
Fill your Practice or High-End Program 
Your Client Commitment Rate Predicts What To Focus On 

 

There’s a number that lives inside you.  

It’s one of the most important numbers in your business, because: 

• It comes with you to every session with a new client.  

• It affects the number of clients you are able to serve. 

• It even predicts how many clients you will have and how long it will 

take to get them.  

It's crucial to know what it is, and to hone the skills that increase to the 

point where building the practice you want is possible. 

Here's why 

This one number affects how many people you serve, how you feel about 

yourself, what your bottom line looks like, whether your work and your 

life purpose are aligned and whether you will ever get the practice or 

business you dream about. 

Let’s be clear about this: this isn't marketing hype.  

I'm talking about easy math with numbers you can find in your own 

practice right now, so you can figure this out for yourself. 

This number, your Client Commitment Rate, or CCR, tells you how 

effective your enrollment conversations are. 

Determining your Client Commitment Rate tells you two important things 

about what it will take to fill your practice or high-end program: 



1. How long it will take to get the number of clients you want in your 

practice or online program.  

2. Whether you need to focus on marketing skills or client enrollment 

skills to find the clients you want to work with and help them 

commit. 

 

How long do you want it to take?  

You have 3 choices, and each is not only about how long it takes to fill 

your practice—it's also about the way you're likely to feel about doing it: 

A. Within 3 months or less feeling like yourself and with minimal 

stress. 

B.  Within 6-12 months with a lot of effort and the constant realization 

that your self-esteem flip-flops with every new client.  

C. Never, and you'll probably always blame yourself in some way. 

It's not that hard to pick, is it? 

  



Here's the formula 

As soon as you find out what your Client Commitment Rate is, you'll know 

which road you're on and that puts you in charge of your future. 

It's easy to figure it out in just a few minutes—if you do that now so that 

the rest of this article will apply specifically to your own situation. 

You’ll need your appointment calendar, pen and paper—or you can print 

this page. 

A. Look through your calendar and make a list of the last 10 people 

who came for a first session with you, had an exploration call with 

you on the phone about your program.  

 

If you’ve had more than 10 recently, go ahead and list them all; you 

may want to use your calculator to figure out your percentages.) 

 

1.   

2.   

3.   

4.   

5.   

6.   

7.   

8.   

9.   

10.   



 

B. If you are trying to fill a private practice, circle the name of anyone 

who became a long-term client (I define that as a person who has a 

private session at least 10 times in 3 months).  

 

If you are trying to fill a program, circle the people who joined. 

 

C. Count up those people, write down the number, then add a zero 

and a percent sign. 

 

If you have more than 10 people in your list, divide the number of 

people you circled by the total number to get the percentage of 

people who committed. 

 

 

That's it. That's your Client Commitment Rate—it probably looks like one 

of these: 

If 8 people came for 10 sessions, your CCR is 80% 

If 5 people came for 10 sessions, your CCR is 50%. 

If 2 people came for 10 sessions, your CCR is 20%  

And if no one committed to work with you, it's zero. 

See? The math is really simple. 

 

Now let’s see what it means and why it's so important…    

  



Your CCR is the single greatest predictor of your success. 

Suppose your modality or your program gets a windfall of advertising: 

someone writes an article for a major newspaper, or you’re interviewed 

on a popular podcast, or you get a spot on the evening news, or someone 

with a massive list emails for you… whatever your fantasy tells you would 

make the most difference to your business. 

And it works! Over the following week, 20 people call you! 

They're excited to have an exploration session with you to find out if 

what you’re offering is a good choice for them, so you schedule all 20 

calls. 

If your CCR is 80%, you know that you're going to get 16 new clients from 

those 20 calls.  

If you’re in private practice, the first question is: Do you have room in your 

practice for that many new people?  

Maybe not, because 80% is a high CCR, and your practice or program may 

be close to full already!  

But suppose you’ve just moved to a new city and your CCR is based on 

past performance where you used to live. In that case, that advertising 

bonanza will help you fill your practice very quickly. 

But even without that great advertising, assuming long-term clients come 

for 10 sessions, you can fill your private practice (20 people a week) in 3 

months and keep it full by seeing around 7 new people a month. If your 

long-term clients stay longer than 10 sessions, you need fewer new 

people, and therefore will need to have exploration calls with fewer 

people. 

If you are trying to fill a high-end program, you’re working on a tighter 

timeline, but the numbers work the same way. You probably want to talk 



with every person to make sure you’ve got the right fit, and you can 

predict your success from looking at how well you are doing on your 

enrollment calls. 

If your CCR is around 50%, you'll get 10 clients from that advertising.  

That's great until you realize it was a one-time thing. When your 

experience is like flipping a coin, you need a lot of new people and a lot of 

time to see them. If you have new people coming, it could take upwards 

of a year to get the number of clients you want. 

If you’re working on filling a program, you can see that it’s going to be a 

hard slog to talk with twice the number of people you want in the group. 

It can still be worth it, however, if you only need to do this once in a while 

and if the price point for your program is high enough. Still… it’s a lot of 

work. 

If your CCR is 20%, you're going to get 4 people from this scenario, 

It might seem like a great boon, if you currently have a couple of people 

in your practice. 

If you’re filling your first high-end program, you might be thrilled to find 4 

people who commit to pay what you’re asking.  

In either case, remember that it took 20 sessions to make it happen.  How 

often can you expect spectacular free advertising? Chances are slim that 

you can build a practice or fill a program that enrolls people only once in a 

while using your current enrollment skills because the math is clearly 

working against you. 

And if your CCR is zero... well, you can always hope for a miracle, but zero 

times any number is always zero... and it doesn't bode well for your self-

esteem to see 20 people with so little hope of having a client as a result. 

 



Client Attraction and Enrollment vs Marketing 

I’m assuming that you’re like my clients—you’re a practitioner who wants 

to fill your schedule, or a coach who has a high-end program.  Either way, 

you’re looking for a limited number of clients who are a really good fit for 

your offer. 

Your clients are looking for a good fit, too—so in all likelihood, you’re 

going to have a conversation where you vet each other before they type 

their credit card details into your shopping cart. 

What I’ve found is that most practitioners and coaches are confused 

about what marketing is and what it can do for them. They tend to think 

it’s how they get clients. 

In reality, that’s not quite how it works—there are two more pieces of the 

puzzle that play leading roles in bring you together with the clients you 

are most able to serve. 

  

The purpose of marketing is to make people aware that something exists. 

That that hypothetical high-impact free advertising I mentioned above is 

an example of marketing. It's a general blast with a general message. It 

says "Hey look! Have you heard of this? It's interesting! You should know 

about it!" 

I doubt anyone would call you as a result of it and say, "I never heard of 

your work before today and now I want to sign on with you for the 

foreseeable future. Doesn’t really matter what it costs—just sign me up!" 

What's far more likely is that some people who call will be a good fit and 

some will not. Maybe they live too far away or can never come to live 

calls, can't pay your fee, or have difficulties that aren’t the focus of your 



work. Maybe they got the wrong impression from the article and thought 

it was going to "fix" them—but what you do is help people transform. 

What the advertising did was generate "buzz" in a general way. It 

mentioned your modality or your program and maybe one or two 

"difficulties" you're able to help or problems you can help your clients 

solve... but it was aimed at the entire universe... and only some of the 

people who see are ever going to be a good client for you. 

In any case, getting a client from this situation depends entirely on what 

you do next—because the only way you can determine great fit is to talk 

with people to find out if you’ve got it.  

That means your enrollment skills need to be honed. 

  

Client attraction is about getting specific clients—the ones you are looking 

for—to know about you and start talking with you about how you can help 

them. 

It's just like what it's called… attraction brings certain people into your 

sphere… so it’s what turns ideal clients you haven’t met yet into people 

who are interested in taking the next step. They want to find out more 

about you to see if it makes sense to work together. 

When client attraction works the way it should, some people also realize 

that you are not the person they are looking for, so they look elsewhere 

to find the help they need. It wouldn’t be unusual if you got upset about 

this, but it's really a good thing. 

When your client attraction is done well, it's like a laser aimed at the 

people you most want in your practice. Mastering it helps you find more 

people who are a good fit find you; those are the folks who are most 

likely to become great clients. You find that it's easier to enroll the 



people who express interest in your work and you waste less time with 

people who aren't a good fit. 

 

Client enrollment is about helping people who are interested make the 

commitment to work with you. 

Enrollment conversations often begin on the phone and continue in a 

paid first session where you have a chance to help someone new 

understand the value you have to offer them. This is usual for 

practitioners. 

If you’re a coach or practitioner who works online you may have a 

different pathway that prospective clients find on your website. Usually 

that would include answering some qualifying questions and making an 

appointment for a free exploration call. 

Either way, in order to get the clients you are looking for, it's crucial to 

know what to talk about and how to guide people you to take the next 

step when you are confident you can help them. 

This is the first place where most of my clients find they need to learn 

new skills or sharpen ones they already have. 



 

There are two reasons for this 

First, as we've already seen, the math that governs this situation is 

inescapable. The higher your enrollment rate is, the more people you can 

help. The lower it is, the more you struggle and lose momentum. 

Second, when your enrollment rate is low, the overwhelming likelihood is 

that you are talking about the wrong things. 

Nobody does that intentionally—it happens when you don't know what 

you need to talk about! That’s why you have to put your attention on 

learning how have those conversations, because there is no other way to 

change what isn't working. 

As a practitioner or coach, you have an enormous amount of information 

that can help people. You have skill that others don't have. If you are 

having trouble getting people to commit, I can guarantee that you don't 

know how to choose from those endless possibilities, in order to make 

sure that what you talk about is exactly what the person is interested in 

knowing... and exactly what will help that person make a life-changing 

decision. 

Unless you are already enrolling a high percentage of people who contact 

you, getting more and more people to call you will drain your energy 

without helping your bottom line.  

The flip side is that when you master enrollment, you will find that you 

don't need to attract massive numbers of people because nearly 

everyone who gets in touch with you becomes a client. 



 

You can see that Client Attraction and Enrollment work together to build 

your practice in the easiest way possible, so you need them both.  

The one that will help you most right now depends on your CCR, so let's 

look at that next. 

  

You Client Commitment Rate Shows You Where to Focus  

Your CCR is 80% or higher 

If you're really good at getting long terms clients from your first sessions 

or free phone consults, then your CCR is high (80-100%). That means that 

to get more clients, your focus should be on attracting more people to 

have a first session with you. 

That's because 4 out of 5 people you see or speak with for the first time 

will become long term clients. It will take you only a few months to fill 

your practice. As long as you continue to find a few new clients every 

month, you can keep it full for as long as you like. 



However, even if you have a full practice, you may feel like you're working 

too hard, not earning enough money, or not serving the people who 

really need YOU. You may be frustrated with your practice or lack energy 

at the end of the day. These are all signs that you lack attraction skills. 

And in any case, client attraction by itself doesn't get clients, any more 

than marketing does. It's the only the first step in making the right 

people interested in your work. 

 If you aren't getting most of your first-time clients to come long-term 

(remember—I mean that they come for at least 10 sessions), then your 

conversations are not really effective and your CCR is low. In this cast, you 

should focus on learning how to have an enrollment conversation with 

people who are already coming. 

  

Your CCR is around 50% 

If your CCR is in the range of 50%, you're going to have a hard time. 

It means that every other person says "no" when you see them for the 

first time. That wreaks havoc with your self-esteem. It makes you 

question everything from your training to your fees to your self-worth. If 

you only want to work 20 hours a week, then even if your practice is full, 

10 of those hours are going to be with people who don't come back. 

"Well," you may think, "at least I'm working. I'm earning some money, 

spreading the word." 

Yeah, maybe. But here's the thing: the people I work with tell me that 

first sessions are the most stressful ones they have with any clients. They 

say they feel inner pressure to pull out all the stops and oversell their 

work. They say it feels like they are auditioning... every time. And at the 

end of the day, they feel like something is really missing. 



Not only that, but when you get only 1 client for every two potential 

clients you attract, you have to book appointments with 40 people you 

haven't met yet.  

Is that even possible for you? 

How many new folks found you in the last year?  

Way more than 40, I hope... but my guess is that it's not what happened. 

This is where you might start thinking you need to do more marketing, 

but the funny thing about marketing is that it can actually increase your 

stress…because 

A. You probably don't like doing it, 

B. It costs money you may not have, and 

C. It's likely to bring more people who don't stick around, and that 

decreases your CCR. 

To have a consistent practice with 20 people every week means that you 

need to have a client base of more than 20 people, so the numbers are 

even bigger than the ones we've talked about. You can see that although 

it's not impossible, it's going to be difficult with a CCR in this range. 

  

Your CCR Is Zero to 20% 

When your client commitment rate is this low, it's mathematically 

impossible to get enough clients to have a practice. 

Why? Because if your CCR is 20% and you're hoping to find 20 people a 

week who come as long-term clients, you have to find 100 people who 

will come once. 



 

How far back in your calendar did you have to look to find the last 10 

people you worked with for the first time?  

Given the time it takes, the stress it creates and the sheer magnitude of 

the numbers, you can see that everything I just said about a CCR of 50% is 

increased to a level that makes it physically, mentally and emotionally 

daunting. 

And finally... if you didn't get any clients from the last 10 people you 

spoke with, or if you haven't seen 10 people yet, you probably know in 

your heart of hearts that things are not looking good for your dream 

practice. It’s not likely that high-end program is going to fill your bank 

account. 

  



Houston, we have a problem 

It started out as a math problem. 

But now that you know your CCR, the problem is: what are you going to 

do about it? 

If your CCR is less than 80%, you have a problem you probably can't fix on 

your own. 

That problem is your Enrollment Conversation, and this why you 

absolutely need to get help to change it: 

Math doesn't care whether you have clients or not 

Math just IS. 

It isn't good or bad, but sometimes it can be disappointing or 

disheartening, even discouraging. 

That's especially true if you don't understand how it works in the 

situation that affects you. That's why it's so important to see that from 

the impartial standpoint of math, marketing, attraction and enrollment 

are not the same thing. 

Marketing and Client Attraction are ADDITION problems. 

If you add up all your efforts to bring people into your sphere, it may look 

something like this: 

o You have a website. 

o You have an active business page on Facebook. 

o You host a summit or speak on one. 

o You write regular blog posts. 

o You speak to a local service group. 

o You put a flyer at your food coop. 



o You are interviewed on the radio. 

o You run a meetup group. 

o You are active in a networking group. 

o Someone with a big list loves you and mails for you, or interviews 

you on Facebook live. 

o You offer a regular low-cost introductory workshop. 

o You have a large, focused Facebook group with good engagement. 

o Your Instagram posts regularly trend. 

 

The effect of all these activities is ADDITIVE. 

Each one may contribute something to your overall results—and there 

are many more things in this vein that you could do.  

Generally speaking, the idea is:  

o Do more, get better results.  

o Do less and maybe your results are not quite so good. 

Maybe you're doing some of these activities, maybe not.  

Adding some other things might help.  

Skipping some might not hurt. 

If you do something that gets zero results, or you decide to drop that 

activity, you still have results from the other things you are doing… 

because marketing and attraction are addition problems, and… 

in an addition problem, zero is not the end of the world. 

  

  



Client Enrollment is a MULTIPLICATION problem. 

Although it uses the same numbers to make a statement, multiplication is 

not at all like addition.  

That little "x" changes everything. 

And that's why your Client Commitment Rate is so important. 

If your CCR is 100%, you can be pretty sure that talking to 1 new person 

will get you 1 long term client or program participant.  

Seeing or talking to 100 new people will result in 100 long term clients… 

because 1 x 100 = 100.  

There is a 1:1 correspondence between the number of new people you 

see and the number of new long-term clients you have... because when 

you multiply any number by 1, you get the number you started with. 

When you multiply any number by a number smaller than 1, you get less 

than the number you started with. Always. 

And that's exactly what every CCR other than 100% is going to give you—

a number smaller than the one you started with. 

So if your CCR is 20%, you get 20 people in your program from talking to  

100 prospects… because .2 x 100 = 20. 

If your CCR is zero, seeing 1 new person gets you zero clients—and no 

matter how many more people you see, you still get zero clients. 

Because, unlike in addition where "plus zero" makes no difference, in 

multiplication, "times zero" has almost unimaginable power. It reduces 

everything it touches to nothing because, zero times any number is zero. 

Zero can reduce your practice to rubble and your self-esteem to a puddle. 

You simply cannot afford Zero as your CCR. 



 

In fact, you can see by now that you can't afford any number lower than 

about 80% because it's just too much of the kind of work I'll bet you like 

least.  

The odds are against you when you're trying to build a practice without 

the skills you need to make it easy, natural and consistently reliable. 

If you still don't know your CCR, go figure it out now—it's the most 

important number you need to fill your practice! 

 

Let’s get practical... 

It's pretty usual for practitioners to want about 20 clients a week and I 

would guess that if you are running your first high-end program, you’d be 

thrilled to have 20 people in it, so we'll use that as our benchmark. 

As we said, most people think that attracting more and more people to 

their list or to a first session is going to fill their practice. But remember 

that enrollment is a multiplication problem— 



→ If your CCR is 0%, it doesn't matter how much energy you pour into 

attraction. You get zero clients, no matter how many people came to your 

workshop or schedule a private session with you for the first time. 

→ If your CCR is 20%, you need to see 100 new people to find those long-

term clients you really want. 

→ If your CCR is 50%, you're doing better, but you still need to find 40 

new people who book appointments in order to find 20 who will stay with 

you. 

  

Can you see how this is approaches being impossible from a practical 

standpoint? 

Most of the people I talk with don't have a CCR of even 40%.  

How many colleagues do you know who give 50 introductory sessions, or 

have 50 exploratory calls in a year?  

You simply cannot expect to fill your practice, your program or your 

bank account with a low CCR… because you cannot escape the math. 

  

  



To change the result, change the equation 

If you want more clients, the only thing that makes sense is to work on 

your attraction & enrollment skills. It is not only faster, easier and cheaper 

to increase your client base by mastering these skills—it is actually the 

ONLY way to do it when your CCR is less than 80%. 

That's because at lower rates, you just don't have time, and probably 

can't attract enough people to earn a living without becoming 

demoralized. 

And even if your CCR is 80%, increasing attraction and enrollment will 

help you waste less time, energy and money. You'll feel more in control 

and find it easier to stop the "roller-coaster" of a great week followed by 

a "where-did-they-go?" week. 

You stop wondering if you’re going to be able to run your program at all, 

because you have 3 people enrolled, but you need 15 to make it work.  

This is where I come into the picture 

When Moshe Feldenkrais handed me my 

diploma at the end of my training in 1977, 

I thought it would be a piece of cake to 

make a living working with clients as I had 

seen him—and his assistants—doing. 

Unfortunately, it wasn't like that... and it 

hasn't changed. It still takes work to build 

a sustainable practice, whether you work 

with clients in the same room, or 

remotely. 

You know what else hasn't changed? The fact that most training 

programs don't teach budding practitioners (or coaches) what they really 

need to know about building a practice.  



So when you finally get that piece of paper that says you can charge to 

work with your clients you're pretty much on your own as far as figuring 

out how to make it work in the real world. 

That's why I had to go outside the world of my modality to learn how to 

attract and enroll clients. In fact, I had to go outside hands-on practice 

altogether, to the world of coaching to find help. 

I learned from many top-level coaches, but nothing was immediately 

usable for me. I had to translate everything into a language I could hear 

and action steps that made sense to me. I'm not going to gloss over this—

it was a lot of work!  

Then came the day when I realized that my enrollment rate had soared to 

nearly 100%! It dawned on me that everything I had just learned was 

exactly what struggling practitioners all over the world needed to know. 

In 2010, I created the Heart-to-Heart program. Over the years, I've refined 

it to be the easiest, fastest and most reliable way to develop the 

attraction and enrollment skills you need as a hands-on practitioner.  

If you’re a coach who hasn’t found the practice-building program that 

works for you, it’s likely that you also need “translation” to help you 

customize the strategies you’ve learned but haven’t yet been able to use. 

My goal is to help you attract the clients you most want to work with and 

the ones most likely to say "YES!" —and to settle into your own natural 

style in a first session or exploration call that makes the vast majority of 

people eager to commit to paying you for the help you offer. 

If you need clients, nothing I know of will help you more. 

When should you find out more about Heart-to-Heart? 

That depends on how fast you want to start living your dream. 

It's waiting for you at https://allisonrapp.com/h2h/ 

https://allisonrapp.com/h2h

