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THENO-SHOWFIX:

SECURE MORE
CALLSAND
STRONGER
OFFERS

4 Proven Worksheets to Eliminate No-Shows, Strengthen
Your Offer, and Win More Clients with Confidence




THENO-SHOW REALITY CHECK:

HOW MUCH ARE MISSED

CALLS COSTINGYOU?

EVERY MISSED CALL IS MONEY LEFT ON THE TABLE.

LET'S SEE HOW MUCH YOU'RE LOSING.

INSTRUCTIONS:

This worksheet is about facing the numbers.
Most solopreneurs don't realize just how

costly no-shows are.

THE GUIDE:

Today you'll audit your calendar, calculate
your true show-up rate, and put a dollar

figure on the calls that ghost you.
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( MISSED CALL COSTS )

STEP1:

Count Booked Calls

Fillin the blank:
In the last 30 days, | had ____
calls booked.

Example: “12 calls.”

STEP 2:

Count No-Shows

Fillin the blank:
Out of those, ____ people didn't
show.

Example: “4 no-shows.”

STEP 3:

Calculate Show-Up Rate

Formula:
(Calls Attended + Calls Booked)
x 100

Fillin the blank:
My current show-up rate is
_ %.

Example: 8 + 12 = 66% show rate.

STEP4:

Average Deal Value

Fillin the blank:
On average, each new client is
worth $___ to me.

Example: “$2,000 retainer.”

STEPS5:

Close Rate

Fillin the blank:

When | get someone on the
phone, | close about ___ % of
them.

Example: “30% close rate.”

STEPG:

Value of a Single Call

Formula:
Deal Value x Close Rate

Fillin the blank:
Each call is worth about $____to
me.

Example: $2,000 x 30% = $600 per
call.

STEP7:

Cost of No-Shows

Formula:
No-Shows x Value of a Call

Fillin the blank:
Last month, my no-shows cost

me about $ in lost revenue.

Example: 4 x $600 = $2,400.

STEPS8:

Identify the Worst Offenders

Multiple choice:
Most of my no-shows happen
when...

O The call was booked more
than 3 days in advance.

O 1 didn't confirm the call.

O They booked through
ads/lead magnets (colder
traffic).

O Referrals still no-show
(rare but happens)

STEP9:

Track Your Pattern

Fillin the blank:
The most common day/time my
no-shows happen is

Example: “Monday mornings.”

STEP 10:

Reflection

Fillin the blank:

If even half of my no-shows
showed up, | would have made
an extra $___ last month.

Example: “$1,200.”

Why It’s Important:

Want a full system that guarantees fewer no-shows and more

No-shows don't just waste your time — they
rob your business. Every missed call is lost
revenue that compounds month after month.

By exposing the true cost, you'll stop treating

no-shows as “just part of the game” and start
seeing them as the biggest leak in your

pipeline.

clients booked? Book a free strategy session here:

Now you know what no-shows are
costing you.

Tomorrow, we’ll build confirmation
templates (text, email, voicemail) that

slash your no-show rate immediately.

squarelgrp.com/brainstormsession




THENO-SHOWKILLER:

BUILD YOUR PRE-CALL
CONFIRMATION SYSTEM

DON'T LET PROSPECTS FORGET.

SIMPLE REMINDERS = MORE SHOWS, MORE SALES.

INSTRUCTIONS:

Today you'll create a plug-and-play system to
slash no-shows before they happen.

THE GUIDE:
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( PRE-CALL CONFIRMATION SYSTEM )

Most people skip reminders or send weak
ones. You'll leave with ready-to-use
templates for text, email, and voicemail —
plus a rhythm for sending them.

STEP1:

Choose Your Channels

Multiple choice:
Which channels will you confirm
on?

O Text

O Email

O Phone/Voicemail
(Tip: Use at least 2 for
maximum impact.)

STEP 2:

Confirmation Text (Immediate)

Fillin the blank:

“Hey [NAME], excited to connect
on [DAY/TIME]. Here's the link:
[LINK]. If you need to
reschedule, click here:
[RESCHEDULE LINK]."

Example: “Hey Sarah, excited to
connect Tuesday at 2pm. Here’s the
Zoom: [link]. Need to reschedule? Use
this link: [link].”

STEP4:

Reminder Text (Morning Of)

STEP 3:

Confirmation Email (Day Before)

Fillin the blank: Fillin the blank:
Subject: “Confirming our call on “Hi [NAME], quick reminder of
[DAY]" our call today at [TIME]. Here's

the link: [LINK]. Reply YES if
Body: “Hi [NAME], just you're still good.”
confirming our [CALL TYPE]
tomorrow at [TIME]. I'll share
[WHAT THEY'LL GET]. Here's
the link: [LINK]. Looking forward

toit!”

Example: “Hi Sarah, confirming our
strategy call tomorrow at 2pm. I'll
share 3 ways to fill your medspa
calendar without wasting ad spend.
Zoom link: [link].”

STEPS5:

Reminder Email (1 Hour Before)

Fillin the blank:

Subject: “See you in an hour”
Body: “Hi [NAME], just a
reminder of our call at [TIME].
Link here: [LINK].”

STEPG:

Voicemail Script (if missed)

Fillin the blank:

“Hi [NAME], it's [YOUR NAME].
Looks like we just missed each

other for our [CALL TYPE]. Call
me back at [PHONE] or use this
link to reschedule: [LINK].”

STEP7:

Timing Rhythm

Multiple choice:
My rhythm will be:
O Text confirmation:
Immediately after booking.

O Email confirmation:
Same day as booking.

O Reminder text: Morning of.

O Reminder email: 1 hour
before.

O Voicemail: If no-show at
call time.

STEP9:

Create Your Library

STEP8:

Personalization Check

Fill in the blank:

Save these templates in [CRM /
Notes / Google Doc] so | can
copy-paste quickly.

Multiple choice:
To personalize, | will add...

O Their first name in every
message.

O The call type (“strategy
session,” “consultation”).

O Ateaser of what they'll get
(outcome-driven).

STEP 10:

Commitment

Fillin the blank:

Starting today, every booked call
will get ____ confirmations before
the scheduled time.

Example: “3 confirmations minimum.”

Why It’s Important:

Want a full automated system that runs these
reminders for you? Book a free strategy session here:

No-shows often happen because people forget, get cold feet, or
double-book. Clear, professional, and persistent confirmations fix all

system.

three. When someone gets multiple reminders across channels, it

shows you're serious and keeps you top of mind.
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You just built your pre-call confirmation

You’ve secured the show-up. Next, we’ll .

use The Value Formula to make your

offer irresistible.




THE VALUE FORMULA:

REFRAME YOUROFFERINTO
ANIRRESISTIBLE STATEMENT

CLARITY + PAIN + OUTCOME = A SERVICE THAT SELLS ITSELF.

INSTRUCTIONS:

This worksheet helps you rewrite your offer
using a simple formula so it's clear,
compelling, and immediately valuable.

Your offer needs to pass the “instant clarity”
test. If someone can’t understand who it's for,
what pain it solves, and what result it delivers
in under 20 seconds, they'll tune out.

THE GUIDE:
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( THE VALUE FORMULA )

STEP1:

Recall Your Audience

Fillin the blank:
My ideal client is

Example: “Contractors making
$100-150K a year.”

STEP 2: STEP 3: STEP4:

Recall the Core Pain Recall the Desired Outcome The Value Formula
(Base Statement)

Fillin the blank: Fillin the blank:

They're frustrated with What they really want is Formula:

| help [AUDIENCE] go from

Example: “Clarity with money and L

peace of mind at tax time.”

Example: “Inconsistent cash flow and

messy books.” S
Fillin the blank:

My new offer statement is:

Example: “I help contractors go from
stressed about cash flow — to
confident and in control of their
money.”

STEPS5:

Add Specificity

Fillin the blank:
The #1 tangible benefit they get
is .

Example: “Save 10+ hours/month with
automated bookkeeping.”

STEPG:

Add Differentiator

Multiple choice:
My offer is unique because...

O My process/system is
different.

O | specialize in a niche no
one else serves.

O | guarantee or reduce risk
in a way others don't.

Fillin: “My differentiatoris_______.”

STEP7: STEPS8: STEP9:

Add Risk Reversal Emotional Hook Final Offer Statement
(20-Second Pitch)
Fillin the blank: Fillin the blank:
To reduce risk, | offer Emotionally, this takes them Put it all together:
from to | help [AUDIENCE] go from

[PAIN] to [OUTCOME], so they
can [SPECIFIC BENEFIT].
Unlike others, |
[DIFFERENTIATOR], and | back
it up with [RISK REVERSAL].

Example: “A 30-day money-back
guarantee.”

Example: “From anxious and
overwhelmed — to calm and
confident.”

Example: “I help contractors go from
stressed about cash flow to confident
with their money, so they can finally
focus on growing their business.

Unlike most bookkeepers, | specialize
only in contractors, and | back it up
with a 30-day money-back guarantee.”

STEP 10:

Test It

Fillin the blank:

When | read this out loud, it
takes me ____ seconds to say.
(If longer than 20-25 seconds,
trim it down.)

Why It’s Important:

Want me to personally review and reframe your offer
so it converts? Book a free strategy session here:

Confused buyers don't buy. When your offer is clear, specific, and
backed by proof + risk removal, it becomes irresistible. This is how
you turn conversations into clients.

Value Formula.

You just reframed your offer using the

Tomorrow, we’ll pressure-test your new .
offer against objections and
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competitors to make sure it holds up.




PRESSURE-TEST YOUR OFFER:

MAKE SURE IT HOLDS UP
IN THE REALWORLD

IF YOUR OFFER CAN'T SURVIVE OBJECTIONS, IT WON'T SURVIVE THE MARKET.

INSTRUCTIONS:

You've rebuilt your offer using clarity, pain,
and outcome. Now it's time to pressure-test it.

THE GUIDE:

This worksheet walks you through objections,
competitor comparisons, and clarity checks

so your offer is battle-ready before you take it

to market.
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PRESSURE-TEST

STEP1:

Restate Your Offer

Fillin the blank:
My offer is:

(Copy from Day 3.)

STEP 2:

Price Test

Fillin the blank:

They're frustrated with The price
| currently charge (or want to
charge) is $ .

STEP 3:

Common Objections

Multiple choice:
Which objections do | hear most
often?

O Too expensive

O I need to think about it

O I need to talk to my
partner/boss

O I'm already working with
someone else

O Not sure this will work for
me

STEP4:

Objection Flip

Fillin the blank:
When someone says

“[OBJECTION],” my response is:

Example: “Too expensive” — “l get it.
But what’s it costing you to stay
stuck?”

STEPS5:

Competitor Comparison

Fillin the blank:
Compared to my competitors,
my key differentiator is

Example: “l only serve contractors, not
everyone under the sun.”

STEPG:

Risk Reversal Check

Multiple choice:
Do | reduce risk enough?
O Yes (clear guarantee/trial)

O Somewhat (vague
promise)

O No (buyer carries all risk)

Fillin: “I reduceriskby "

STEP7:

Simplicity Test

Fillin the blank:
When | pitch my offer, people

understand it in seconds.
(If over 30 seconds, simplify.)

STEPS8:

Emotional Hook Test

Fillin the blank:
Emotionally, this takes my client
from to

Example: “From insecure about leads
— confident in their pipeline.”

STEP9:

Self-Grade

Rate 1-5 on each:

Clarity

Pain/Outcome alignment
Differentiation

Risk reversal

Objection handling
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STEP 10:

Commit to Test

Fillin the blank:
I will test this offer with ___
prospects in the next ___ days.

Example: “5 prospects in the next 7
days.”

Why It’s Important:

Want me to personally review and reframe your offer
so it converts? Book a free strategy session here:

The best offers don't just look good on paper — they hold up under

real-world pressure. By stress-testing your offer now, you avoid
embarrassment, wasted time, and lost deals later.

You’ve pressure-tested your offer—now
it’s time to put it all together.

Tomorrow, you’ll get the full No-Show
Fix Workbook: 4 worksheets to Kkill
no-shows, reframe your offer, and
launch with confidence.

squarelgrp.com/brainstormsession
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You've pressure-tested
youroffer—nowit’stimeto
putitinto play.

Fill out the worksheets.
Lock in your system.
Relaunch with confidence.

Don't just run ads. Run ads that close.
Want more tools that can help you
scale smarter?

squarelgrp.com/brainstormsession




