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Leapstart Module Three 
 
SLIDE ONE - Hello! And welcome to the third module in the Courageous Entrepreneurial Leapstart 
Program.  I hope you really enjoyed Module Two and are having fun considering the different niches that 
you want to explore! 
 
SLIDE TWO - Let’s talk about what we’re going to talk about in this module.  First of all, we are going to 
make sure you fully understand who Centers of Influence are so you can really hone in on the right people 
who are going to be most helpful for you.  This will also help you save valuable time and energy by 
knowing how to be discerning. 
 
Then we’re going to talk about Centers of Influence Interviews themselves and why they are valuable.  
These interviews will help you get really clear about whether a particular niche is the one that is exciting 
& resonant for you, that you feel that ever important “Lean in” from you and the people you interview, 
and to verify that this is (or is not) the opportunity you are looking for and whether it aligns with the 
transformation you want to help provide in the world.  Next we will talk specifics about how to do the 
interview including how to set them up and how to set the context for your time together. And lastly how 
to customize the template for the interviews,  so that you all can go in feeling confident, that you’re 
asking questions that really resonate, and nail it for the niche you’re exploring.   
 
And then we’ll talk about the homework.   
 
So, before we jump into this module, I want to share a little context about the impact of YOU within 
whatever niche you choose.   You have amazing gifts, and there is a transformation that people are going 
to experience with you that is completely separate from your niche and really unique to you.  So if you are 
looking to become, let’s say, a relationship coach, how you are unique is going to completely figure into 
your sweet spot.  But also, our goal always is to give a transformation above and beyond what they 
expect.  I like to use the metaphor of a restaurant.  You want the sign on the door (and the posted menu, 
the appearance of the restaurant) to match the experience they will get inside because that is what they 
are expecting, but you also want to exceed that.  As an example, if people are coming to you as a 
relationship coach to improve their communication and resolve conflicts more easily so they can improve 
their marriage, you want to make sure your process absolutely addresses those full on.  But I want you to 
also be thinking about what you really want for your clients – and although this may not be the promise 
you make to them, how can you go even beyond those things?  Like in this example, that perhaps the 
couple falls more deeply in love than they have ever been.  You can see the danger in promising that, but, 
boy, if you had that impact, what an amazing transformation that would be.  So, as you are looking for 
and honing in your sweet spot, you always want to be thinking of the contrast of what you promise you 
deliver (and feel very confident doing so) vs. what they actually experience with you.  The sign on the door 
has to be compelling enough so they eagerly walk through the door, of course.  But it is often this bigger 
transformation that blows our clients out of the water and creates loyal, long term clients who love to 
refer people to us.   
 
And this, I wanted to bring up, because many of my clients say things like “But I’m really talented at this, 
and I know I’m a healer! Or I know that I am highly intuitive and how much my clients benefit from that” 
Then the question becomes is this part of the sign on the door, or is this part of the amazing unexpected 
transformation they experience as a byproduct?    Because this is the difference between having a more 
specific niche with even more specific outcomes (and therefore promises), and a broader focus.  To be 
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clear, all the things that you would do as a general focus, those people can still get from you by going 
through a narrower door.  The question for you is will it SERVE you to market yourself this way or not.  I 
wanted to bring this forward so that you can be thinking about this and checking in with your potential 
niche about some of these nuances so that focus in the right amount for your potential clients.    
 
SLIDE THREE - So let’s talk about Centers of Influences – otherwise known as COIs!   
Essentially a COI is anybody who knows something about the niche you’re considering.  It can be other 
professionals that work with your divine ideal client.  It can be former clients or long term clients that 
have been through a major transformation already with you.  It can be someone who has clients that you 
want to have, but preferably won’t directly compete with you.  Just as a side note, the reason you don’t 
want to necessarily interview people that compete with you is first of all, they probably aren’t going to be 
as willing to share with you.  Secondly, their perception of this market can be skewed.  As an example I 
have had DOZENS of clients interview other coaches that serve their niche and almost always they 
dissuade them, telling them it’s a hard niche and too much competition.  Well part of the problem is that 
they don’t have their niche honed in like we are talking about here so they really stand out in the market.  
Pretty much in every case, what those other coaches told my coach clients turned out to not be the case 
for my clients because they had great support in honing in their niche, their sweet spot, their messaging 
and their business development strategies.  So if you do choose to meet with people like this, take their 
feedback with a grain of salt if they say the market isn’t there for this work.  And it is usually best to meet 
with people who are outside your geographic area so those competitive hackles don’t surface . Another 
example of a COI can be somebody who went through the experience but is on the other side of it.  Like if 
I’m working with someone to help them sell their business, I might interview a lot of people who sold 
their businesses.  What were your biggest challenges, what do you wish you knew now that you didn’t 
know then?  So that you can fully understand the experiences of these potential clients, and what their 
pains are, what their challenges are, where they hang out, how they commune, how you can find them, 
and what would matter most to them in terms of support.   
 
When it comes to the movers and shakers, these folks are usually amazing connectors.    I am sure you 
know some of these folks.  “Oh you are having a rehearsal dinner, here are 10 possible places I think you’d 
love  “ or “ I hear you’re re-doing your bathroom, you have to check out this tile place!” these are 
connectors,  they do it because they love putting pieces together.  They love helping people. They love 
connecting you with somebody else and vice versa, or a place or a thing.  Those people are gold in this 
process. Not everybody you meet will be a connector. Some people won’t give you any other people to 
talk to when you ask “who else do you know that I should be talking to” but the connectors will probably 
give you 4-5, and maybe more people who you should talk to.  So those people are liquid gold and you 
want to make sure that in particular - you put a big gold star next to those people and that you keep 
meaningful dialogue with those people if you ultimately claim that niche.  Because they are also people 
who are very good at referring people to you once you put that stake in the ground and build your 
practice around the niche and get really clear on the transformation you’re providing to your divine ideal 
clients.    
 
These COIs also know other professionals that can be possible strategic alliances, and joint venture 
partners.  People that you may be able to do events with, that you might be able to do some co-marketing 
with. Making alliances with other professionals in your niche is key, so make sure that you keep that in 
mind.  Who else works with my divine ideal client? Also, where are some of the venues that they may 
hang out, or organizations, or country clubs, or or or… where you might be able to do a presentation or 
signature talk, where you might be in front of a whole audience of your divine ideal clients.  
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And lastly, these folks are willing to generously share this information with you.  You will be surprised how 
generous people are, actually, when they know you aren’t selling them and you are only asking for a 
limited amount of their time.  Most people really love talking about themselves , especially when they 
have a trained active listener on the other side.  Time and time again, I’ve heard the COIs thank my clients 
for interviewing them and tell them how much they got out of the experience.  So remember, they aren’t 
doing you a favor by letting you interview them.  They get something out of this experience AND they will 
be getting a Summary of Your Findings which is hugely valuable to them.  You want this to feel like an 
equal energy exchange and if it feels like the person is doing you a favor, they probably won’t be a 
valuable COI to you.   
 
SLIDE FOUR - If it isn’t obvious already, let’s talk specifically on why we want to interview COIs.  Now that 
you know who they are, why would you want to interview them?   We talked about this already. So that 
you can really be in that place of exploration, using both your heart and your mind to see if it feels like it’s 
a resonant fit for you or not.  I always say, imagine yourself energetically.  If you’re having this interview 
and you’re talking about the challenges, that your people – your possible niche - are experiencing, and the 
pain that they’re feeling, and are you leaning forward? Tell me more, tell me more! Or are you leaning 
away, and going “ooh, wow….. that’s a can of worms.” Right?  
 
So energetically, are you leaning in or leaning out?  And these interviews will help you figure this out.  And 
there are some niches where you may be leaning in and some where you are leaning out, and noticing 
what’s the difference between those two.  And, by the way, if it’s not clear to you whether you are 
leaning in or leaning out, that most likely means it isn’t a good fit for you.  We are looking for excitement, 
resonance and curiosity from both you and your COIs.  Additionally, it will help uncover some nuances 
there that you want to pay attention to for your divine ideal client profile. Now it is good to note here that 
in the Exploration Stage, you want to meet with people that can help you get clear and that is the main 
motivation so even if you want to build a local business, you may be able to leverage COIs elsewhere to 
help you get this clarity.  However, know that they aren’t likely going to help you in other ways, so ideally 
you’ll want to identify people locally if you can.   
 
Secondly, It will also help you build credibility and knowledge about your divine ideal clients, and their 
community and potential niche.  You can say “I’ve met with 20 people in this community that have helped 
me put together this body of research about the trends that are happening here”.  You haven’t done this 
in a vacuum.  It will also give you information that you can use to create content & tools and hone your 
process just for them;  or use them for credibility marketing such as a signature talk catered to your divine 
ideal client.  Like The Five Biggest Mistakes That Business Owners Make When Selling Their Business. You 
know that it will resonate because you got it straight from the horse’s mouth.  
 
And also it helps build the relationship channel and network. So what I mean by channel, imagine that 
there’s a big lake and that you dig a big channel.  And all of a sudden that water flows from that lake into 
the channel, that’s what this does.  It helps build a channel so that the water - that business – flows to you 
by building deep relationships.  And these types of questions that you’re asking can get you into really rich 
dialogue with people.  And how do you build relationship?  By establishing trust and creating intimacy.  
And that’s what these allow you to do.  Now the key is to stay in meaningful dialogue with them, and we’ll 
talk about that in a second.   
 
Also, you don’t have to stop after doing 10 interviews. You can continue to do these, and connect with 
these people as long as you have a specific purpose for these interviews.  You can say “hey, last time I met 
with you, these were the challenges, and I thought about putting together this program, and I’d love to 
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get your feedback, and see what resonates with you.” Wouldn’t it be great feedback to know what 
resonates with the program, and possibly what doesn’t resonate?   You can totally use these people to 
hone your services, hone your programs and product offerings and make sure it really resonates with 
those people you really want to work with.  Your COIs can absolutely be your litmus test!   
 
And what you will find through these interviews is the nuances of your DIVINE IDEAL CLIENT and you will 
find that as you interview. You’ll see that not every client or let’s say corporation is going to be a fit for 
you.  There will be some that are a good fit because of some of their individual characteristics that 
wouldn’t be otherwise.  This means they really are a dartboard client, not a bulls eye client.  And, 
remember, a big part of your job as part of these COI interviews is to hone in on the distinction of your 
bulls eye client, as well as start to recognize those attributes that may have a potential client be a yes for 
you even if they aren’t the bulls eye but to KNOW THAT DISTINCTION. 
 
So part of this process is not necessarily just narrowing to  “marketing executives.”  It might be marketing 
executives with certain characteristics. Or it might be corporate executives that work at companies that 
have a certain type of culture. And these are the important things about noticing the trends and what 
you’re seeing in COI interviews.  Just because they’re a corporation, doesn’t mean that there aren’t major 
differences in the nuances of things. And that’s why we not only look at niche, but also the DIVINE IDEAL 
CLIENT profile and the demographics and psychographics, and learn how these really work in tandem.   
 
SLIDE FIVE - Now, you may be thinking “why would they do this for me?” Why would they say “Yes”? 
 
Think of it this way.  If someone were to call you up and say “I really respect your opinion, and I’d love to 
take you out to coffee because I have some questions about xyz people who are just like you, and I really 
respect you and what you have to share.  Would you be willing to spend a half hour with me?” How would 
that feel on the receiving end?  
 
Most likely, pretty good.   Why would they say no that? Because guess what, you’re appreciating and 
recognizing them by asking them. It really is in how you ask. As an example, when I first started my 
business back in 2000, I met with 20 CEOs and I just called them up and frankly I am pretty courageous 
and I know that may sound a bit intimidating.  But the reason I’m sharing this is because most of them I 
didn’t even know and these are probably some of the busiest possible people to target for something like 
this, but I didn’t get a single “No”.  They all met with me, half of them tried to hire me because they were 
leaning in hard.  But interestingly enough, I wasn’t, but that is the beauty of these interviews! I was very 
clear that CEOs of small-mid size companies weren’t my divine ideal client after this.  But they loved these 
interviews, clearly, and despite their busy schedule, they made time for this. Why?  Because first of all, 
people love talking about themselves and secondly they wanted to know if their experience was similar to 
other CEOs.  They couldn’t wait to get the Summary of Findings from my collective interviews.  This really 
is a huge value to them so I want to underscore that follow through and creating a Summary of Findings 
and sharing it with your COIs is part of the perceived value of meeting with you.  But don’t worry we will 
cover all of that in the next module.     
 
SLIDE SIX – So one of the biggest questions I get about this process is “how do I find COIs?”  Now, the first 
thing to remember is you don’t need a huge list because many of your COIs are going to give you names 
of other people you should meet with and be willing to make warm introductions to them.  You really only 
need 3-5 names starting out. 
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So the first place to look is who do you already know?  Who in my network is a Center of Influence?  For 
most of you, your existing network and simply giving this a little thought will solve this challenge.  
 
After marinating on that, if you still don’t have any ideas, LinkedIn is usually a great tool for almost any 
niche.  You can look at your existing connection and see if that helps you pinpoint some people you 
already know.   
 
Or you can do keyword searches on your niche and identify people who are second degree connections 
from people you already know.  And then you can ask them for warm introductions, which we will talk 
about a little later on. 
 
Or you can put a call out over email to the Connectors you know, or post something on Social Media that 
says something like”I am doing a research project and would like to meet and interview ten [insert the 
movers/shakers or ideal clients in your niche].  This is specifically for research and I promise that I will not 
be doing any sort of sales pitch!  I will be providing all my interviewees a copy of my Summary of Findings 
once my research is complete. If you know of someone who might be a good person for me to interview, 
please send me a private message.  Thank you in advance for considering connecting me to people in your 
network!”  This is usually a great way to get some leads for interviews.  You can, of course, target specific 
people to send this to in a private message if you don’t want all your social media connections to be 
aware of your research project.   
 
Lastly, you want to think about different places where you potential ideal clients commune or hang out.  
This could be support groups, networking groups, associations, study groups, among others.  Contacting 
the heads, the chairs, facilitators or program managers for these organizations are a great place to start.  
They are often COIs themselves and can give a very interesting perspective on this.  They also can be great 
at connecting you to other possible COIs.   
 
Like I said, you likely will have enough people to start with, within your own network, but if you don’t, 
these other ways are great at getting you in front of potential COIs.   
 
SLIDE SEVEN – There are three different stages of COI interviews, although we will primarily be focusing 
on Stage One and Stage Two in this module.  So let’s walk through this. 
 
Stage One is all about Exploration.  This is when you aren’t clear yet what niche you want to focus on and 
the goal to this stage is to narrow and pick one niche to focus on going forward.  So if you are considering 
more than one niche, you definitely will start with exploration to help you narrow down to the one niche 
that is most resonant to you and your potential divine ideal clients. 
 
The second stage is the Clarity & Depth Stage.  Even if you already know what your niche is, and even if 
you have been working with them a while, I still recommend that you do at least 10 total interviews in 
your specific niche that you choose.  This is all about helping you get in touch with your niches specific 
challenges and desires and really honing in on your sweet spot.  We will talk a little bit about this later, 
don’t worry, but essentially this is around the specific challenges and desires that you help solve for your 
ideal client, where you both are leaning in hard.  This is also an opportunity to really start to build out that 
relationship channel within your niche.   
 
About a quarter of my clients stop here.  The reason is because they actually aren’t interested in doing 
credibility marketing but want to focus on other business development channels instead.  But the 
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majority of my clients take this a step further to Stage Three – creating a credibility marketing channel, 
and we will be talking more in-depth about this stage in the next module.   To summarize, the goal of 
Stage Three is to build depth of content that you can use in your marketing and business development 
efforts and further build out that relationship channel.  I have many clients that use these COI interviews 
as an ongoing part of their Credibility & Relationship Marketing strategy.   
 
SLIDE EIGHT - Let’s talk about Stage One because for most of you, this is where you will start.  I like to use 
the metaphor of dating when it comes to COIs because it’s one we all can relate to.  Dating a few niches 
can really help you clarify which is the one you want to marry.  We want to avoid getting married and 
getting divorced and marrying a new niche.  They say when you know, you know.  Usually it becomes self 
evident when a niche is meant to be your niche.  And if it isn’t, it probably means you need to step back 
and look at other options.  This is a heart and mind decision and if you heart isn’t really in it, it won’t 
sustain for you.   
 
Now to continue with the dating metaphor, some of you may want to take a deep look at one niche and 
make sure that both you and your potential ideal client are leaning in, and if you aren’t, then look at other 
options.  But most of you will take the approach of dating a few to see which one is rises to the top.  The 
key, if you are dating one niche, is to still do the Stage One Exploration before you put that stake in the 
ground. 
 
A good thing to do before you begin this is what I call “The Price is Right” Game.  Think of the different 
niches you are considering and get as specific as possible.  Then I want you to picture each group behind a 
curtain. Curtain number 1, Curtain number 2, etc.  I want you to assume at this point that you have that 
easy button and you can have a full practice with ease with any curtain you choose.  Then ask yourself, if 
it were easy and I could have a full, joyous sustainable practice with any of these curtains, which one 
would I choose?   
 
Sometimes the answer is very clear – and in that case, you are likely ready to move onto Stage Two.  For 
most people, it is very clear they need to explore several because they feel torn and can’t choose.  And 
often if you are considering many, it will help you narrow to the 2-3 to explore just because it is quite time 
intensive to explore 4 or more.    I would recommend doing this before you proceed to see how it informs 
your actions moving forward. 
 
Next, you want to set up 3 interviews with COIs from EACH niche.  It’s good to have a variety from the 
various different types of COIs that we’ve talked about.  We’ll talk more in a minute on how to ask people 
for an interview. 
 
You’ll spend approximately 30 minutes talking to each one – although depending on your niche, you may 
choose to make these longer.  Just know that there is a trade off to longer interviews, in which it may be 
more difficult for people to say yes if you are asking them to commit more time.  You may want to 
experiment with this to make sure whatever amount of time you are asking for, feels like the light and 
right answer for you and your interviewees.   
In these exploratory interviews you will be focusing all of your questions on their biggest challenges, pain 
points, obstacles and desires.  Note, that the guide I provide has lots of other questions you can ask, so 
make sure for the Exploratory Stage, this is where you focus, although you always want to end with the 
two questions I mention to end with in the guide – 
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• Are there any other people like you, with a deep knowledge of (this community), who you know 
that I should contact that could help address some of the questions I have about (this 
community)?   

• What questions should I have asked that I didn’t? 
 
In these exploratory meetings, your focus should be noticing where you are BOTH leaning in.  What are 
you excited about?  What are you luke warm about?  Make careful notes as you go along and note the 
energy where you feel them really leaning in with you.   
 
I will be sharing some other tips about these in a bit, but this is the general overview.  Lastly, you should 
meet as many COIs as you need to in order to be clear.  I recommend you meet with at least 3 people in 
each niche, but you may need to do more to be clear.  Don’t judge this.  You are talking about marriage 
here and you want to be sure that you are really committed and excited about the niche you choose.   
 
SLIDE NINE – as I mentioned earlier, if you are really clear about the niche you want to serve, you may be 
tempted to go right into Stage Two, but your job is to really make sure you are feeling the resonance and 
that lean in.  If you aren’t, it’s better to back up and take a larger look at possible niches for you.  So you 
still should have your initial interviews focus on the same questions you would explore with multiple 
niches even if you think you will be only exploring one.   
 
SLIDE TEN– So let’s talk about how to get and set up these COI interviews.  First of all, during this 
Exploration Stage, you don’t need a huge list of people.  You can start with 3 people and if you are feeling 
flow and lean in, you are likely to get 1 or more names of other people to meet with from each of your 
COI interviews because your last question will always be “do you know of anyone else that would be 
helpful for me to interview?.”   
If you have more people on your list, simply narrow it to the top people to meet with first.  These are 
people that you know will be generous with you and that will be very supportive in the fact that you in the 
exploration stage of whether you want to pursue this niche or not.  Key movers and shakers are best to 
hold off on until you’ve put a stake in the ground and are in the Clarity & Depth stage.   
If the person you want to meet with isn’t a known entity to you (yet), then it is always best to get a warm 
introduction from someone who knows, trusts and likes you.  This will definitely make it easier to get a 
powerful “yes” from the person you want to interview.   
   
SLIDE ELEVEN - So if you are calling or emailing someone you already know, here is a little script you can 
customize.  Do make this your own.  You want it to sound like you. This sounds like Tara Butler Floch, so 
this is a script that I would use.  You also have this in a Word document as part of this program, so I want 
you to take this and customize it so that it sounds like your own.  And I want you to practice it so that 
when you say it, it doesn’t sound scripted.  Practice so that it feels really natural.  And you might want to 
practice it so that it’s in your bones and you can just write out bullets of your major points as it will sound 
less scripted if you do that.  This script is also in the Center of Influence Interview handout.   
 
 
SLIDE TWELVE- Which brings me to slide 12!  This is a sample script or email that you could use to send to 
someone who could introduce you to a specific COI you want to meet or that you generally think is a 
connector to people in this niche.  You may also want to specifically tell them that this is not a thinly 
veiled sales technique since they are putting their reputation on the line by introducing you.  This script is 
also in the Center of Influence Interview handout.   
 



 

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

SLIDE THIRTEEN – Slide 13 is the script you would use if you were making a cold call or email.    Again, if 
you can get someone to make a warm introduction to any folks you don’t personally know, you will likely 
get a warmer reception.  However, you will be surprised how many of my clients cold called people or 
sent them cold emails and got great responses.  If you can insert the particular reasons why you want to 
interview THEM in particular and how valuable you think they would be to your process, this can help 
warm them up.  You also may want to try both calling and emailing them if you don’t hear back right 
away.  It’s very common for people these days to not return phone calls, but it’s helpful for them to hear 
your voice in creating a connection.  If you don’t hear back, you can email them, and they are likely to 
respond to that as a result of you contacting them warmly – once by phone and then by email.  As with 
the last slide, you also may want to mention that this is not a thinly veiled sales technique.  That may put 
you and/or them at ease.  This script is also in the Center of Influence Interview handout.   
 
SLIDE FOURTEEN – If you don’t have it in front of you, pause the video and open up the “Center Of 
Influence Interview Guide”.   This Guide, as you can see, has a format with some suggested possible 
questions for each section. This is not a template, really, but more of a guide.   You don’t have to ask all 
these questions.  In fact, I only recommend that you ask about 10 questions max in each interview, unless 
you have the luxury of a longer amount of time.   It’s better to ask fewer questions and go deep, than it is 
to ask a whole series of questions.  You’ll notice that I put in parentheses several times (insert their 
community, potential niche).  You want to re-word these so that it works.  I had a client that met with a 
CPA, they shared a DIVINE IDEAL CLIENT, and he said “what significant changes have you noticed that 
have been occurring in the community?”  And the person said “oh!  That’s a big question” and they 
started to go off, and it had nothing to do with this niche but about the greater community they live in.  
So we use the word ‘your community,’ it’s a good thing to ask if you’re talking to someone in your niche, 
but it’s better to spell out what that is.  So I want to be clear, you want to reword this – don’t print this 
out and bring it to your meeting.  I gave it to you in Word format so that you can play with it and pick out 
the questions that resonate with you, and what kind of information and curiosities are you having about 
your niche? 
 
In the first stage – the Exploratory Stage, you really want to focus on the challenges/obstacles/desires of 
your potential niche, as you are looking for the resonance.  Do these challenges and obstacles excite you 
or feel heavy?  Are you leaning in or leaning out?  You don’t need to ask the marketing questions in the 
Exploratory Stage, unless you are in second rounds of them and feel like this will help you decide between 
two equally exciting niches for you.   
 Once you put your stake in the ground and you know, as an example, that you are working with CEOs to 
improve their leadership skills so they can not only be more profitable but also enjoy the work that they 
do, and to have people who admire and look up to them, then you are in Stage 2 – Clarity & Depth.  Once 
you put the stake in the ground around that, the questions you might be asking are slightly different than 
what you’re asking during the exploration phase.   
 
One thing I want to say, in addition to always asking about their challenges and deepest desires, your 
interviews should always include the following two questions at the end of your interview: “are there 
other people like you that I should be talking to? “ and “if you were me, what questions should I have 
asked you that I didn’t?”  These both can be hugely valuable.   
 
One thing to know is that if someone gives you one or more names of people you should be talking to, 
that means they are leaning in.  Now, if they don’t give you names, it doesn’t necessarily mean they are 
leaning out, because some people just don’t feel comfortable connecting people, but if they do refer you, 
you know you are hitting the nail on the head.  When they give you names, make sure to ask them if they 
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would be willing to make a warm introduction to those people.  Make sure to write down their full names 
(and company name if applicable) so you can follow up with them on this request.   
 
SLIDE FIFTEEN - Let’s talk about how to conduct these COI interviews.  Note there is a handout called 
“Center of Influence Interviews” that outlines this in detail.   
 
So let’s talk about the Center of Influence Interview itself.   First of all, you want to show up as a leader in 
this meeting.  You are not a newbie, you are not some neophyte. You want to show your credibility the 
moment you walk into the room.  This is an equal energy exchange.  It might feel like you’re asking an 
awful lot of this person, but you want to show up in your full power. And you want to lay out your 
objective for the meeting, and “This is what I want to accomplish today.  Is there anything you want to 
accomplish in our meeting today?”  And if they say “Yes, I want to talk about hiring you!” then you say 
“wow, I’d really love to talk to you about that, but is it ok if we set up another meeting to discuss that?  I 
really want to stay in integrity around what I said this meeting was about, and I didn’t want you to think it 
was a thinly veiled sales technique or something.”  You could even talk about it after the interview is over 
if they really are chomping at the bit, but make sure you have clear boundaries and that you achieve your 
primary objective from your meeting.  Trust me, they will respect you more for it.   
 
Keep in mind that since people will be volunteering their time for you and you want to make this a 
compelling value proposition for them to do these interviews, I do recommend 30 minutes for most of 
you.  As I said earlier, this does depend sometimes on your niche. Sometimes 30 minutes just isn’t long 
enough to get into the juice of things.  Also know that if you have a strong relationship with your COI – 
like they are a former client or a former colleague who knows and loves you, you may choose to make 
these longer.  Just know that there is a trade off to longer interviews, in which it may be more difficult for 
people to say yes if you are asking them to commit more time plus it will simply take you more time, too.  
Multiple this by 10 or more interviews and that can end up being some significant extra time.  
Nevertheless, if 30 minutes feels too short, play with this to see what feels right for you.   
 
You want to set the context at the beginning before you dive in.  You will want to thank them for taking 
the time out of their busy schedule to meet with you and then share that you’ll be spending 30 minutes 
asking them a series of questions to help you better understand the needs and challenges of the niche.  
Share that you’ll be giving them a Summary of Findings from all your interviews so they have a sense how 
similar their experience is with other Centers of Influences you will be meeting with.  Also share whatever 
intention you have with this research.  In the exploratory stage it obviously will help you identify if this is a 
niche worth exploring more and to discover if it feels like a good fit for you to pursue.  In the Depth & 
Clarity stage, your objective will be to better understand the needs, desires and challenges of your Ideal 
Client so you can insure that your process and accompanying tools provide the transformation that your 
ideal clients are looking for.  And in stage three you will be able to share specifically what you’ll be using 
the research for – whether it is a Signature Talk, a Whitepaper, an article or blog, a book or some other 
form of Credibility Marketing you will be actively pursuing.   
 
Once you’ve set the context, you’ll want to dive into the questions.  When asking the questions, there 
may be an opportunity with each one to go deeper and ask follow up questions that are “off the guide”.  
You also will want to use your wonderful coaching core competencies like Active Listening and powerful 
questions, so that the client feels seen and heard and feels your depth.  You’ll want to reflect back to 
them what you are hearing and acknowledge them with compassion when they share their challenges, 
and champion them when they share their desires.  This will enrichen the experience and make it more 
meaningful.  With that said, make sure you spend 80% of the time listening and only 20% of the time 
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talking.  You don’t need to prove you are an expert by inserting yourself too much in the conversation.  
Your credibility as a coach will shine through.  You don’t need to establish that you’re an expert yet.  Make 
sure you keep the focus, because there is a way that it can go off.  By the way, we have a tendency to 
want to build rapport with people, and we end up doing small talk to do that, and it really doesn’t help 
you feel more comfortable with somebody, does it?  So I encourage you to just go right into it.  You don’t 
need to say “Oh, I see you have kids, tell me about your kids…” because that will just take the focus away, 
and you have promised that you’ll only take 30 minutes of their time.   
 
Now, even though you are using some of your great coaching core competencies, don’t be tempted to go 
down a rabbit hole of coaching the COI around their challenges.  Think of it in these terms – you are there 
to help them get clear or diagnose the problem, but not cure the disease.  It will be tempting for most of 
you to do this, but it will actually take away from the power of the interview and you won’t get what you 
need in terms of research.  30 minutes will also be gone like that (snap of the fingers) if you go down that 
rabbit hole.   
 
Even if you don’t go down the rabbit hole, you may find that your discussion is so rich that you rapidly 
approach 30 minutes.  In my experience, many COIs are more than willing to keep going past this once 
they get into the interview because of the value they are feeling from it.  But don’t make this assumption.  
As you approach 25 minutes in, check in with them and ask if they have a hard stop at 30 minutes. The 
cool piece is that a lot of people will spend more than 30 minutes with you. So you still want to be crisp 
with your time.  You want to say “I’m noticing that we only have about 5 minutes left. I’m really enjoying 
this conversation and I certainly have more questions I could ask, but I want to be really considerate of 
your time.” And then let them decide and let you know.  Some of them will call out to their assistant and 
say “Marge! Cancel my next appointment!” because they are so enjoying what you’re doing.  I’ve had 
some people who have had two hour long meetings.  Now, I don’t recommend going that long but it can 
be powerful to extend them past the 30 minutes if they are excited to do so.  This also means you want to 
make sure you have booked an hour in your calendar so you have the flexibility to keep going longer if 
you are on a roll.   If they do have more time, ask them how much time they have so you honor it.  Even if 
they have over an hour, I don’t recommend going over an hour in the first interview.  You can always ask 
follow up questions later on, which will also give you an excuse to stay in meaningful dialogue with them.   
 
 If at the 25 minute mark, if you check in and they need to complete the interview in 30 minutes, this will 
give you a chance to wrap up and ask the last two important questions we talked about 
.   
After you’ve finished asking the questions, make sure to thank them and get their permission to set up a 
follow up meeting to review the summary of findings. 
 
And lastly, you want to make sure you send a thank you note.  Hand written is a plus, because a 
handwritten thank you note is a rarity in this day and age and seen as a very classy move.  If you can, do 
that.  If not, make sure to send a thank you by email. So at the end of the meeting, make sure to get their 
business card, and you want all their contact information, because you want to start keeping them on a 
spreadsheet and keeping track of them, too.  And be sure you are intentional about keeping track of 
them, every now and again. And there’s a way that – when we don’t do that, 6 months has gone by and 
you haven’t connected with them.  So I want you to treat this as if they were prospects, even if they are 
not, by staying in dialogue with them.  
 
SLIDE SIXTEEN– So, know that in this first stage you are looking for resonance.  As you do your interviews, 
you want to be noticing, where are they leaning in?  Where am I leaning in?  Not only will it help you 
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narrow to one niche that feels most resonant and where it feels the flow is happening, but it will also help 
you determine your sweet spot within the niche.  Remember, you don’t have to be all things to all people.  
Your sweet spot will be where your talents, expertise and interest overlap with their challenges, obstacle 
and desires.  As an example, if your ideal client needs help with their quickbooks, that does not mean that 
you have to be a quickbooks expert or that you need to include this in your services.  Now, there are 
options for you to collaborate with other experts so this is part of your offering if that feels exciting to you 
and your ideal client, but just because your ideal client wants it, doesn’t mean you have to support it, as 
long as they are still leaning in to work with you in other arenas.  Another example I hear often from folks 
who want to help people make a career pivot is that a big obstacle for their clients is putting together a 
killer resume.  At first glance, because my client is leaning out with this, they assume this isn’t the right 
niche for them, but it is relatively easy to find a resume expert to work with you as part of your expert 
team.  So, yes, make note of all their challenges and desires, and know that you don’t have to address it, 
or that you have options to get that need met that isn’t about you providing it, at least directly.   
Also know that as you move through the stages that your sweet spot will continue to refine and get even 
more clear.  And even over time, even if you niche doesn’t change, your sweet spot may adapt as you 
grow, learn and change, and as your ideal client needs shift, as well.   
 
SLIDE SEVENTEEN– So, let’s talk about Stage Two.  You enter Stage Two when you have done enough 
exploratory interviews to confidently choose a niche you feel great about.  Again, if you came into this 
thinking of only one niche, I still do recommend that you have at least 3 exploratory interviews in that 
niche before moving on to Stage Two.   
Once you’ve claimed your Niche, this is about getting clarity & depth around that Niche and I recommend 
that you have at a minimum 10 COI interviews within this niche with a variety of Center of Influences.  
Make sure you meet with some people that currently are your Ideal Client, people that once were your 
Ideal Client but are now on the other side of the transformation you want to provide, and some other 
Influencers in this niche, like other professionals who work with your ideal client or folks like organization 
heads for groups that are prominent in your niche.  You may choose to do a lot more than 10 and many of 
my clients do because they find it to be meaningful and helpful as they move forward. 
As I mentioned when talking about the Sweet Spot, your job during these interviews is to be honing in – 
where are they leaning in, and where are they not.  Where am I leaning in, where am I not? You want to 
hone in your sweet spot and also begin to notice other things they are wanting that fall outside of your 
sweet spot.  This is a huge opportunity for you to create powerful strategic alliances and possibly even 
make additional revenue through these relationships without having to meet these needs yourself.  If you 
haven’t taken my free Savvy Strategic Alliance training, this will help you get ideas on ways you can 
collaborate with these other professionals that will create the triple win.  Win for your client, win for you 
and win for the other professional.  This is an area that most people don’t leverage in their businesses and 
it really can make a big difference in your clients’ success, and therefore your success.   
In this stage, you will also start to deepen your clarity about what needs to be included in your process 
and the tools and resources you can develop or leverage to aid your clients’ transformation.  You want to 
be thinking about – “What else can I do or provide to help deepen this transformation even further?”.  Do 
know that you don’t need to have the deluxe tool box right out of the gate.  As an example, I always have 
an ongoing list of 15 or more ideas of content, tools and resources I want to develop for my clients.  Even 
though I have almost a hundred workbooks, templates, scripts and trainings already, there is always 
more.  This is not about perfection or having it all.  It is about what are the most important tools and 
resources, prioritizing them and making sure you have the most important areas covered when you 
launch your program.  This may mean that you, as an example, use someone else’s Values Exercise today, 
but that you may create your own down the road.   
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Essentially, when you feel you’ve identified your Sweet Spot and have what you need to create the 
Process & Toolkit for your clients, you’ve completed Stage Two.  We will talk more in the next module 
about Stage Three, which is an optional Stage, but one that the majority of my clients decide to do. 
   
SLIDE EIGHTEEN- One of our major goals in our interviews is to track the themes we are hearing.  We 
want to energetically feel into what is resonating and what is not, of course, but it is really key to take 
good notes because it will be difficult for you to recall the nuances from one interview to the next.  It also 
helps when you do your follow up to be able to talk to them about how their viewpoints were similar or 
different than the other folks you met with (and this will have them feel deeply seen and heard when you 
can remember these nuances). 
Although you are likely to take notes on paper during your interview, most of my clients record their 
major findings from each person in a spreadsheet after the fact, with each person’s name, the day of their 
interview, and then notes.  Some of them keep a separate column for each question they ask.  As you 
record notes in your spreadsheet, it is helpful to highlight themes (or use a different color font) so it’s 
easy to distinguish as you look for themes.  I suggest yellow for places you are leaning in and are really 
excited about; red for places you are leaning out.  You may want to use other colors for other nuances, 
like things they mentioned that you feel somewhat neutral on; or a color for a theme that seems unique 
to that person.   
I also recommend that you rate your COIs.  This is particularly important as you meet with more and more 
people, as this will help you hone in on which COIs will continue to be important relationships for you 
going forward.  For most of my clients, a simple three option rating system works well.  “A”s being people 
that were both helpful in terms of information and also helpful in terms of introducing you to others who 
could be helpful.  “B”s were either really helpful with information or in connecting you to others – so 
either/or - and “C”s were really neither.  You won’t have a ton of “C”s but every once in a while you will 
get one.  By ranking them, it really helps you prioritize your ongoing engagement strategy, as you will 
want to focus the most attention on the “A”s, and then the “B”s.  The “C”s you will share your Summary 
of Findings with, but probably by email rather than taking the time to have a follow up meeting with 
them.  And then you might add them to your mailing list but not really engage with them otherwise.  We 
will talk more about next steps in engaging your COIS in Module Four.    
 
SLIDE NINETEEN – One thing I want to mention here before we wrap up this module about Niche is about 
where on the spectrum of coaching and consulting you will be.  Many people ask me – so if I become 
niche specific, do I have to become a “coachsultant”.  In other words, a blend of coaching and consulting.  
And the answer is “no”.  You can provide content like workbooks and exercises that are specific to your 
niche and still keep your coaching calls pure coaching if you want them to be.  But you may also find that 
your clients want that blend.  This is one of the “ah-ha’s” you may receive in your COI interviews and may 
change YOUR mind on where you want to be on this spectrum.  You’ll see here that on one end of the 
spectrum is pure coaching – like “Co-Active Coaching”.  I want you to think of this spectrum as a 
continuum.  So even though I’m illustrating three points on this spectrum, you can be at any point on this 
continuum.  On one end is that pure coaching. The client shows up, you ask what they want to talk about, 
and you dive into their challenge using all your fabulous core competencies of coaching.  You don’t 
brainstorm, you don’t share content with them, you don’t bring them through any exercises and you 
certainly don’t give them any direction or advice.  It is pure, unadulterated coaching. 
On the other end of the spectrum is a very regimented and structured program.  This is usually a one size 
fits all solution where everyone goes through the same material, whether it is relevant to them or not, 
often at the same pace if it is a group program.  And it is usually the type of programs Gurus put together 
where it is really more training and mentoring and really very little coaching at all or may even not include 
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any coaching, yet it is called a “coaching program”.  Most certified coaches don’t want to be at this end of 
the spectrum because they want coaching to be an intricate part of their program.     
Very few of my clients are on either ends of the spectrum.  For you purists out there, most life coaching 
training organizations will say that it is unusual for coaches, after certification, to take that pure coaching 
approach.  They teach you around these core competencies because it’s so important to get these in your 
bones, but even the coaching trainers I know are not on that one end of the spectrum with their private 
practice clients.  For most of you, you will be somewhere in the middle, like I’ve illustrated here.  It may 
not be dead center, but somewhere in between these two poles.  The question is finding where on the 
spectrum you will be.  What are your clients wanting from you?  What feels resonant for you?  How can 
you create the biggest impact and the greatest value?  If you added tools and resources to your toolkit, 
would that create even greater value and transformation for your clients?  All of these are things you can 
consider.  And, over time in your business, where you are on this spectrum may change depending on 
your clients’ developing needs, and your desire to help them solve their challenges with more ease.   
As you go through your niche exploration, one of the questions you will be exploring for yourself is where 
you want to be on this spectrum, to bring the most value to your clients and to create the client 
experience you want to create.   
 
SLIDE TWENTY – OK now you have all the content for this module and now it’s homework time!  Let’s 
review your homework for this module.  First of all, you want to customize your interview guide.  You 
want it to be as specific to your niche as possible and be as relevant to the particular COI you are meeting 
with.  This may mean you have one set of questions for potential ideal clients and a different one for 
other professionals that work with them – although there may be a fair amount of overlap.  Make sure 
you focus on the Challenge and Desire questions in the Exploratory Stage – those are the most important 
to understand at first.  Then you can go deeper once you’ve put your stake in the ground.   Set up at least 
3 COI interviews, at least one per niche you are exploring but remember you want to have at least 3 COIs 
in any given niche before you move onto Stage Two.  Once you have your initial interview(s),  you can 
continue to refine your interview guide and hone in the questions that get you what you need.   
Once you have done your initial exploratory interviews, then you want to determine if you have enough 
information to choose which niche you really want to focus on.  If you need to do more COIs to get that 
clarity, do so.  You don’t want to make a hasty decision.  If you are super clear after 3 COI interviews in 
each potential niche, then go ahead and put that stake in the ground.  But regardless, make sure you feel 
really confident that the niche you are choosing is “the one”.  Otherwise, keep meeting with people until 
it becomes clear. 
Once you have put the stake in the ground, you want to meet with at least 10 total COIs.  This will make 
sure that you get enough of a sampling to really be able to hone in on the themes and that sweet spot.  
Many of my clients do even more COI interviews because they find them very helpful and love expanding 
their network, as well.  Your goal here is to have enough input to be able to really hone in on that sweet 
spot and be able to really articulate your Divine Ideal Client.  We will talk more about that in the next 
module. 
And remember, as you go, keep track of all of this in a spreadsheet.  Put in all of your COIs and rank them 
in the “A”, “B” and “C” categories.  Put in the information you learned from them and color code the 
different themes.  Then also highlight in yellow the places you were both leaning in and excited about.  
Color code in Red the things that they wanted but you were NOT excited about.  You will want to analyze 
this spreadsheet to help you determine what will fit in your sweet spot.  If the sweet spot isn’t naturally 
emerging, it probably means you need more clarity and depth, which likely means more interviews.   
Best of luck and I’ll see you in the next module! 
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