I tell you more about 
what I consider a “true niche”, I want us to look at this slide and compare a true niche to a more general 
focus.   
With a Niche, there is simply a clearer entry point.  It is more specific and easier to define and understand.  
It is also much easier to pinpoint the people in the niche.  We will talk about more of those specifics on 
the next slide.  A more General Focus allows you to focus on something broader.  One of the challenges, 
though, is being able to describe it clear enough so people recognize the value.  A lot of people in broader 
niches, like Marianne Williamson and Wayne Dyer, started out more specific and went broader as the 
become reknown.  People who like their work and become avid followers will read or do anything they 
offer because of who they are.  So, that could be a route to going broader.  Generally, staying this general 
can be a hindrance unless you go really big and have a clear entry point for people that draws them in.  .   
 
SLIDE EIGHT - This next slide is about ‘what is your true niche?’ In my viewpoint, a niche is really about 
three things:  One is clarity and simplicity of message. So when I say “I work with professional coaches and 
help them build joyous, prosperous full practices in a year” hopefully you know what I’m talking about.  
And it’s clear.  You can identify ‘that’s me’ or ‘no, that’s not me’ or ‘I know what that is, I understand it, 
and even if it’s not me, I may know some other people who are that.’ So when you say what you do, that 
people understand it.  Particularly the people you’re trying to attract but generally, even if it’s not your 
ideal client, you want them to understand who you work with because many of our referrals come from 
other people in our community.   
 
So, if you are at a cocktail party and someone asks “what do you do?”, you want people to know what 
you’re talking about.  And I’ve experienced this.  When people talk about what they do, I’m sitting there 
saying “I have no clue what you’re talking about” and the thing is they haven’t really found the layman’s 
terms to explain what they’re doing.  And this happens a lot, particularly with energy workers, healers or 
coaches that work in more of the “woo woo” realm, for lack of a better term.  They have a hard time 
really explaining in basic terms, in laymans terms, what they provide.  It’s most important that my DIVINE 
IDEAL CLIENT leans in and really gets it but we also want other people to understand it too. The people 
that are not your ideal client might even be repelled by your message, like “nice talking with you, I’ll see 
you later”.  I wouldn’t necessarily go to that extreme, because they might know some people who might 
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be your DIVINE IDEAL CLIENT, but if you want to work with spiritually aligned entrepreneurs, and you’re at 
a chamber event.  You can find pretty quickly when you describe what you do, you can see who’s your 
DIVINE IDEAL CLIENT and who is not your ‘peep.’ even if they are an entrepreneur.  
 
The second part to niche is that there is a clear network that you can tap into.  There are associations to 
belong to, there are publications that they read.  There are places that they commune.  There are other 
professionals that work with that niche.  As an example, with entrepreneurs -   There are chamber events, 
there are MeetUp groups specifically for entrepreneurs; There are various networking groups for small 
business owners;  There is the Small Business Association.  And there’s lots of other professionals, that are 
not coaches, that work with entrepreneurs.  Accountant, bookkeepers, social media experts and the list 
goes on.  So really, is there a definable network that they commune within that I can tap into?  And I may 
not know anyone in that network today, but I know it’s out there and I can potentially tap into it.   
 
Some of you are farther along in this process than others.  So if you don’t currently have a tap into that 
network, we can talk about it and see if that’s possible for you.  But I’ve had a lot of clients who’ve not 
had a single tap into a network, but it existed. And they were able to break into that and actually become 
part of that network themselves as part of that process. So stay tuned with that.   
 
The third is that they have common challenges, pain, and desire.  They have challenges that you can help 
them solve, or pain that you can help heal and desires that you can help them create.  You don’t need to 
solve all of their challenges/pains/desires.  You can have other people in your network that you can 
connect them to that you can help them with their other challenges.  Erin Zimmer is a great example, who 
is a writing coach that I’ve had dozens of clients work with because she really helps people hone in on 
their voice and their writing.  I was an English major, and I’m a pretty good writer I think, but that’s not my 
sweet spot. It’s not really in the core of my strength or where I want to focus my energy with my clients.  
So I think if somebody is working on a big website project or a series of articles or blog, I connect them 
with Erin or one of my other experts.  So I’m looking for “can I solve their challeenges, or can I create a 
team or network that I can connect my clients to, that make me more valuable because of that?” 
 
But eventually, just like the water well example that I used in the last module, you really want to go 
narrow so that you can go really deep and hit water with people.  You don’t want to dig five, 3-foot holes, 
because you’re going to just get damp dirt.  But you only want to narrow your niche to the degree that it 
serves. You know, there’s an example that I like to use, I had a guy in Fargo, NC who was a financial 
advisor back in 2009, and he wanted to work with oral surgeons.  Turns out, there were only 10 oral 
surgeons in Fargo.  Given that he ideally wanted 100 clients, it wouldn’t have been prudent to narrow his 
focus,  so he broadened it to dentists and made a special effort to get those 10 oral surgeons as clients.  
You want to make sure there is market for you there, that the well is deep enough and there’s enough 
water in the well that you will be able to get a full client roster from it.    
 
One question I get a lot is from coaches who are trained in a certain type of coaching – let’s say Somatic 
Coaching or Co-Active Coaching and they want to put themselves out there as a Somatic Coach.  Although 
it is a particular type of coaching, it isn’t technically a niche.  You have to think, do they have these 3 
things that make a true niche?  I don’t know if they have a common network with Somatic Coaching 
(other than other somatic coaches), but if there isn’t a real network to tap into, it will be more of a 
challenge to really get in front of ideal clients, and oftentimes what I find with people is that if they have a 
broader scope – a cluster rather than a true niche – it’s harder for people to say yes to them.  Now, you 
could become a somatic coach within a niche.  That could be your specialty within that niche.  You could 
focus on working with a certain group of people as a somatic coach, and have it fit more into the true 
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niche.  Always the question is, as you start to explore this, are you getting deep enough?  Are you having 
people say yes to you, or do you have to get more specific in order for people to really understand and 
feel the value of working with you?   When you talk about what you do, does your DIVINE IDEAL CLIENT 
lean forward and say “tell me more!’  
 
SLIDE NINE -And in case you aren’t sold on the idea of doing a niche yet, I want to share the top five 
reasons to have a niche. 

1) You are more attractive to your divine ideal client.  They will see that you focus on people just 
like them and it will draw them into you.  Potential clients will find you more easily and people 
will refer them to you because it’s clear who you work with 

2) You can deepen your process, toolbox and expertise through narrowed focus and energy, 
without a lot of work.  By narrowing, you can go deeper without a lot of effort.  You’ll stop being 
all things to all people and can divert your energy into creating this deepening 

3) The more you focus in, the simpler and more leveraged your business can become.  Over time, 
this means a lot less effort to develop and maintain your practice, which means you can either 
handle more clients or simply work less. 

4) The more you narrow, the more time you have to focus in and deepen your own knowledge 
which can be passed on to your clients.  The more clients you work with, the better and richer 
your toolbox will become and you can really become a master.  This will heighten your credibility 
and position you as an expert 

5) By specializing, it gives you more access to your network.  As an example, I get referred to new 
ICF chapters every time I give a talk at an ICF chapter.  The feedback I always get is how valuable 
my content is because I really know this audience.  Because I serve professional coaches, I beat 
out a lot of other speakers for coveted spots.  In fact, when I served a wider entrepreneurial 
audience I didn’t have success getting speaking gigs with the ICF because they didn’t see me as 
an expert on their industry even though I was a coach myself.  So by focusing, I broadened my 
opportunities in my specific niche.   

6)  
So there you have 5 top reasons why having a niche is useful.  And one I didn’t even mention was that you 
have the propensity to make a lot more money when you focus on a niche.    
 
 
SLIDE TEN -There isn’t one cut and dry way to choose your niche but there are two primary ways most 
people go about this  
 
SLIDE ELEVEN -The first is the Top Down Approach and Most business coaches take this approach.  They 
look at where there are needs in the community and are potentially underserved or just have a real 
strong need that will allow many coaches who focus on this area to thrive despite a “competitive” 
environment.  They look at “can they afford to pay a coach?” and often times business coaches will simply 
point you toward the 5 most lucrative, established niches in coaching. 
 
It is a very left brain approach.  Even though we want to use our left brain as part of our decision, when 
we lead from this place, it is harder to tune into the resonance. 
 
5 years ago I did a business coaching program that took this approach to niches.  Out of the 30 women in 
the program, almost everyone picked a niche and committed to go completely in that direction, but about 
half of the women, 6 or 8 months in, changed their direction because they decided they didn’t like it.  So 
taking this approach alone doesn’t get to the resonance factor.   



 

Copyright 2018 The Broadview Group and Broadview Coaching.  All Rights Reserved 
 

 
Additionally, several of them chose niches that they just didn’t have much expertise or credibility in.  As 
an example, if you haven’t had a successful business yourself, you have no business coaching anyone else 
on their business.  Not only do you not have credibility that you can leverage in your marketing, but it 
would be very difficult to help guide someone through a meaningful transformation in their business if 
you’ve never done this before.  So let’s talk more about credibility before we talk about my approach to 
choosing a niche, because it is a central piece to that question.   
 
SLIDE TWELVE - Credibility is really key for us to attract clients.  Why? 
 
People  want to work with masters.  If you say “I’m a transformation coach,” and they say “what type of 
people do you work with?” and you say “well, anyone who needs a transformation,” from a credibility 
stand point, it just doesn’t land the same way as if you say “people who are moving from the corporate 
world into their own business and want to transform their business”.  That is simply an example, but 
when you have a clear focus, the credibility behind that stands out.   
 
You need to have strong credibility with your DIVINE IDEAL CLIENT in order for them to say yes to you. 
Credibility comes in 3 forms.  It is best to have all 3, 2 out of 3 ain’t bad, but if you only have one, you’re 
gonna have a harder time.  So you may only have one now, and our job with you is to work on building 
more credibility through your niche.  So as an example, you might be a dating coach, and part of your own 
transformation is that you went through this process yourself and got so clear about what you wanted 
and found the love of your life which inspired you to go to coaching school so you could help others…. 
And now you coach people, helping them find “the one”.  So, in that example, you’ve walked in the shoes 
of your ideal client.  But when you become a maker of champions, and actually you see this a lot – Maker 
of Champions – like a football coach, or a basketball coach who never were a top player themselves – they 
may be short and skinny, but they know how to make champions. And people know without a doubt that 
this person has credibility.   
 
Now, a way to do that in your business is through sharing testimonials.  And one way that I recommend 
that you get some if you’re just starting out is to do some trades, or even just an energetic trade, where I 
will coach you in exchange for…. Or I will do a consulting project for you as a non-profit if you give me a 
testimonial or be a reference for me. Then it shows proof in the pudding – yes, not only have I walked in 
your shoes, but I have a track record of helping people like you reach your goals.   
 
And then, credentials.  I was certified through this school, or had twenty years experience in this field, etc.  
With corporate executive coaches, for example, I actually know some coaches who have never worked in 
an organization. They have PhDs and it’s interesting, they get a lot of credibility because they have PhDs 
but in some cases, people won’t align with this because they want a coach that has walked in their shoes.  
So clearly, an ideal client for an Executive Coach with a PhD (who hasn’t worked in an organization) is 
someone who appreciates their education and their expert opinion and may even see value in the fact 
that they haven’t been in an organization.  When I had an Executive Coach like that (for a very brief period 
of time when I was a C level exec at a publicly traded company), I was like ”Man, you’re talking theory, 
you haven’t been in my shoes and you have no idea what it’s really like being in this.” Clearly, I wasn’t this 
person’s ideal client because to me, he lacked the credibility I needed for me to trust him.  On the flip 
side, however, I was on a team of coaches back in 2006 and I was the only one who had been an executive 
myself and the rest of them were PhD’s and it was actually pretty rare for people on our projects to look 
at the roster of coaches and choose me, because part of their value proposition in selling to the 
companies we worked with, was that this was a team of PhDs and what that brought to the table, so even 
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though I was a certified coach who had walked in the executive shoes and had a clear track record of 
being a “maker of champions”, I didn’t have the type of credibility needed in those assignments for the 
coaches to choose me.  At the end of the day, you want to make sure you the credibility you bring to the 
table lines up with the expectations of your Divine Ideal Client. And your goal should be building your 
credibility all the time. 
 
One of the things we’re going to talk about in the next module– how to build credibility around your niche 
- is by doing these Center of Influence  interviews (otherwise known as COI interviews) and doing research 
about your niche and what their challenges, pain and desires are.  So if you feel you need to build your 
credibility, we have a path to do that! 
 
OK – now that we are clear on credibility, let’s talk about my preferred approach to picking a niche.   
 
SLIDE THIRTEEN - I call it the Bottom Up Approach.  I prefer to START with the bottom up approach 
because that examines where you already have credibility and expertise as well as really hits on the 
resonance factor.  So looking at where you already have credibility & expertise & passion.  Looking at the 
shoes you’ve walked in for clues on where you’ve learned valuable lessons that have made you a master.  
Looking at the type of people who are already drawn to you and what clients you’ve enjoyed working with 
the most and what they have in common.  And do these folks commune or hang out together.  So starting 
there and looking for seeds that could sprout into a potential niche and THEN 
 
SLIDE FOURTEEN -Using that in conjunction with some of those Top Down questions.  Begin with the right 
brain exploration but look for the evidence to support that this would be a strong niche for you.   
 
So you may start out with a sense of what this niche may be, and as you explore further you get even 
more clear about what it is and how it is unique.   
 
SLIDE FIFTEEN -As an example, take a look at some of the niches my clients have had this past year.  As 
you can see from this list, there is a wide range.  And there are several that are similar but are different in 
their own right.  You will also notice that none of them say “Executive Coach” or “Dating Coach” – they 
are even more specific which is what makes them unique in their greater market segment.  As you go 
through this process, you will get this level of clarity too! 
 
SLIDE SIXTEEN - One of my favorite ways to begin this exploration is through the Personal History 
Exercise.  I said this in the intro to the exercise, for those of you who read through it.  This is actually more 
of a personal exploration to look at your journey to see what shoes have you walked in.  What are some 
of the things I learned along this journey – what are some of the big A-Has I’ve had in my life?  And this is 
different then Peak Experiences, some of these may be Peak Experiences, but a lot of them are actually 
the crap you’ve had to go through.  And I’ve always found – this is why I don’t believe in failures – that the 
biggest missteps I’ve had in my life have turned into the biggest lessons for me, and have really changed 
my life.  And boy if I could have avoided them, I would have!  But it made me who I am today and brought 
a lot of learning in the process.  That is really what the “Hero’s Journey” is about, is it not? 
 
So for some of you, this exercise may be looking at some really hard stuff.  And that might lead you to 
your niche. And it might not directly.  What it will lead you to is a full understanding of you as a person 
and how that journey created value for you in your life.   
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I was overweight my whole life and it is still a struggle for me, but I was ostracized for it, big time, as a 
child.  I was sent to Weight Watchers camps by my parents and I felt that if I weren’t thin, I wasn’t 
loveable.  Now, this is still a challenge for me but a lot less so than it was in the past.  At one point, I was 
at my ideal weight for over ten years.  I’m not there right now, and there was a time when I considered 
that as a niche, because I knew the pain of it.  I knew it wasn’t about eating less and moving more, 
because if it were that easy, we all would have done it.  But by walking in those shoes, there’s a lot I 
learned about compassion, or I’ve learned about judging a book by its cover, and that we are so much 
more complex than that. And a lot of things that actually make me the coach and person I am today.   So 
even though it isn’t the niche I wanted to work within, there is value from that experience that I can apply 
to my business today. 
 
I’ve had some clients where a big thing that came up for them in this exercise was that they were abused 
in some way as a child, and they didn’t want to work with other people who have walked in those shoes.  
And it’s hard to find the gift in some of those really hard things, but they did this exercise and realized 
that there are some direct connects to that experience and some of the great qualities they behold today.  
There is a gift in everything if we chose to see it.  So, even though there isn’t a direct connect to their 
personal history exercise and their niche, the exercise still was valuable to see how their personal history 
led them to be the person and the coach they are today. 
 
So that’s what we are looking at. Because of the pain I’ve had, and because of the healing I’ve had, what 
am I an expert in because of that?  And is that a niche I want to focus in?  Because for some of you, it’ll be 
like this natural “wow, I really want to work with people who struggle around weight, because that’s been 
my thing.” Or “wow, as a corporate executive who decided to leave, I really get their issues.” Or “I was 
someone who spent 13 years building a business, and that made me really happy,  and I know how to 
serve that market.”   
 
These are the different type of experiences we want to examine. To crystalize the challenges of what 
you’ve had to overcome, and how it’s made you who you are today.  And hopefully this will lead you to 
some potential niches, and it will certainly help you craft your compelling personal story.  That is not a 
formal part of this program but it is something I work with my clients on. How do I tell my story, so that as 
I’m talking about how I became a business coach, that all roads have led to Rome.  That it’s divine that I’m 
a business coach for professional coaches. It’s divine that I’m a dating coach who helps other widows find 
a special someone to share their life with.  Or whatever it is that you’re stepping into.   
 
Something to notice in all of this is the “I shoulds”, like “I should do a business with corporate executive 
coaching”.  It may be that a saboteur is at the wheel and you want to look at that -  ‘why isn’t this lighting 
me up?’ .  It could be that just because your personal history is totally aligned with a potential niche, that 
you just aren’t interested in it.  Be curious.  What’s cool about this exercise is that you might uncover a 
niche for yourself that actually you hadn’t considered until now.  I’ve had people come into my programs 
and work with me one on one, who have said “I’m 95% sure that this isn’t the niche I’m going to focus 
on,” and choose something completely different.  
 
And that’s totally cool – how cool is that?  It’s also why I recommend doing a niche project so you know 
you really resonate with the niche you end up choosing.  I’ve honestly had probably 4 niches now in my 
coaching business.  All of them were “successful” but they weren’t really “it” so I moved on.  And I spent 
2-4 years really working that niche full force, and building 6-figure businesses around each one, and yet I 
moved on because it just wasn’t juicy for me after the initial build out phase.   Imagine if I had stopped 
long enough to really sink into this, and think about who I really want to work with, what gifts do I have to 
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bring, and didn’t just like plow into it, right?  I probably would have saved myself a lot of time and energy!  
So, I hope you can avoid doing this yourself!  This is an opportunity for you to shorten that cycle.  And 
know that it’s perfect, some of you may actually go after a niche and realize ‘this isn’t it.’ And you re-
design, but you redesign in a short period of time (2-6 weeks) instead of years!  
 
I’ve had some clients who went down a certain path and a year into it, after working with some clients, 
they realize “I think it’s more ‘this’” And most of the time, it’s more of a nuance, more like doing things in 
a group versus one on one, and it’s really about an evolution (not revolution).  Other times it is more like 
“these people are kind of pains in the you know what! … they’re not bringing joy out of me, and it’s time 
to shift to something completely different”.  Hopefully by doing the niche project, you’ll get that clarity 
before you dive head long into a niche.   
 
Hopefully the personal history exercise is going to give you some good clues on what your potential niches 
are going to be. So how are we going to pinpoint a niche?  That is what the next module is all about but I 
want to share a little with you hear to plant some seeds.   
 
In essence, you want to stay in the mode of exploration. I often say that choosing a niche is like dating.  
But there are a few ways you can approach dating 
You could be the type who wants to date one person they like and see if it works out, and if not, end that 
relationship and start anew. 
Or you could be the type that wants to go out on a few dates with different people until you decide who 
you really like and want to pursue a relationship with. 
You can also take either approach with niches, just make sure you don’t fully commit to one niche until 
you’ve explored it fully. 
Last year I had one client who I loved that explored one niche at a time but explored 3 before she found 
“the one” and it ended up being a very lengthy process for her but when she found her niche, it was 
abundantly clear that it was “the one”.  Most of my clients prefer to explore several, as the resonance 
with the ultimate niche is a clear standout and that gives them a feeling of confidence that they are 
choosing the right one.   
 Even if you are choosing just one niche to explore, know that your whole goal is going to be looking for 
resonance and making sure it feels right and light to put a stake in the ground and claim that niche.   but 
essentially your homework this week is to determine which niches you’d like to explore, whether it is 1, 2 
or 3.   In the next module, we are going to talk more about how to go out and do what I call Center of 
Influence Interviews within your niche, but essentially, you are going to go out to talk to people and talk 
about the biggest challenges, obstacle and desires are for the people in this niche and notice where you 
are leaning in and leaning out, and where the people you are talking to are leaning in and leaning out.   As 
you go along this process it will become clear which niche is feeling most resonant and you’ll be ready to 
put a stake in the ground.  And from there you will continue to go out and meet people until you are 
crystal clear about the greatest challenges and needs of the people in your niche. 
 
 SLIDE SEVENTEEN - I want to turn to the homework and as I said earlier I want you to choose up to 3 of 
the niches to explore.  Unless you can say that you’re 95% sure, I encourage you to explore more than 
one, because there is something about the exploration process that is really affirming and informative.  
Like, sometimes you learn just as much about ‘wow this is NOT it’ to help you know what is.  That can help 
with your DIVINE IDEAL CLIENT.  You can say wow, I did a bunch of interviews around this niche, and you 
know, they have these challenges, and they really don’t resonate with me.  Okay, so what are the 
challenges?  And sometimes you can find the gems in the challenges that repel you.  As an example – 
everyone you meet with seems to be really type A and that really was a turn off.  Ok cool. So what is it 
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that you DO want?  So if you don’t want type A, what do you want?  (Maybe folks that are laid back or go 
with the flow or ?) sometimes this can actually help you with getting clear on what you really do want.     
 
SLIDE EIGHTEEN let’s go over your homework.  First of all you want to read the Sample of the Divine Ideal 
Client.  This is a great example of how complete your final Ideal Client Profile should look like so it will give 
you a sense of just how much specificity and clarity you have now with your Ideal Client Profile vs 
ultimately where you want it to. 
Then you want to do a first draft of your DIVINE IDEAL CLIENT Profile.   
There are a bunch of questions that will help you come up with those demographics and psychographics 
for your DIVINE IDEAL CLIENT Profile.   Know it’s your first draft, because as you start to explore a niche, 
you’re going to get clearer and clearer.  If you are exploring 3 niches, you’ll want to do 3 different profiles.  
You’ll notice in the sample that it is about two pages.  Ultimately that’s how specific and detailed you’ll 
want this So if you have half a page, that’s okay, but know you’re not done.  That’s just version 1.0.  
 
And then do the Personal History exercise, and see what the possible niches you want to explore out of 
that, and what you already know.  You may already have a sense of the niche you want to explore coming 
into this.  You might not know exactly what you’re going to offer in that niche or what it will look like yet, 
but that’s okay because you will get there.  The process we’re going to talk about in the next module 
really helps you get clear about what your niche is wanting, and where your strengths and passions 
overlap with their needs. In the meantime, do talk to people to help deepen your learning and thoughts 
around niche and then choose up to 3 niches to explore further.  
 
 So that completes Module 2.  Enjoy your exploration and reach out if you have any questions! Make sure 
to complete all the homework before moving onto Module 3.  See you in the next module! 
 
 
 
 
 
 
 


