
HOW ANYONE (FROM ANYWHERE) 
CAN START A COACHING BUSINESS 

& LIVE THEIR BIG DREAMS

#signaturelife
COACHING ACADEMY
STAND OUT. MAKE MONEY. IMPACT THE WORLD.
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Busting the
Big Myth
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SECTION 1: 
INTRODUCTION
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Hi (again) gorgeous! I’m Daria Zest, success coach for female 

coaches, business mentor and founder of the #signaturelife 

Coaching Academy. Just 2 years ago, I was living a completely 

different life – slaving away at a 9-5 after leaving my home country in 

search of “more”. Today, I own a thriving half a million dollar business 

and I’m living my own version of a 5-star, signature life. 

Hi Gorgeous !
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I’m so grateful for and humbled by what I have today. 

But the truth is, none of this was handed to me. This beautiful 

business and life definitely did not materialize overnight. Far from it, 

in fact! I spent the first 9 months of my business totally clientless, until 

I made some major changes to the very foundations of my business.

THAT’S WHAT I WANT TO TALK TO YOU 
ABOUT TODAY: 

the essential elements every coaching business 
needs to succeed. 

Once I took a step back and 

made these crucial changes to 

the foundation of my business, I 

went from clientless to booked 

solid in just a few months. This 

stuff is that powerful!

So, let’s talk: You know 
the phrase, “Speak to many 
and attract no one; speak 
to one and attract many”? 
It’s SO true!
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I know, I know. Narrowing your niche can feel scary. Maybe you worry 

about missing out on potential clients (#FOMO) or leaving loads of 

money on the table. But you know what? Most (if not all) coaches 

find the total opposite happens when they niche down. With clarity 

comes power, love! 

When you get crazy clear about the ONE person you’re 
here to serve, the urgent needs and goals of that 

ONE person and how YOU specifically can deliver 
exceptional and unique service to that ONE person, 

everything changes. 

When I niched down to new coaches, got strikingly clear on the 

urgent and immediate needs of these coaches and then figured out 

where me and my dazzling, unique personality fit into the puzzle, 

that’s when real magic happened.
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And it’s not just true for me: 

These simple tweaks to 

the very foundations of my 

clients’ coaching businesses 

helped them go from nada to 

five-figure months in just weeks, 

too!

Still not sure you want to niche? 

THINK ABOUT IT THIS WAY: 

Imagine that your relationships with your clients are romantic 

relationships. (Seriously – stick with me!) If you want a long-lasting 

and love-filled union, you need to know and understand the other 

person, inside and out. 

You need to prioritize your relationship with that person above all 

others. You need to get to know this person from every angle and 

put them (and their needs) at the tippy-top of your priority list. I 

promise that if you apply this theory to your client relationships, your 

client relationships will thrive (and multiply!) and your business will 

skyrocket.

And you can quote me on that. 
Not sure what to do next? I’ve got you covered.
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Inside the workbook, you’ll find quick, clarity-inducing exercises to 

help you:

 Get super specific and clear about your ideal client so that you 

know them better than they know themselves and your marketing 

speaks directly to their hearts

  Discover your signature element and what sets you apart from 

other coaches in the industry 

 Design a brilliant sales pitch so you can eloquently answer the 

question, “So what do you do?”

Ready to give it a go?

Workbook #Goals: Let’s set some intentions. What do you want to get 

out of this experience?
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SECTION 2: YOUR
IDEAL CLIENT



“ “
- DAVID J. SCHWARTZ

WHEN YOU HELP 
OTHERS FEEL 

IMPORTANT, YOU 
HELP YOURSELF FEEL 

IMPORTANT TOO.
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YOUR JOB ISN’T TO SAVE THE 
WORLD, GORGEOUS.

It’s simply to help the people you’re most meant to help, 
in the way only you can help them. 

But before you can make a clear-cut decision about how to help your 

ideal client, you’ve gotta get crystal clear on who your ideal client 

actually is. The following section will help you sort out – and spell 

out – exactly who you’re meant to serve and the problems they really 

need solved. Just remember: Clarity is key. Don’t worry about being 

‘smart’ or ‘super creative’ here!
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Finally, in the right column, rate each 

struggle on a scale from 1 - 5 (1 being 

the least urgent and 5 being the 

most urgent). For example, how does 

“fighting everyday” stack up against 

her other relationship problems – 

like say, “We haven’t been intimate 

in a year” or “He hates my mother 

and it makes family get-togethers 

totally awful”? This will take a little bit 

of educated guessing on your part – 

but go with your intuition!

Use the table below to discover the most urgent struggles your ideal 

client has. Start by thinking about all the possible struggles this ideal 

client is facing today (not 5 years ago or 5 years from now – but 

literally right now). List all the struggles you can think of in the left 

column. (If you’re a relationship coach who works with couples, this 

might look like: “This client is fighting with her partner every single 

day.”)  Use the middle column to write down (specifically) what could 

happen if they DON’T find a solution to that particular struggle. 

(Example: “Their relationship might 

fizzle out – in a bad way. They might 

end up single. They might lose 

someone they really love.”) 
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Go ahead and fill out the table now. This simple exercise will help you 

really see which ‘struggles’ matter most to your ideal clients – aka the 

ones you should help them solve!

URGENCY SCORE
(1-5)STRUGGLE CONSEQUENCE IF THEY DON’T 

TAKE ACTION
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Now, it’s time to flip the script and do the same thing for your ideal 

client’s goals. What goals and dreams does your ideal client have? 

Make sure to rate each goal based on its level of urgency, too.

URGENCY SCORE
(1 - 5)GOAL HOW WILL THEY FEEL IF THEY 

DON’T ACHIEVE THIS GOAL?

Now that you know the most urgent problems and goals of your ideal 

client, it’s time to figure out how YOU can help! Your job as a coach is 

to provide transformation and help people go from their pain island 

(the struggle) to their pleasure island (the goal). 
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Glance back at the last two activities and pull out the most urgent 

struggles and most urgent goals and pop them in the cute table 

below. Finally, fill in the unique solution (aka product or service) 

you can offer to transport your peeps from pain to pleasure. (BTW, 

if this seems hard, remember that the bigger the gap between the 

pain and that pleasure, the more you can charge for your services! 

#silverlining)

YOUR “PAIN TO 
PLEASURE” SOLUTION

URGENT STRUGGLE URGENT GOAL
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Now, based on the above:

My target market is: 

The main struggles of my target market are: 

The main goals of my target market are: 

Solutions I’ll be offering to my target market are:
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SECTION 3: YOUR
SIGNATURE ELEMENT



“ “
- SARA BLAKELY

DIFFERENTIATE 
YOURSELF! WHY ARE 

YOU DIFFERENT? WHAT’S 
IMPORTANT ABOUT 

YOU? WHY DOES THE 
CUSTOMER NEED YOU?
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We’ve talked a lot about your ideal clients. 

Now, it’s time to talk about you! I define your signature 

element as “that one thing” that will forever set you 

apart from other coaches. 

BUT HERE’S THE DEAL: 

The signature element isn’t like a special logo or bomb 

brand photos (although those things are definitely influenced by your 

signature element) – the signature element in your business is always 

YOU! 

Below, you’ll find a few transformative questions to guide you through 

the process of defining who you truly are, so you can infuse more of it 

into your brand and business and stand out like the sparkling star you 

are.

If my business tapped into my core desires, it would look like: 

Example: A sandy beach, and a sunny horizon.
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If my business tapped into my core desires, it would smell like: 

Example: Chanel No. 5, and a freshly baked brownie.

If my business tapped into my core desires, it would taste like: 

Example: An iced glass of champagne.

If my business tapped into my core desires, it would sound like: 

Example: A thriving, enthusiastic, community.

Think of your coaching practice as a boutique. As you walk down the 

street towards your boutique, take in every detail. What does it look 

like from the outside?

19
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You see your loyal customers shopping in that boutique. Describe 

them in detail. Tip: Think about features such as the way they look, their 
mood, their character, their struggles, their dreams, where they come 
from, etc.

You spot your team standing behind the counter. Describe each 

member and how they support you.

As you step into your boutique, what’s the first thing you see?
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Now, look back through your responses. How can you incorporate 

aspects of this dream boutique into your real business? How can you 

now transfer your boutique vision onto your business to design your 

own boutique coaching business – from what your brand and website 

will look like (how your boutique looks and feels) to the people you 

will work with (your dream team behind the boutique counter)? This is 

the time to get really creative – there are no right or wrong answers, 

only ones that make you say, “OMG yes!” Brainstorm below!

Example: If you imagined a boutique with a fuschia pink door and a 

neon sign, you could play around with bringing those elements into 

your visual branding.

THE SIGNATURE ELEMENT FORMULA

You now have everything you need to spell out 
your signature element in black and white. 
Use the Signature Element Formula below to crystalize your signature 

element. Be as specific as you can with each step. 
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- DARIA ZEST

A– Who are you? What kind of a coach are you? What kind of an 

expert are you? 

B – Who is your ideal client/target market? 

C – What immediate struggles do you help your clients overcome? 

D – What is your solution? 

E – What is your client’s big goal or dream? Make it as detailed and 

emotionally charged as possible.

I am a: (A)

for: (B)

and I help my clients to: (C)

with my: (D)

so that they: (E)
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Examples:

I’m a financial freedom coach for busy, married 

moms and I help my clients create passive income 

with my signature workflow so that they can spend 

more time with their families and less time worrying 

about money. 

I’m a holistic health coach for burned out entrepreneurs and I help my 

clients get their energy back with my bespoke training plans so they 

can find the motivation to uplevel their businesses and thrive in a way 

they’ve only ever dreamed of. 

I’m a dating coach for middle-aged divorcees and I help my clients 

get back into the dating game with my signature confidence sessions 

so that they can find an empowering, fulfilling relationship. 

Your turn!
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SECTION 4:
YOUR STORY



“ “
- J.K. ROWLING

THERE’S ALWAYS ROOM 
FOR A STORY THAT CAN 
TRANSPORT PEOPLE TO 

ANOTHER PLACE.
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Your story is yet another distinguishing feature that will forever 

differentiate you from others in your field because nobody has the 

unique swirl of life experiences, passions and insights. Not quite sure 

what yours is? 

The following simple exercise – I call it the 5-Step 
Story Sales Pitch – will help you turn your life story 
into the world’s most epic cocktail pitch! 

Describe in detail exactly where you’re currently at in life and 

business. Example: I’ve started a health coaching business on the 

side of my 9-5 office job. I’m earning $2k a month and working 50 

hours a week.
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Now, think back to around six months ago. What did your life and 

business look like then? Example: I’d started a health coaching 

business on the side of my 9-5 job and I was earning $1k a month.
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Again, take a step back and describe your life and business 1.5 – 2 

years ago. Example: I was dreaming of setting up a business, so that I 

could share my passion for health, but I didn’t have the confidence to 

do it. My life was swallowed up by my 9-5 job.

Take another step back and describe your life and business a year 

ago. Example: I was in the middle of setting up a side business in 

health coaching, but not earning money from it.
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Take a final step back and describe your life and business 3 years 

ago. Example: I was stuck working long hours in a job I didn’t find 

fulfilling. I’d let my health slip, and it was a real struggle to stay 

motivated each day.

Take the next step back and think about your life and business 2 – 

2.5 years ago. Example: I was becoming really interested in health 

and nutrition and trying out lots of new recipes and mindfulness 

practices.
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Below, draft a narrative describing your journey in detail. Start with 

where you were 3 years ago and wrap up with the present moment. 

Don’t miss any twists, turns and tumbles you took along the way!

Treasure this experience! 

Your current clients are all currently on one of the steps you’ve 

already passed – and that’s exactly what makes you the best person 

for them to work with. Don’t fall into the trap of believing that you’re 

not qualified to coach because you’re not “the finished product”. 

Nobody is. Transformation is relative. You’ve made it all the way to the 

sixth step, and there will be people who want to learn how you did 

that!

30
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SECTION 5:
FINAL NOTE
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Whew! 

I know we’ve covered a lot of ground in this workbook 

– all the way from defining your ideal clients’ struggles 

and goals to defining what makes you unique and 

even digging into your past experiences and how they 

will forever influence your business (in the very best 

way). 

I’m SO proud of you for taking the precious time to fill 
out this eye-opening workbook. 
I truly hope you gleaned some new insights into how you can stop 

serving everyone and start serving who you’re meant to serve, in the 

way you’re uniquely meant to serve them.

If you haven’t actually done the work yet, I get it. It can seem daunting 

to get into the nitty gritty like this. But the truth is, this foundational 

stuff is the very ‘stuff’ that successful coaching businesses are made 

of. 

If you’re at ALL confused about who your ideal client is, what they 

need from you or why they need it from you specifically, I urge you to 

go back and just do the work. 

Prove to yourself that you take your own dreams 
seriously!

32
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I promise that if you do, you won’t spend one more minute 

questioning what makes you unique or who you’re truly here to help 

in this world. (Thank goodness!)

You are worth it! 

You’re a rockstar!

xo
Daria

33



- HENRY DAVID THOREAU

IF ONE ADVANCES 
CONFIDENTLY IN THE 

DIRECTION OF HIS DREAMS, 
AND ENDEAVORS TO LIVE 

THE LIFE WHICH HE 
HAS IMAGINED, HE WILL 
MEET WITH A SUCCESS 

UNEXPECTED IN 
COMMON HOURS.

“ “
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