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Inviting potential clients to join your exclusive community creates a space for building
relationships and establishing an intimate connection through tailor-made content and
personalised conversations in direct messages (DMs).

Moreover, diversifying your content platforms is a smart move in today's ever-evolving social
media landscape. By utilising a Facebook group, you're not only cultivating a client base but
also reducing risk; if one platform encounters shifts or alterations due to changing algorithms,
you have other assets you can rely on to keep your business booming.

HOW CAN YOU ENSURE OPTIMAL RESULTS? 

It all begins with setting up your Facebook group the right way, right from the get-go.

Ready to dive in? 
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Looking to establish a solid foundation for cultivating a consistent stream of online
fitness clients? 

The key lies in creating genuine connections with your ideal audience and nurturing these
relationships over time. Enter the power of a strategically optimised Facebook group.

Let's get started!

HOW TO SET UP & OPTIMISE YOUR FACEBOOK GROUP

FACEBOOK GROUP MASTERY

PICTURE THIS

NOW, THE GOLDEN QUESTION
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Most individuals do not primarily use social media for direct selling or purchasing (these
transactions occur more frequently on platforms such as Google or Amazon), despite their
inclination towards online shopping. 

Your group name should be perceived as a lead magnet, created to convey the value it offers
to your particular audience. After all, nobody enjoys a spammy group that inundates them
with constant sales pitches.

VALUE

A GOOD FORMULA TO CREATE A NAME IS

(BRAND NAME)

When it comes to choosing the right name for your group, many coaches position it in
the wrong way. Simply calling it your company or coaching service name is not optimal
for two reasons.

If your coaching service focuses on women's fat loss, using these search terms simplifies the
process for your ideal clients to locate your group. Additionally, updating your group URL with
the name is crucial.

Furthermore, the more specific your group's focus is to Facebook, the easier it becomes for
the platform to recommend it to individuals interested in similar groups.

SEO

CHOOSING THE RIGHT NAME

Free (1 thing you help with) & (another thing you help with) community for (who you help)

For example, Free Fat Loss & Fitness Community For Busy Dads. 

The other version can include your brand name if you have one…

For example, Ultimate Performance: Free Fat Loss Tips For Business Owners 

 Free (what you help with) Tips For (who you help)

This represents a straightforward method to communicate your value and optimise
your group for search and recommendations.
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When optimising your banner photo, steer clear of generic images. There are two
options to consider, depending on the maturity of your group and business.

The first version should emphasise community. Given that a Facebook group centres around
individuals connecting over shared interests, opt for an image featuring a group shot of you
and your clients. This imparts a sense of belonging and adds social proof to your group.

Here is an example of what this can look like:

The second version is ideal if you've achieved significant results with your clients. This is where
you can incorporate before-and-after photos to showcase your authority in your field, which is
always crucial.

Here is an example of what this can look like:

Both options have their merits. Option one is preferable for those just starting, emphasising
value over selling. Option two is better suited for a coach with an established group or brand,
allowing for a more direct emphasis on how you provide help.

OPTIMISING YOUR BANNER PHOTO

OPTION 1.

OPTION 2.
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One of the most significant errors coaches make when establishing a Facebook group is
failing to clearly communicate the benefits it offers to potential members. 

Promoting your coaching services outright in the group description is discouraged, as it can
deter most people, even if you're already established.

Considering the user journey on Facebook, individuals initially encounter your optimised name
and image. If they're intrigued and want to learn more, the next natural step is to read what
your group is all about.

Your primary goal is to entice potential
members to join and encourage that initial
click. 

Here's a structured approach to optimise your
about section in four simple steps for optimal
results:

Here is an example of one written by us:

Welcome your audience
Clearly state who the group is for
Confirm what they can expect from you
Ask for the click (CTA) 

1.
2.
3.
4.

DESCRIPTIONS THAT ENHANCE JOIN UPS



Now that you've optimised the fundamentals of a successful Facebook group, now is the
opportunity to start generating leads right from the start!

Facebook group questions are often underutilised. Here's a proven formula that we highly
recommend.

What is your biggest struggle when it comes to achieving your goals?

This question is highly beneficial as it aids in gaining a deeper understanding of your audience.
Remember, you're in the business of solving problems. 

The answers collected here can be used to optimise your copy, create free trainings, and
develop lead magnets based on your audience's responses. 

Additionally, it serves as an excellent reference point for generating social media content
ideas.

I’ve just put together a FREE guide on how to (solve a problem your audience struggle with).
Would you like a copy? Write your email below…

This question serves as the perfect opportunity to build your email list by offering a valuable
lead magnet in exchange. 

This approach ensures that your audience not only engages with your content within the
group but also receives your content directly in their inbox.

I specialise in helping (audience) to achieve (the results you provide), would you like
more information on how you can achieve this with proven strategies? Type YES or NO

Anyone who responds with a "YES" is showing interest in what you have to offer. This presents
a great opportunity to reach out via direct message when they join and initiate a conversation
about their struggles and goals. 

This conversation could potentially lead to a consultation if there's a good fit between their
needs and the services you provide.
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SETTING UP YOUR GROUP QUESTIONS FOR LEADS

QUESTION 2

QUESTION 1

QUESTION 3



To boost engagement with your audience, it's crucial that they actively interact with you. Due
to certain restrictions on Facebook, sometimes your direct messages may go unread. Here are
some tips to address this issue.

When a new member joins the group, it's essential to create a welcome post outlining their
next steps and emphasising the value they'll gain. This is also a chance to encourage them to
request your lead magnet, this time by inviting them to send a direct message (DM).

If you've requested an email and sent a direct message to a member, consider sending a
personalised follow-up email. This email should inform them that you've reached out to them
on Facebook and provide a link through which they can access the message (use the  link
mentioned in point number 1 above).

The "@everyone" tag is an effective method to broadly inform your members about crucial
posts or opportunities. It's important not to overuse this tag; reserve it for the most significant
updates to maintain its impact and prevent it from being disregarded.

Formula: http://m.me/yourfacebookusername (after the ‘/’ should be your unique url) 

When responding to a comment, inform your group member that by clicking the provided link,
they'll be able to access and read your message. This method bypasses the necessity of being
friends, allowing direct access to your inbox, which will increase open rates.
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IMPROVING YOUR ENGAGEMENT & DM OPEN RATES

1. USE THIS INBOX HACK

2. USE THE @EVERYONE TAG

3. SEND AN EMAIL WITH A REMINDER

4. TAG THEM IN A WELCOME POST

http://m.me/yourfacebookusername


Here is an example of a well written welcome post:

Hello and welcome to the community! If you are (the type of person you help) who wants to
(the results you offer)... you are in the right place! 

The reason I started this community is because...

(share a personal story around why you started helping your audience, keep it short and to
the point and now you are on a mission to help others).

Inside of this group you will get (examples below)

🏋️‍♀️ Coaching on how to improve your fat loss & training results 
🍲 İncredible recipes that taste delicious while staying on track 
💪 Varied workouts to burn fat and get in shape 
👭 A dedicated community of like-minded women 
💬 The ability to ask questions and get support

Sound good? Be sure to make yourself known and ask questions - I’m here to support you all
the way! 

And if you haven't yet requested your FREE copy of my (lead magnet name).

DM me with the word 'KEYWORD'. 📩 and will send it right over.

*What your members expect to receive within the group should always be delivered
without fail. 

Failing to do so could break trust, as it may seem like false promises. 

It's crucial to consistently deliver on what you promise.

8

IMPROVING YOUR ENGAGEMENT & DM OPEN RATES
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To consistently generate leads, it's essential to continually provide value to your
audience. This can be achieved through various short lead magnets, such as guides,
specific video trainings, cheat sheets, or exclusive client-only sessions shared with a
limited number of members.

You can create a concise, direct post utilising Facebook's 'background feature,' which stands
out in the feed. 

Ask your audience to comment to receive the training. This approach allows you to initiate
direct messages (DMs), provide the training, and start a conversation, effectively engaging with
your audience.

Here are some examples:

GENERATING LEADS
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When aiming to initiate conversations that lead to consultations, many coaches either
passively wait for their members to reach out or resort to creating posts directly selling their
coaching services. However, there are alternative approaches that you can consistently engage
without constantly engaging in direct selling.

FARMING CLIENTS

TIP 1:

TIP 2:

TIP 3:

TIP 4:

TIP 5: Ask questions. Pose questions to your audience, such as 'Nutrition vs. Training:
Which is harder for you?' This prompts members to share their struggles.
Initiate a conversation in the comments, and if necessary, move it to the DMs
for further discussion.

Create polls. Utilise polls to understand your audience's needs better. For
instance, if many members indicate they are struggling with nutrition, use this
as an opportunity to send a DM and offer your help.

Engage with engagers. Respond to comments with open-ended questions that
prompt further interaction. If you identify someone who could benefit from
your services, transition the conversation to direct messages (DMs).

Reach out to engagers. Members who consistently engage with your content
are potential leads. Send them a thank-you message (voice or written),
acknowledging their engagement and offer your assistance if they need help.

Reach out to old members. Initiate a conversation with those that you've never
interacted with before. Send a message expressing gratitude for their
membership and ask if they're currently facing any challenges. This is an
excellent way to start a dialogue.
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Generating applications for your coaching program on Facebook is a straightforward process,
but it's crucial to prioritise delivering value and fostering good engagement beforehand. 

For a brand new group, it's advisable to hold off for the first 3-4 weeks before presenting
opportunities. Repeatedly offering these opportunities more than once per week could
potentially break trust with your audience. Remember, they join the group to receive value,
not to be bombarded with constant sales pitches.

Here are a few examples of posts that can effectively generate applications for your
coaching program:

GENERATING APPLICATIONS
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Tips: Share insights and tips on food, mindset, and exercise related to your coaching
niche.

Authority: Showcase your expertise by sharing your knowledge and insights.

Engagement Posts: Pose questions or prompts that encourage interaction and
increase reach.

Values & Belief System: Share what you stand for, your principles, and beliefs within
your coaching philosophy.

Personal: Offer content that allows members to get to know you better, building trust
and connection.

Proof: Highlight client wins and celebrate their successes to showcase the
effectiveness of your coaching.

Creating content can be a challenge for many coaches. Your group description is a great
foundation for content creation, as it outlines what your members expect from your
group. 

Here are additional content ideas for further inspiration:

CONTENT IDEAS FOR YOUR GROUP
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Utilising these content ideas will help you provide value, engage your audience, and
establish yourself as an authority within your coaching group.

CONTENT IDEAS FOR YOUR GROUP

Free Lead Magnets: Offer valuable resources to generate leads, such as guides, cheat
sheets, or free training.

Webinars: Provide valuable content and make offers in live or recorded webinar
sessions.

Live Videos: Engage and connect with your audience in real-time, building a personal
connection.

Video Interviews: Record case study interviews with your clients, sharing success
stories and experiences.

Direct Call To Actions: Prompt action from your audience, for instance, seeking a
specific number of participants for a program.

Facebook Reels: Use short and attention-grabbing videos to increase engagement
and reach within the Facebook platform.
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We hope that this guide has provided valuable insights into structuring your Facebook
group effectively. Implementing the outlined structure and strategies will undoubtedly
position you miles ahead of your competition.

Exceed expectations in the value you offer your group members. When you eventually ask for
direct messages or applications, your commitment to providing exceptional value will be
reciprocated with heightened engagement and genuine interest.

CONSISTENCY IS THE BACKBONE OF SUCCESS. 

Your continual presence is pivotal. Remember, if you fade into the background, winning back
your members' attention can be an uphill battle. Embrace the role of a leader, consistently
setting high standards. By doing so, you'll attract and sign-up high-quality clients for your
online fitness business.

FINAL WORDS

HERE'S A CRITICAL REMINDER



www.coaching-concierge.com

@coaching_concierge

https://coaching-concierge.com/

