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One of the worst things you can do with any book or course is to 
complete it and then claim that “that is now it, my work here is 
done!” Unfortunately, we do not take in information this easily 
because our brains are things that need a bit more encouragement 
to absorb it properly.

My recommendation would be to read it all once through and 
take notes of parts you: Find useful, don’t understand, will use
and want to remember. Highlighting is usually my choice.

Once this is done, read it again (roughly) and expand on 
those points you’ve taken notes of and highlighted. This may 
seem tedious and time-consuming, but the best way to absorb 
information is to take someone else’s words and start putting 
them in your own words and then start actioning.

You essentially want to create an environment of explicit 
learning, where you are taking what you learn and internalising 
them by putting this into your own words. This will help you make 
these ideas conscious, which is what we want when you are about 
to run a consultation.

Another optional section I have given you the option of using 
within this guide is the “task” sections. These are designed to 
check your understanding of what you’ve just read through, 
facilitate learning through doing and gain some practical 
experience, which will feed nicely into applying this information in 
a consultation setting.

FEMALE TRAINING ESSENTIALS

AS THIS DOCUMENT IS RATHER LARGE 
THERE IS EVERY CHANCE YOU’LL START 
READING ONLY TO FIND YOU EITHER 
BECOME OVERWHELMED, OR YOU JUST 
DON’T USE IT TO ITS FULL POTENTIAL.

Just for clarification purposes I will refer to the word “lead” 
when referencing a person who is not yet paying you any 
money and is still just in the “interested and learning about 
what you do” phase. The word “client” will refer to a person 
who is paying you money for the services you provide.

LEAD VS CLIENT

HOW I RECOMMEND YOU USE THIS



THE CONSULTATION IS THE 
BRIDGE BETWEEN THE LEAD 

AND THE PAYING CLIENT 
GREGG SLATER
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ALTHOUGH NOT SOMETHING THAT IS SEEN AS 
VITAL TO THE PERSONAL TRAINER (PT), THE INITIAL 
CONSULTATION, WHERE YOU SIT DOWN WITH A LEAD 
AND FIND OUT ALL ABOUT THEM, IS SOMETHING 
THAT SHOULD HAVE MORE EMPHASIS ON IT THAN IT 
CURRENTLY DOES FOR A LOT OF TRAINERS.

The reason for this is because it sets the 
scene for what is to come for the client and 
gives you a very good idea of how you can 
actually help this person. Does guessing 
and winging do the job? Yes absolutely, I did 
it for the first 12 months of my career, but 
does it lead to the same results, retention 
and client happiness that can be created 
from simply sitting down, asking some 
client-driven questions and listening? 

Imagine you decide you would like help 
with the marketing aspect of your business 
and would like to employ a consultant to 
help you out. Consultant one asks you  
to come in for an initial consultation  
before there has been any discussion 
of price.Within this consultation, the 
consultant asks what it is you need help 
with, finds out the intricate details of what 
it is your business stands for and genuinely 
seems interested in you as a person and 
your business. 

This consultant then draws out a rough 
template that shows you how they plan 
to help your business improve its current 
marketing, and thus your sales and overall 
profits. You leave feeling excited and with 
a definitive idea of how to go from point A 
to point B. Consultant two sends you a list 
of prices straight from your initial enquiry. 
There’s no sign of a chat to find out about 
you and your businesses needs and it feels 
like you are conveyer belted along. You feel 
like a number, rather than a person. What 
marketing consultant are you more likely 

to spend money on?  An even better reason 
from this example is do you think you’re 
likely to want to spend more money on 
consultant one? How much more perceived 
value are you imagining you’ll get from that 
consultant?

What I’ll be going into in this guide 
will be how we at LTB do our initial 
consultations. You’ll find out the intricacies 
of how we establish rapport from the 
minute we meet someone, what our exact 
process looks like from the initial meet 
right the way through to sign-up and some 
troubleshooting for common problems you 
are likely to encounter/ have encountered 
in your career so far. This guide will also 
help other interactions you have with your 
clients throughout the time they spend 
with you. At LTB we are all about making 
better personal trainers by helping  
the coaches we work with become  
better people.

We have to remember whom we are 
working with for 90% of our careers - the 
general population and the Joe and 
Jane’s of the world. Although training and 
nutrition knowledge and expertise is great, 
the reason your clients are going to stick 
around is not because you do 5x5, or you 
like using intermittent fasting, it’s going 
to be because they love the time they 
spend with you and because you get them 
the results they are after. And how do we 
work out what someone is after? We do a 
consultation, and we listen.

THE POWER OF THE CONSULTATION
The client I’ve probably had the most 
‘aha’ moments and success with is one 
who started with me from a 
consultation. At the time of enquiry, this 
client also happened to be in touch 
with two other Personal Trainers from 
my area, just to give her some choice 
and comparison of what was out there. 
The reason she started training with me 
was because I sat down with her and 
we chatted for about an hour about 
what she actually wanted and I showed 
her that I genuinely cared; nothing 
overly fancy right?

The other two trainers sent her a 
price list when she enquired and there 
was no mention of a let’s find out about 
you chat. This particular client has now 
been worth around £15,000 to my 
business, all because of a 
consultation…The initial consultation 
might be something that you do for 
free, and that doesn’t guarantee a 
sign-up, but if it helps you identify what 
makes that person tick, what it is they 
really want help with, why they’ve 
failed in previous attempts and that 
starts to establish a connection, don’t 
you think there is likely to be a higher 
chance of sign-up, and of actually 
retaining this client over the long-term?

INTRODUCTION
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THE CONSULTATION JOURNEY
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PHASE 2
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PHASE 3
PHYSICAL SCREENING POST CONSULTATION SETTLING THE CLIENT IN

PHASE ONE INITIAL CONTACT
This is the part of this process where a lead 
has got in touch with you. Maybe they’ve 
messaged you on Facebook, or maybe 
they’ve approached you in the gym you’re 
based in, or maybe they are a referral from 
another one of your clients; whatever 
method they’ve come through the way that 
you should approach this phase is all 
the same.

With a non-salesy, ‘how can I add value 
and show this person I really want to help 
them’ attitude. It’s very easy to get your 
head into the space of ‘YES!! Someone 
wants to work with me and pay me money!’ 
but at this stage of this process, that type of 
mind-set really isn’t going to set you up for 
actually turning them into a paying client.

Nothing is guaranteed at this stage, far 
from it, so the best thing you can do is to 
see how you can help this person, and if it 
comes to the stage where the best thing for 
them would be to discuss how you can help 
on a paying basis, then arrange a time to sit 
down and have an actual consultation. If the 
contact comes through Facebook or email, 
reply like you would like to be replied too. 

Customer service should be 101 for running 
a business like the one you’ll have, so make 
it a feature of your business to reply quickly 
to enquiries and to reply in a positive, 
happy demeanour. Don’t skip the question; 
so if they ask for the price of your services, 
tell them.

Here’s an example of an enquiry, which 
has come through Facebook – 

Lead (Sharon) – ‘Hi, I’m interested in 
Personal Training. I’d like to lose weight and 
tone up my arms and stomach, can you tell 
me how much this would cost?’

Me – ‘Hi Sharon, Thanks so much for 
getting in touch! It’s great that you are 
looking to tone up those areas of your body, 
I know how annoying this can be for women 
having worked with a lot in my time as 
a trainer! 

Personal Training prices, depending on 
how often you would like to exercise per 
week, range from £12-35 per session. As I 
offer both 1-2-1 personal training, where it is 
just you on your own, and also small group 
training, where it would be you and up to 5 
others, the prices differ.

Depending on how this sounds to you our 
best bet for moving forwards would be for 
you to come into the gym for a chat. This 
will give me a great chance to see exactly 
what it is you’re looking for and make sure I 
understand where you are currently coming 
from. This is a free consultation so don’t 
worry about having to pay for anything 
yet, it would just be great to meet you for a 
chat! Could you manage any of these times? 
Monday 6pm, Tuesday 7.30am, Wednesday 
12pm or Friday 4.30pm.

Hopefully, that answers your question 
and I look forward to hearing back from you.
Regards, Stuart.’

Hopefully from this Sharon would 
pick a suitable time, or notify you that 
she’s not interested in what you’ve got to 
offer. This is perfectly all right and will be 
something you’ll need to get used to. Just 
because someone has said “I’m interested 
in your business”, doesn’t mean they 
are a guaranteed sign-up. You don’t buy 
everything that you show interest in - it can 
take time to build up more of a relationship 
with that company or person.
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CONTINUED

Breaking down the reply I’ve sent to Sharon 
we can see that there is a nice tone to the 
message, I’ve paraphrased what she has 
said back to her to show my understanding, 
given her options on times and told her 
exactly what my prices are.

Another process you could add into this 
phase of the consultation could be to use 
wufoo or type-form (both of these are web 
based forms which are incredibly easy to 
set-up) to essentially sieve out people who 
really aren’t suited for your business. Once 
an enquiry comes through they are sent to 
a form, which asks them things like:

1. Why have you enquired about (insert 
business name)?

2. What would you like to achieve?
3. How important is this to you on a scale 

of 1-10?
4. How much money have you previously 

spent on trying to reach this goal?
5. What type of training would you like to 

know about?

Create a template reply you will use 
to get back to people who enquire 
about what you do. Use my example 
as needed, but put your own words 
into it if you can. Pay close attention 
to the use of a paraphrase (saying 
back to them what they’ve said to 
you) and customer driven words. 

Once you’ve done this, email me  
(stuart@liftthebar.com) with the title 
‘Book of Consults – Task 1 DONE!’ 
and let me know you’ve done it and 
I’ll send you a virtual high five!

You will probably want to skip 
this, but DON’T, these tasks are vital 
because they: 

1. Make you accountable
2. Encourage explicit learning
3. Make all your learning instantly 

useable
4. Make this whole book much 

more worth your time (who likes 
wasting time that could be spent 
on something like Netflix or 
training arms?!)

TASK ONE

This can be used as a way to find out more 
about this individual, which would make 
your in person consultation more effective, 
as well as seeing if they will take the time to 
spend 5 minutes filling out a form. If it’s a 
no, then there’s a chance they wouldn’t be 
suited to your business anyway.

The key points from this phase of the 
consultation process are that: 

1. Treat them like you would like to be 
treated as a potential customer

2. Don’t skimp around answering their 
actual question. If they ask, “how much 
does it cost”, tell them

3. You will get more enquiries than 
sign-ups, but don’t let this dishearten 
you. Enough enquiries that are dealt 
with appropriately will soon become  
sign-ups

4. Consider using a web based enquiry 
form to get more buy-in and information 
about your leads
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PHASE ONE SCHEDULING AND PRE MEETING
Although this again might not seem like 
a section that will have all that much 
importance or relevance to you, I can 
guarantee that there’ll be something in here 
that will make you go ‘oh yeah, I should 
probably be doing that’.

Once you’ve gone through the first part, 
by setting up a consultation with a lead, it’s 
then down to you to get this potential client 
to actually come through the door of the 
gym. This is actually tougher than it might 
seem. People are notoriously bad at turning 
up for things, even though they’ve agreed 
to them. Nerves and doubts kick in, things 
come up that seem more important and 
the closer it gets to that date and time, the 
less enthusiasm and motivation someone 
seems to have. I’ve probably scheduled 
about 100 consultations in my time as a 
trainer so far, and I’d estimate about 25% 
of them have either cancelled or just not 
shown up.

I do think there’s a lot of things we can 
do that can help decrease this statistic, 
starting with the amount of guesswork the 
lead has to do. Do they know where your 
gym is? How much parking costs? Who are 
they going to be meeting/greeted by when 
they arrive? What they are going to be doing 
when they come in? What the gym looks 
like? Will there be other people there when 
they are in? The above questions are all 
things most potential clients think about 
before they even set foot in a gym. So, one 
of the simplest things you can do with this is 
to take some of that guesswork out.

What about making them a personalised 
video that answers the vast majority 
of those questions? A video that shows 
what you look like, and where you’ll be 
meeting them on the day? Less worry 
about avoidable stuff, more chance of them 
turning up. If you’ve ever come along to 
one of the LTB seminar days you’ll be able 
to resonate with this feeling. If it’s your first 
one there isthings that run through your 
head like - Will it be easy to find the venue? 
Will I walk into the wrong bit? Will I know 
anyone? What kind of things should I bring

along with me? If that is what runs through 
our heads when we turn up to an event that 
doesn’t even have us under the spotlight, 
imagine what it’d be like if you were a 
potential client who had never really set 
foot in a gym, or worse, had done, but had 
had previous negative experiences.

Refundable Deposit for Initial 
Consultation? Alongside using the video to 
take out unnecessary angst over the actual 
consultation, getting the potential client 
to commit to the consultation by paying a 
refundable deposit is also something I think 
most trainers could utilise to good effect. 
If you get them to pay a £5-£10 deposit 
before they come in, which you refund post 
consultation, no matter if they sign-up or 
not, you’ve instantly got more buy-in to 
them coming along. Is it necessary? Nope 
and I’ve only started using it, but it could be 
a good way to improve the percentage of 
people who take what you do seriously.

Another way to think about this is to ask 
yourself , are you the best coach/ trainer in 
your local area? If you are, then your pricing 
and initial consultations should reflect this.

Is this for every trainer to use? Nope, 
but it could well be something that not 
only reduces the amount of cancellations 
you have for initial consultations, but also 
makes you stand out as someone who 
clearly has their shit together. Key Points:

1. Cancellations are common, chase people 
2-3 times if they cancel. If you don’t get 
a reply or they cancel again, leave it. No 
point in pursuing someone who is either 
going to be a nightmare to work with, or 
simply isn’t ready.

2. Take out as much guesswork as possible. 
You don’t have to do a video, even just a 
well-explained email, or pre consultation 
‘what to expect’ document.

3. Consider taking a small deposit to 
increase chance of turn-ups. Once you’ve 
got them face-to-face in the gym, your 
chance of a lead signing up is increased.

THE CONSULTATION JOURNEY 
CONTINUED
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THE CONSULTATION JOURNEY 
CONTINUED

Create either a ‘what to expect’ document or video and again, email me with the title ‘Book of Consults – Task 2 DONE!’

TASK TWO
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JUST BECAUSE ITS COMMON 
SENSE, DOESN’T MEAN ITS 

COMMON PRACTICE 
WILL ROGERS
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THE CONSULTATION JOURNEY 
CONTINUED

PHASE ONE INITIAL MEET
Do first impressions count? Have you ever 
been to a restaurant or café where the staff 
just don’t seem to care all that much? You 
walk in and nobody is there to greet you. It 
takes them 5 minutes to get you seated and 
then even longer to get you food and drink.

What would happen if you had walked 
into this establishment and a kind, 
welcoming and friendly waiter met you, 
apologised for how busy they currently 
were, but reassured you that you would 
have a table in 5-10 minutes – how much 
more likely are you to feel valued and happy 
with the situation you find yourself in?

First impressions matter, a lot and we as 
humans consciously and subconsciously 
feel them. If we put ourselves in the client’s 
shoes here, how are they likely to be feeling 
when they are coming in for this first 
meeting? Nervous, right? Which makes the 
first impression that we make with a client 
all the more important.

I think the most important thing you can 
do here is to mirror the other person. How 
are they standing, how does their body 
language look, how are they speaking? 
If you wander in all guns blazing with 
‘HEYYYY! I’M STUART!’ and they are more 
like ‘oh, hi….’ Do you think I’m making them 
feel comfortable? You want to make the 
client feel as comfortable as you can from 
the minute you meet them, and one of the 
easiest ways to do this is to mirror what they 
are doing. 

Mirroring – what is this and what’s it 
for? Mirroring is when you subconsciously 
imitate the gesture, speech pattern or 
attitude of another person. It often occurs 
without us even noticing it, but you can use 
it to your advantage in situations where you 
would like to make the other person feel 
comfortable. It is easy to come across as a 
bit weird when trying this, as it should be 

something that is done subconsciously or 
without really having to think about it. 
Try using subtle changes in your body 
language, your tone of voice and gestures 
that are very close to that of the lead you are 
sitting across from and see if it encourages 
them to open up a bit more. 

Alongside mirroring, I think this is where 
the previous section and its importance 
of taking out the guesswork are crucial. 
In the gym I’m based in I know when 
someone comes in they’ll be greeted by our 
receptionist and fitness instructor, who’s 
name is Becca (which they get told), and 
there will be a sofa for them to sit on and 
wait for me. This means that when the time 
comes for me to meet them, I know where 
they will be and they know that I’m on my 
way because they’ve spoken to Becca.
Things like this matter!
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You remember great meals not just because 
the food was great, but also because the 
customer service usually matches it. I bet 
you can name a time where the food was 
good, but the service was rubbish – did you 
go back? This is the same for us as PT’s, our 
product might be great (the training we 
provide), but if the customer service doesn’t 
match that it detracts from the product, 
which will inevitably equal fewer sales and 
less overall retention.

Be open and receptive with your 
posture, usually a handshake works 
perfectly because it’s a business meeting 
and attempt to keep your voice soft and 
slow so that you are making it easy for them 
to grasp you from the get go. Example – ‘Hi 
Nicola, It’s lovely to meet you and thank you 
for taking the time out of your day to come 
in here for a chat’. It’s also worth adding in 
here that when I do the vast majority of my 
consultations I use a room that’s designated 
for that. A lot of you may not have this 
option, in which case I’d recommend going 
for a coffee in a neutral environment. You 
want the client to be comfortable, so pick 
somewhere that’s easy to get to.

A lot of this may seem like minutiae so 
far, but these are the kind of things that 
can separate you out from other trainers, 
whilst also beginning the relationship off on 
the right foot. Trust is something we want 
as soon as we can get it. This stuff builds 
trust because it firstly shows how much you 
care and secondly shows how professional 
you are (the average personal trainer puts 
nowhere this much thought into their  

initial consultations!). The better the 
relationship begins, the better the buy-in 
moving forwards.

A Word (or two) on Eye Contact. I bet 
you can think of someone who you’ve 
met where something simply doesn’t feel 
right about them. It’s never easy to work 
out exactly what this is, but something 
I’ve started to notice is that I tend to get 
this feeling when someone can’t hold eye 
contact with me.

Our eyes are designed to hold 
contact with other people’s eyes and 
anthropologists believe our eyes actually 
helped us achieve greater levels of 
cooperation in the Palaeolithic days, which 
would have been essential for survival and 
the growth of civilisation. 

You don’t want to look at someone right 
in the eye as this looks dead weird, but if 
you can try to look just below their eyes 
this will not only help the above things 
I’ve mentioned but also make you seem 
warmer, more likeable and skilled. 

Yep, eye contact can make you seem 
better at what you do without even having 
done any of the actual work you get paid to 
do; train people! 

Key Points:

1. Mirror the other person
2. How much guessing do they have to do?
3. Use eye contact to help that  

initial interaction

Next time you have an interaction with a client or gym member, try mirroring 
their body language and become aware of what happens. Do they seem more 
comfortable and willing to open up? Once you’ve done it, email me with the title 
‘Book of Consults – Task 3 DONE!’

TASK THREE

THE CONSULTATION JOURNEY 
CONTINUED



PEOPLE DON’T CARE HOW 
MUCH YOU KNOW, UNTIL THEY 
KNOW HOW MUCH YOU CARE

ALWYN COSGROVE
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PHASE TWO THE CHAT

This is probably the most important phase 
of the consultation as it’s the bit where you 
actually get to know the person. This phase 
is all about something very few of us do well 
nowadays – listening.

Your consultation will likely involve a 
form with questions on it that you or the 
business you work for has created. Your goal 
with this is to ask the questions and write 
down the responses. Although this is fine, 
and will be suffice for some people, why 
can’t we make this part of our business even 
better? We look to optimise our training and 
nutrition, why can’t we optimise this 
as well?

Instead of asking very expected and 
conveyer belted type questions and writing 
out their answers on a sheet of paper, we 
should be looking to ask specific questions 
that will encourage answers that give 
us insights into this person. Remember, 
our goal at this phase is to establish a 
connection and build rapport, questions 
that are asked off of a form don’t do this 
anywhere near as well as some of the 
questions I’ve given as examples below.
It’s firstly important to set a few things in 
place before you get into talking about 
them, their why and their goals. You want 
to (the following is adapted from the book 
“Motivational Interviewing”. Thanks to Alex 
Pearson for the notes!) – 

1. Inform how much time we have for the 
session- ‘We have around an hour today 
to discuss any aspects of your health and 
fitness that interest you’.

2. Assure - ‘If we run out of time today and 
you still have questions, then we can 
reschedule for another appointment’.

3. Overview of expectations for the 
session- ‘It’s often useful for us to begin 
with me getting to know you a little 
better’.Maybe including your job, eating 
habits, activity patterns and previous 
exercise experiences. We can then see 

you’re interested in making any changes.
If we do find something, then we can talk 
through how you might set specific goals 
for yourself to get what you want.”

4. Check-in and ask permission - ‘Does 
that all sound ok?’. Assuming you get a 
‘yes, that sounds great’ back, then the 
first question I usually ask is simply - 
‘Tell me a bit about yourself’ or ‘Tell me 
about why you are here’ (the second 
one assumes they have got in touch 
with you).Both of these are open-ended 
questions (OEQ’s). These are types 
of questions that encourage more 
than a ‘yes’ or a ‘no’ answer, which in 
a situation where we want to get the 
client to open up to us and allow us 
to learn about them as a person, are 
incredibly important. It is well worth 
me mentioning that although OEQ’s 
are great, closed-ended questions 
(CEQ’s) also serve a purpose and are 
not completely void of use in initial 
consultations. They can help focus the 
conversation on a specific point, ‘Do 
you like using free weights?’ or assist in 
establishing facts ‘so you are saying that 
you hated working on your legs?’.

A nice way to describe the way you should 
think about your listening here is to call it 
“selfless listening” (I’ve absolutely no idea 
where I’ve stolen that from!). Essentially, 
the type of listening you should be doing 
should have no want to push the topic of 
conversation back onto yourself. It should 
be all about them, it should be selfless. This 
will help you really start to understand the 
type of person they are, what makes them 
tick and start to form some sort of rapport. 

Here’s a nice list of questions to keep 
in mind for this section, but one of the 
most important things about chatting to 
someone is that the conversation flows and 
that it is a two-way thing. You should have 
questions you know you can ask that will 

direct what you do NEED to know, but the 
majority of the time spent with this person 
should be natural conversation, with them 
doing most of the talking.

• Tell me a bit about yourself?
• Tell me about why you got in touch with 

… (insert your business name)
• Tell me about the best version  

of yourself? 
• Who do you want to become?
• What does that person do everyday?
• What is life like when you feel you’re the 

best version of yourself?
• Which goals are you hoping you’ll make 

progress on by working with me?
• What makes you want those goals?
• How do you want to feel?
• When you stand in front of a mirror, are 

you happy with the way you look? 
• Why is (̂ ^ answer) important to you?
• Who are the people you’re doing this for?
• What do you want to learn about by 

working with me?
• What other things have you tried?
• What is currently keeping you from 

achieving your goal?
• Please list your top 5 goals. Of those, 

what is your top 3? Of those, what is the 
1st goal you would like to achieve?

• What’s the best way for me to support 
you right now?

PLEASE be mindful that some of these 
questions may not be comfortable/ 
appropriate for some people. I wouldn’t  
ask many of the older male clients I’ve 
worked with what their ‘best version of 
themselves’ is…

Should I write everything they say down 
on paper? Because the act of listening 
involves you looking at the person who is 
speaking, you don’t want to be writing every 
single thing they say down.  
My recommendation would be to have 

CLICK HERE FOR A REALLY GOOD EXAMPLE OF A SMALL SECTION OF AN INITIAL CONSULTATION

THE CONSULTATION JOURNEY 
CONTINUED
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specific things you know you want/ need 
to know and then to take bullet points 
on the key things they have said. This will 
mean you can keep showing them you are 
listening, but you’ll also have key things to 
take away from the chat without having to 
remember it all. 

Using what they tell you here to ‘wow’ 
them in your free session. One of the main 
things you should be looking out for when 
the lead speaks is the things they become 
passionate about; the bits of information 
that they highlight with their voice. This is 
the stuff that they as a person care about 
most; it’s the stuff that makes them, them.
Let’s just say you’re in a consult with Jane 
who has 2 kids, you know this because 
when you asked Jane the question “tell 
me a bit about yourself”, the first thing 
Jane told you was that she is a mum of two 
younger kids who keep her very busy. Now 
during your free session with Jane, you take 
her through a squat and as she descends 
she happens to have the common error of 
some knee valgus (where her knee’s start 
to come together). Now you could simply 
cue her ‘to push her knee’s out’, or we could 
up things to that “wow” level I mentioned.

What we know from some cool research into 
the science of learning is that people retain 
information a lot better when it comes 
with an external and explicit focus (i.e. 
analogies). To make this cue better for Jane 
and to have more of a personal focus we 
would ask her to imagine one of her kids is 
pulling one knee out, and the other is doing 
the same to her other knee. 

The result from this kind of thing is:

1. Retention of that cue – You know how 
you sometimes get those ‘aha moments’ 
with clients when they are doing a 
movement and they nail it, and then the 
next time they come in they’ve forgotten 
it? This format of coaching improves 
that retention hugely. You think Jane will 
remember ‘imagine your kids pulling you 
in both directions’ next time? 

2. It shows you care – We love being 
understood as humans, and what nicer 
way to show that someone understands 
you than by creating a coaching cue that 
is about THEM. It’s not typical, it’s not 
conveyer belted, it’s about them! Do you 
think this will increase the likelihood of 
them wanting to turn up more often?

Once the client has answered some  of 
these questions, it is then your job to 
paraphrase/ summarize what they have 
said to double check understanding and 
to show that you have been listening. Keep 
things simple here and use sentences 
like ‘so, it sounds like…’, or ‘if I’m hearing 
you correctly you have experienced this 
which means you would like this..’’ This is 
all about showing them you understand 
where they’ve come from, what they’ve 
experienced and have a good idea about 
where they would like to go – this is the 
stuff that builds the connection that is so 
important at this stage.

Figuring out their ‘why’ (this bit is seriously 
important). I think one of the most 
important things about this stage is to be 
able to figure out their ‘why’. We often think 
we are working this out by asking ‘what are 
your goals?’ but in reality, the reason they 
give you here is rarely the actual reason 
they have got in touch.
Here’s a typical conversation – 
Trainer – ‘What are your goals?’
Lead – ‘I’d like to lose a stone and tone up’
…. Next question.
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A better idea here would be to ask why 
that’s important to them. Most people will 
start from a place of external motivation 
(where they are motivated by things outside 
of themselves - like rewards, praise or fame), 
which although isn’t wrong, it also isn’t the 
strongest form of motivation for long-term 
adherence. If you ask ‘why’ enough times 
you’ll probably find a lot of people are doing 
it because they’ve been told they should, 
maybe by their doctor, spouse or friend, 
or because they think they should, not 
necessarily because they actually want too.

This is an important thing for you to find 
out as it can help the way you decide how 
you train them most effectively. Somebody 
who is more externally motivated will 
likely need a bit more support, more 
accountability and more guidance towards 
becoming more internally motivated.

We want to be able to take them from: 
‘I’m here because I should be here’ to ‘I’m 
here because I want to be here’.

Here’s an example –
 
Q  ‘What are you looking for in personal 

training/ group training/ a gym 
membership?’ ANSWER. 

Q  ‘And why is that important to you?’ 
ANSWER. 

Q  ‘And what will that mean when you get 
ANSWER?’ 

ANSWER is the real WHY.!

At this stage, we want to try and figure 
out about there – past – what have they 
previously done/ tried/ enjoyed/ found 
that has hindered their progress? Present 
- where are they sitting just now? Future – 
what do they want to achieve? What does 
this look and feel like?

What to do if you have a consultation 
with someone who says very little. This 
can be common as again, we are working 
with people and people vary a whole lot 
with how they communicate. Some people 
are simpler quieter, more introverted 
and less likely to talk than others and it 
is important you see this as completely 
normal and just the way some people  
are. It’s not weird; it is just that we are  
all different.

One of the things that us humans usually 
really don’t like is silence and you can use 
silence to gain more insight into a quieter 
person during a consultation. After the 
lead has spoken, allow 3 seconds (use the 
“Mississippi” rule!) to go by without you 
saying anything, this can encourage the 
lead to fill this and often the information 
they share after a silence is relevant to what 
you are discussing.

People also give away little hints as to 
what excites and is important to them. 
It’s crucial that you try to grasp these little 
bits of energy. If you see or hear someone 
get excited about something, ask them 
about it as it’s obviously something that is 
important to them and it’ll give you some 
information about the type of person they 
are. This can also help open them up and 
give them the space needed to warm to you.

Just as a final note to this, some leads 
may come in and just want to workout. 
You’ll be able to judge this if the whole 
consultation thing just seems foreign to 
them. Explain why you are doing the consult 
(because is important), get the info that 
you need and then give them what they 
want. The question “what’s the best way 
for me to support you right now?” can work 
incredibly well here as it puts the onus on 
them. Anecdotally I’ve often found the reply 
to be something like “I just want you to tell 
me what to do”. 

Key Points: 

1. Inform, assure, overview, check in
2. Start with an OEQ
3. Be selfless in your listening
4. Can we create analogies for cueing using 

what the lead says?
5. Ask “why” more than once. 
6. Do you know their past, present  

and future?

Trial doing some fake consultations 
with family members, partners or 
friends. The best way to get better 
at all of this is to practice doing it. 
The more practice you do, the better 
you’ll get.. You guessed it, email me 
once you’ve done this with the title 
‘Book of Consults – Task 4 DONE!’.

TASK FOUR

THE CONSULTATION JOURNEY 
CONTINUED

MUST KNOW
Injuries

Training experience

Their why

Nutrition - intolerances, previous and current

Where they have come from

SHOULD KNOW
What do they like? Training and nutrition

Value, beliefs, needs and wants

Available time

Career

Barriers

Future plans (wedding/holidays etc)

COULD KNOW
Support mechanisms

Thier individual interests



MOST PEOPLE DO NOT 
LISTEN WITH THE INTENT TO 
UNDERSTAND; THEY LISTEN 
WITH THE INTENT TO REPLY

STEPHEN R. COVEY



WE HAVE TWO EARS 
AND ONE MOUTH FOR A 
GOOD REASON
CATHY MACDONALDS GRANDMOTHER



KNOWLEDGE GAINED 
THROUGH EXPERIENCE 

IS FAR SUPERIOR 
AND MANY TIMES 

MORE USEFUL THAN 
KNOWLEDGE GAINED 

THROUGH BOOKS
GANDHI
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PHASE TWO
THE PLAN
Now this is the phase where you get to put 
what you’ve learnt, your experience with 
other clients and your understanding of 
what this lead actually wants, into practice. 
If you’ve been listening to what their 
goals are and got a good idea of the type 
of person they are you should be able to 
paint a picture that describes close to what 
it is they are looking for. They want quick 
results? Show them how. They want to 
drop a dress size? Use your knowledge and 
experience to show how long that will take. 
They want to feel like they can get a bit of 
their confidence back? Be compassionate 
and give them hope, and ideally make them 
feel like they’re not alone. They just want to 
get started, no fluffy stuff, just straight to 
the result? Get them moving immediately. 
You want to match what it is they are 
looking for to the service that you provide 
that most suits them and GIVE THEM HOPE. 
Don’t wonder around what you think is best, 
be honest, tell them and if they can’t afford 
it then you deal with that if it becomes 
an issue.

  
PRICING
I think the biggest mistake PT’s make with 
their pricing is that they don’t believe they 
are worth what they charge. £30 per hour?! 
‘I know it’s expensive, but this is the price’. 
No, it is not ‘expensive’! Do you know why? 
Because we get to help people change their 
lives. We help people become happier, 
healthier and more content in their own 
skin. We help them live longer!

Does Sky or Virgin do that? Do they hell! 
And people are willing to spend upwards 
of £100 per month on those things or 
they spend £1000’s of pounds on gym 
memberships that are never used, slimming 
tablets that don’t work and diet plans that 
promise the world and deliver feck all – 
that’s expensive! If you do your job properly 
(by providing excellent customer service, 
checking-in with your clients regularly and 
educating them) that £30 per hour is more 
than worth it. In fact, I’ll go out on a limb 
here and say that if you’re reading this book, 
you are likely undercharging.

I remember the day I put my prices up 
from £35 to £40 per session. I was told I’d 
struggle to gain more clients, yet I didn’t. 
Nobody batted an eyelid. People are 
willing to pay and you can very easily make 
yourself become a “bill” in this industry. 
Out of the clients I work with just now, I’ve 
got one that’s been with me for less than 1 
year, 4 that are less than 2 years and the rest 
have all been with me for just under 3 (since 
I started personal training). This is not brag, 
I’m simply making a point about personal 
training and the costs involved – people 
don’t have an issue with the price. So then, 
how do you bring it up and make it less of a 
likely objection?

If you do the other stages effectively and 
you’ve been able to grasp what it is they are 
looking for, you should be able to make the 
price much less of an issue. Get their “why” 
down to a good level, show understanding 
and good communication skills and show 
them a path towards the place they want to 
start moving towards.

Get them to pay on the day? If a lead 
comes in for a consultation and is just raring 
to go, you don’t want to miss out on an 
opportunity to get them signed up there 
and then. 

Get them to sign up for your sessions by 
using a service like gocardless, where you 
can sit next to them with a laptop or similar, 
go onto the site and get them to fill in the 
needed details to sign up on the spot. If it 
becomes something your business simply 
‘does’, it won’t be weird or different at all.

Monthly Vs. Block Payments. If you are 
new to the industry, or have never thought 
about doing things a bit differently, chances 
are you’ll still use block payments. This is 
not a bad thing, and I’m not about to tell you 
that you are doing things incredibly wrong, 
but there is a better way. 

Doing it monthly not only makes things 
easier for you because you are guaranteeing 
income every 4 weeks, but you are also 
making your accounts a whole lot simpler 
and becoming closer to being just another 
“bill” for a client. We want to become like 
a bill as it makes us seem more affordable 
and just a part of the monthly expenditure.

I’ll add a caveat to this by saying that 
the majority of my 1-2-1 clients still pay in 
blocks, and will continue to do so until I 
stop coaching them, simply because this is 
the way we’ve always done it and it works.  
This is not a miracle retention formula that 
makes clients stay for life; this is a tool that 
can make yours and your client’s life easier.

How to work out what a client should 
pay monthly (giving you and the client 4 
weeks worth of holiday) –

1. How many sessions weekly X per session 
cost = weekly cost

2. Weekly cost x 48 = year cost
3. Divide by 52 = per 4 weekly cost

THE CONSULTATION JOURNEY 
CONTINUED
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Should you work for free? (Written by  
Chris Burgess). Why I’m happy to work for 
free - There is a very simple reason I work 
for free, and why I think it’s a great idea for 
many, many people.

Firstly, when I got started I was excellent 
at connecting with people but absolutely 
awful at asking for money, so the easiest 
way of me demonstrating that I was ‘worth 
it’ was to just let the client absorb my 
service for a set period of time (1 Week) and 
then they could really see that I was on 
their team. By all means, if you are a great 
closer in the sales process, your need for 
offering free trials is less important but I do 
know that most people reading this book 
aren’t natural sales people, and that is fine, 
you just need to learn to work with that 
rather than against it.

How I utilised free sessions to 
great effect: When someone made contact 
with me I would do whatever I could to get 
them into a consultation because I know 
that having a conversation would be the 
best way of me showing my ability to help. 
In the early correspondence with the client, 
before the initial meeting, I would use a 
statement that had great buy in every time: 
‘Before I really get to know you, your goals 
and how you move, I don’t know precisely 
what will be involved in how to help you 
best. What I promise is that I will do my best 
to find a direction for you that gets you to 
where you want to be as fast as possible - so 
before we decide on packages and such like, 
how about you come along to 3 sessions 
with me (for free) and I can get my head 
around how I can support you best’.

Deconstructing this using what I know 
now - I have demonstrated honesty, and 
shown them that I am not about taking 
money without guaranteeing I can get them 
a result. It reduces the barriers incredibly 
well. With the 3 sessions I would cover 
the movement assessment/ introduction 
training session in session 1, and then the 
other 2 sessions would be actual training 
sessions bespoke to them. 

Looking back at this now, it was a 
masterstroke because they got to see 
how much effort I put into programming 
(probably more than I do now!) and creating 
a truly bespoke plan. 
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When it comes to converting, we had 
the conversation about pricing after the 
free trial whenever they suggested it. 
Sometimes it was in the consult, sometimes 
it was in the email before the consult, 
sometimes it was after the 3rd session, 
but what I was BRILLIANT at was ensuring 
their programme was written for 10 weeks, 
and they had full understanding that the 
programme would need to change after 
that, and their nutrition plan would need 
weekly adjustments. 

So at the point of the free trial ending, 
they had a nutrition plan (often awful, but 
hey it was still a plan that provided more 
value than I needed to give) a training plan, 
and they knew how to execute the session. 

So why did 100% of people I have 
consulted with stay? Well think about it, 
they could see that more than anything 
- and above money - I loved my job and 
I wanted them to win. It was a powerful 
combination. Was it risky? Maybe…but at 
that stage I was only risking my time (and as 
an FYI - we still run these free trials today at 
LTB gym).

Now at this stage I could give you advice 
on ensuring they know the pricing before 
the trial starts, or indeed getting them 
signed up to a payment link that takes 
payment on day 8…but that would come 
from a position of me never done 
 that myself. 

Do you run the risk of attracting free 
loaders? Maybe. But your initial consult 
should be able to weed them out. Why not 
only give away 1 free session? I am a firm 
believer that NO trainer can demonstrate 
their true value in 3 sessions, let alone 
1. The more value you give on the gym 
floor, the more value you show in your 
programming and customer service the less 
dispensable you become 

The last thing I want to mention here 
is the true cost of giving away a week long 
free trial. Even if you charge £35 per session, 
your cost here is £105. I know people who 
waste that money every week in Facebook 
adverts trying to demonstrate value to cold 
leads who will hopefully pay them £35 
per session. 

Whether you do a free trial, or whether 
you pay for ads and don’t use a free trial, 

every lead you get is either costing you 
time or money. I would rather give my time 
because I know how precious I can make 
someone feel. That way, especially in the 
early days (and financially tight days) I could 
save my money.  

The Perfect Free Trial Plan:

Day 1: Consult and  subscribe to 7 day 
autoresponder 
Day 2: Add to client Facebook group
Day 3: Session 1 and  ‘Well done’ text
Day 4: Text ‘how are the doms? And thank 
you for coming in and working so hard’  
also be specific about something they did 
really well.
Day 5: Session 2, and assumptively book 
session 3 for next week. 
Day 6: ‘Hey, I saw this and thought it would 
help’ SMS
Day 7: Here is your plan and thank you card 
in the post

Some extra points from Stuart about 
free/induction sessions: 

• Look to add value wherever you can 
in these free sessions – what are you 
going to do that makes you stick out in 
comparison to the other trainers this 
lead may have met?

• Follow up – even if the lead doesn’t 
seem all that interested, follow up and 
give them something that will help 
them move forwards just now. Maybe a 
few recipes, a video or a blog post that 
will educate them on something they 
mentioned during your chat. 

• Be positive & present – I know these 
two might seem really obvious, but 
it’s amazing the amount of trainers 
I’ve witnessed mention things that are 
negative (like problems that people have 
that aren’t actually problems) or they 
look distracted and uninterested. We like 
having other people pay full attention to 
us, it feels good and doesn’t happen as 
often as you might think. Be 100% there 
when you do your PT sessions (free or 
paid!) – it’ll pay off in sales and retention.

This phase is all about creating 
an image of what this lead’s path 
towards success may look like. Take 
what the lead has told you and 
summarise it. “So, just to summarise 
and ensure I understand what 
we’ve discussed, it sounds like you 
would like to (insert goal) because 
(insert why) and you find (mention 
a barrier) is getting in your way 
currently – is this correct?”

THE PLAN PHASE 
SUMMARISED

THE CONSULTATION JOURNEY 
CONTINUED

PHASE TWO
THE FORMS
We keep things really simple here. The 
forms we use are as follows: 

1. Par-Q
2. Charter of Expectations (explaining what 

the expectations of the client are, as well 
as what the client can expect of us as the 
trainer)

3. 7 Day Food Diary (in 95% of cases as 
some people just want the exercise 
portion of personal training)

4. Cancellation Policy
5. Term’s & Condition’s
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NOTHING WILL EVER 
DEMONSTRATE THE VALUE 
OF YOUR SERVICE BETTER 
THAN LETTING PEOPLE 
EXPERIENCE IT. NO EMAILS, 
VIDEOS, BLOGS OR BOOKS 
WILL EVER BEAT GOOD OLD 
FASHIONED GETTING ON 
WITH THE JOB
CHRIS BURGESS
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THE CONSULTATION JOURNEY 
CONTINUED

Refer to Gregg’s pragmatic programme design work through the members area for 
more in depth explanations on this

SCREEN EXERCISE
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In my career, I’ve gone down a lot of 
different routes with the screening process. 
At the very start I didn’t have one, as I hadn’t 
been taught to use one in my qualification. 
I then went down the deep rabbit hole of 
thinking I needed to do an incredibly in-
depth one where I looked into every little 
detail and analysed things to an extent that 
I honestly can’t believe some people then 
started to pay me. Then things span around 
3600 again and I stopped doing them 
altogether. Nowadays I use one, but at the 
same time I suppose I kind of don’t.

Let me break that last statement down 
a bit more. The way I now screen a client 
is through assessing them throughout a 
typical session I plan to use with them. I 
use the exercises I know I want to use and 
put them through a session that uses the 
easiest versions of these exercises. This 
means I can assess whether they have the 
skill, motor learning and available joint 
range of motion to be doing that exercise in 
a safe manner.

If I put someone through a standing 
dumbbell shoulder press and in order 
to get full shoulder flexion they go into 
lumber hyperextension, they won’t be 
doing overhead work until we’ve worked 
on their mobility, or they simply won’t be 
doing that exercise (this for some clients will 
be the reality and we’ll stick to landmine 
variations/ less overhead work).

Lets take an exercise like a squat. I want 
to be able to do some kind of squatting 
variation with the clients I work with 
because it works a lot of muscles and is a 
movement that most people do daily. On 
day one I might start a client on a goblet 
squat and lets say that the movement 
doesn’t look right. They are coming up on 
their toes, going into some knee valgus 
and are lacking the understanding of how 
to do the movement properly. I could then 
take this back a few steps by removing the 
weight and introducing a high box to sit 
down onto (placing the clients arms out in 
front/ using a light plate can also help as 
they act as a counterbalance).

There’s a high chance that with the 
above example the movement will clean 
itself up because there’s less to think about 
and we’ve introduced something for the 

client to sit on. It’s a whole lot easier to 
touch your bum on a box as a guide than 
it is to sit back into space where you don’t 
actually know where you’re going.

The Problem With Most Screens: The 
main problem with most of the screening 
processes that are currently out there is 
that they quite often tell otherwise healthy 
people that there is something wrong with 
them, which can flair up something called 
“the nocebo effect”. This is when you tell 
someone that something is wrong, when 
it actually isn’t, and you create a problem. 
For example, in a typical screen you may 
see someone squat with some knee valgus, 
which is normal. Instead of realising this is 
normal, a lot of screens will make you think 
this is the time to tell someone they are at 
risk of a knee injury if they keep squatting 
like this, which could then make the person 
start having pain in their knee without 
there actually being an issue. The brain is a 
wonderful thing…

A lot of the current screens available to 
trainers use assessments in static postures, 
where you get someone to stand up and 
look at the way they stand still. This is said 
to be a reliable way to predict pain and 
injury, but the main problem with this is 
that it’s not supported by any research.  
One study assessed whether resting head 
posture in 427 people perfectly aligned with 
the “correct” posture postulated in many 
books and articles. They found absolutely 
none to be the same, which really does 
highlight how it can be so hard to pass 
these kinds of screens (1). Another looked 
into whether resting scapular posture was 
correlated to poor movement patterns. 
They, similarly to the study before, found 
nothing (2).

The Functional Movement Screen (FMS) 
– What Does The Research Say? A study 
completed by Schneider’s et al on the use 
of FMS found that they could not reveal a 
difference in test results in athletes who had 
actually been injured and who had not (3). 
Basically, the FMS’s system couldn’t show 
that their test actually predicted injury, 
which is what it prides itself on doing…

I think where we have to go with 

something like the FMS is remember that it 
is not inherently bad, as most information 
is good, but what does it actually give us? 
It gives us some information on what a 
particular movement looks like on that day 
during that specific screen, nothing much 
else. As it doesn’t correlate with injury, 
is there really any need for us to put our 
clients through something as complex?

The only thing we really want to take 
note of during the assessment would be if 
the person had mentioned they had any 
previous injuries, as previous and current 
injuries have been shown to be a risk 
factor for future problems (4). This and if 
an asymmetry in a movement slaps you in 
the face it is that obvious, in which case it’s 
probably best to refer out.
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PHASE THREE
POST CONSULTATION
This is another really nice opportunity to 
show your customer service skills off and  
create value.

Let’s say you’ve just met and had a 
consultation with Pamela, who is interested 
in your services and is thinking about 
doing personal training twice per week. 
Pamela also happened to mention when 
you chatted about her nutrition that she 
struggles with healthy and filling breakfast 

ideas, and you remember this because you 
were listening with the intent to understand 
her, right…? What about sending Pamela 
an email to say how great it was to meet 
her and sending her some examples of 
breakfast ideas you know your other clients 
like having?

The goal with this post consultation 
section is to ensure you are encouraging 
a lead to go from “hmmm, I’ll think about 

it” to “yeah lets do this!” It doesn’t always 
happen, but if we can increase the chance 
of it happening by even just a little bit, it’s 
more than worth the time it will take. If they 
have already agreed to sign-up, and you’ve 
taken payment on the day, then you can 
swiftly move onto the next section.
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THE CONSULTATION JOURNEY 
CONTINUED

EVERYTHING WE DO WITH A 
CLIENT IS AN ASSESSMENT

BILL HARTMAN



IT’S NOT ABOUT YOU, IT’S 
ABOUT THE CLIENT

DAN JOHN
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THE CONSULTATION JOURNEY 
CONTINUED

PHASE THREE SETTLING THE CLIENT IN
I suppose this could also be called the  
on-boarding section, as this is where you 
look to make the client’s introduction into 
your gym/ business as easy, professional 
and customer service driven as possible. 

Your sole goal here is to make the 
client feel welcomed, capable and valued 
from the word go. Personal training is 
an investment, and to most people, it’s 
expensive. If you do one personal training 
session per week that could easily work  
out at £120-160 per month, which is 4-5 
times the amount you’ll pay for a typical 
gym membership. Yes, we know it’s worth 
it, but initially a lot of clients won’t. This 
is where giving them something that 
increases the amount of value you create, 
but also decreases the overall investment 
they’ve made can work absolute wonders 
for helping a client feel incredibly valued 
and part of something bigger than just 
“personal training sessions”. 

What kind of thing could you offer here?

• Handwritten thank you card (this is an 
absolute must in my view – people love 
this shit!)

• A printed or digital welcome document 
that explains your training and nutrition 
philosophy and some guidelines for 
them starting out

• A recipe book
• Welcomed into your client  

Facebook group
• A auto-responder email series that gives 

them simple daily tips (this can be set up 
through Mailchimp or Aweber)

Auto-responder Example (Credit to Jean-
Claude Vacassin and Jerome Bolze for the 
Inspiration Behind this)
 
Nutrition & Supplementation
Lesson 1: Calories
Lesson 2: Macronutrients
Lesson 3: Protein
Lesson 4: Fats
Lesson 5: Carbohydrates 
Lesson 6: Fibre
Lesson 7: Micronutrients
Lesson 8: Liquid Calories
Lesson 9: Supplements
Lesson 10: MyFitnessPal
Lesson 11: Hydration

Lifestyle
Lesson 1: Expected Rate of Progress
Lesson 2: Tracking Progress
Lesson 3: Daily Weigh Ins
Lesson 4: Taking Measurements
Lesson 5: Meal Prep
Lesson 6: Meal Timings
Lesson 7: Eating Out
Lesson 8: Going “Out Out”
Lesson 9: NEAT

Training
Lesson 1: Progressive Overload
Lesson 2: Compound Exercises and 
Isolation Exercises
Lesson 3: Cardio

You basically just want to show them 
that you:

1. Do things differently. Make yourself stick 
out here. Systemise things - a welcome 
card takes 10mins to do and all the rest 
can be made in your own time and then 
sent out to every new client, or employ 
a P.A…

2. That you genuinely care and want them 
to succeed

3. Reduce the perceived initial expense

All of the above is great, but honestly, 
this onboarding thing does not have to 
be complicated. Keep it simple, efficient 
and with the client in mind. A thank you 
card works, is really appreciated and is 
super simple. Providing them with an 
autoresponder series that you spend a 
couple of weeks designing is simple and 
once it’s done, it’s done and can be scaled 
to whomever joins your business.
I also think it’s important to mention the 
importance of the element of  
self-determination theory called 
‘competence’ here. Competence can be 
described as placing people into situations 
where they are going to feel successful, and 
capable and like they are getting better at 
something. The complete opposite of this 
is feeling stupid, which I’ve been victim of 
making new clients feel like, simply because 
I didn’t really know about progressing and 
regressing exercises and thought every new 
client should be capable of doing full press-
ups, oh how wrong I was...

When you start a new client off, put them 
in situations where they are made to feel 
competent. An example of this is something 
like a back squat, which, although is a 
fantastic exercise, is also uncomfortable 
and technically awkward when you’ve 
never done it before. Instead of using a 
back squat, how about giving the client a 
high box squat so they can get used to the 
movement of squatting. We want to build 
skill, comfort and competence before we 
add load.
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Exceptional Customer Service – Does 
 It Matter? I recently bought a suit jacket 
from a company called “suitsupply”. They 
are expensive, but I’d had the company 
recommended to me from someone I trust, 
so I decided I’d give them a shot as I wanted 
something that was going to last and of 
course, look good.

Alongside the fantastic website they 
have and very easy to buy products, they 
also send you your purchase in a box that 
is incredibly similar to that of an Apple box 
– clean, stylish and with an added “wow” 
factor. It’s wrapped in tissue paper and 
sealed with a hand written thank you note. 

THE CONSULTATION JOURNEY 
CONTINUED

The bit I love even more is that they give  
you a “recommended clothes to wear this 
with” leaflet. 

That might sound stupid, but man 
is it useful and clear over delivery at it’s 
finest. Yes they are more expensive than a 
lot of other companies out there, but the 
quality of product, customer service and 
obvious care for delivering an outstanding 
experience means I’ve now written a 200-
word story about them in a book that’s got 
nothing to do with Suits… 

This stuff matters and we as humans not 
only love it, but we appreciate it because it 
doesn’t happen all that often.



LIFT THE BAR | ESSENTIALS GUIDE BOOK OF CONSULTS PG 33

ESSENTIALS GUIDE BOOK OF CONSULTS

THE PRINCIPLES OF A GREAT CONSULTATION PROCESS

FINAL WORDS

1. Think about providing world class customer service from the point of first enquiry
2. Take out as much of the guesswork as you can for the lead
3. Make them feel welcomed, valued and understood
4. Paint a picture of what their journey will roughly look like – give them hope 
5. Keep the screening process basic and remember not to get to bogged down in the minutiae of it all
6. Wow them with your on-boarding procedure and provide value

CONSULTATIONS FOR THE GROUP TRAINER
There is a chance you’ll be reading this saying “yeah LTB, I get it, 
consultations are great, but I can’t do this with every new person 
who comes into my business because I run a group training model”. 
Firstly, you’re right, you can’t run this exact consultation journey 
because it would be ridiculously inefficient and time consuming, but 
you can take some of the principles from it (listed below) and use 
these.

You should still have a smooth system for ANYONE who comes 
into your business. Could you direct them to a nice looking online 
typeform instead of doing the chat phase? Can you do an induction 
seminar where you bring a group of new clients and do a refined 
version of this?

There is no reason why you shouldn’t still be doing some kind of 
consultation process as a mainly group trainer, it just needs to 
be refined. You still want your new clients to be wowed by your 
customer service, made to feel valued and to be involved in a set-up 
that empowers them towards success.

Yes this guide is huge, and yes I know there’s a chance you’ll be a bit 
overwhelmed with how much information it does contain; but this 
is where the magic of books like this are, take what it useful for YOU 
and discard what is not.There is no need to apply every single thing 
in this book, but please do consider setting up your own process 
for the whole journey of getting a client signed up. Why? Because 
systems make things run smoother. They take out the guesswork  
and provide clarity for the process that a new customer coming in to 
your business goes through.

I’ve laid out a framework that we at LTB use and we’ve got one very 
similar to this in terms of depth that the education side use, which is 
all about using those same principles that I’ve mentioned at the end. 
That word ‘framework’ is important here, let it guide your process, 
but don’t take it as gospel, your experiences count for a lot! 

I sincerely hope you’ve taken something from this and it’s aided 
you in setting up a smoother and more customer service orientated 
(with hopefully increased sales!) consultation process.
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IT’S ABOUT GIVING YOUR 
CLIENTS WHAT THEY NEED, TO 

ACHIEVE WHAT THEY WANT
NICK TUMMINELLO




