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choice thoughts

The idea for this issue came 
from a colleague with whom 
I did my coach training 
over 18 years ago. The 
genesis of the theme was, 

what is the impact of coaching beyond 
the client-coachee relationship? The 
thought being that we seek articles about 
the reach of coaching beyond the classic 
coach-to-client relationship. The terms 
“ripple effect,” “butterfly effect” and “Aha 
Moments” came to mind.

My life has changed significantly as a 
result of not only coaching but being with 
other coaches.

While this issue was being created, my 
beloved father, Art, passed away peacefully 
with his family by his side. He was very 
much my champion even though he did 
not always understand what I did. In those 
reflective moments as you are with your 
loved one, you think about the times you 
had with them. Mine were filled with many 
butterfly effect remembrances.

My dad was never my client, nor I his, 
but anyone watching us would have seen 
many of the coaching core competencies at 
work. For example, powerful questions like, 
“What do you think you should do?” (that 
one came from both sides). Or active listen-
ing not only during his life, but much more 
as his health was declining and his needs 
changed. Especially the Level 3 listening.

Then there was the interaction with 
my mother and the combining of active 
listening with compassion and under-
standing as we worked through the process 
of handling our loss.

Thanks so much for everyone’s support 
during this trying time.

When we started reaching out to 
people to invite them to write for us, it 
occurred to me that this was not only a 
global ripple effect issue for choice; it was 
also a personal story of the reach coach-
ing has had in my life, with the people 
around me, the people around them, and 

GARRY SCHLEIFER, PCC, CMC 
CEO & PUBLISHER

My dad was  
never my client, 

nor I his, but 
anyone watching 

us would have 
seen many of the 

coaching core 
competencies at 

work.

From The Publisher
the growing life and reach of choice, the 
magazine of professional coaching.

An example: when I had personal 
contact with a writer for this issue, I 
“coached” them to write what was present 
in their hearts, not just their minds. 
Using powerful questions, I asked them 
what is the wisdom they would like to 
share? What resonates with what they do 
and the style of choice Magazine? And of 
course, the all-important question that 
keeps us on track here at choice: when will 
you deliver your article to us?

Like many coaches, long before I started 
coaching, I learned that the only way I 
could grow and move forward was to 
delegate using what I later learned were 
coaching techniques. Way before coaching 
was officially a profession, I was using pow-
erful questions to support people owning 
processes within the company so that I 
could work on other things or take a truly 
work free vacation.

This issue has many such stories about 
the “butterfly effect” of coaching beyond 
the coach-client relationship!
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choice thoughts

As a journalist, I’m always looking 
for connections and meaning. 
What does a news story mean 
for the average person? What are 
the deeper connections between 

a story and life in general? So I was thrilled 
when Garry proposed the theme for this issue 
of choice.

Our initial title for this issue was “Breaking the 
Walls of Coaching,” but as we thought about it 
and discussed it in relation to the articles submit-
ted, we felt that “The Butterfly Effect” was more 
positive and apt, so we shifted gears and opted for 
this more fitting title.

In my 12 years as Managing Editor of choice, 
I’ve seen The Butterfly Effect of coaching in many 
of the articles we’ve featured over the years. And 
this issue brings the impact of coaching to the 
fore with a package of features that explore how 
coaching impacts all areas of life.

Our opening feature by Jenn Chloupek and 
Danielle Redder looks at how coaching tran-
scends the four walls of the office building and 

seeps into every aspect of one’s life. Next up, 
Terry Hildebrandt examines how coaching trans-
forms the way we lead and work, and Irene An-
derson follows this with a feature about breaking 
down the barriers to communication. 

Barb Appelbaum explores how coaching is 
expanding into the healthcare arena, and Julian 
Humphreys looks at nested systems coaching in 
family business contexts. Deborah O’Connor 
takes a personal approach, detailing how she 
applies her coaching skills to her role as a parent. 

Our departments and columns round out this 
issue to create a rich and robust look at coaching 
beyond the coach-client relationship. We hope you 
enjoy it and come away with some aha moments 
about how flapping your own coaching wings can 
make an impact in the world around you.

From The Managing Editor

JANET LEES, B.JOURN.
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There is a need 
and a level of 

accountability that 
people are seeking 

in order to be 
successful in 

all areas 
of their lives.
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T he tagline of the book, Get 
Your Heart On, is “The How-
To Guide for People Who 
Want to Make A Difference.” 

That’s a pretty clear summation for most 
coaches of why they love this profession.

The author, Gia Duke, is a life coach 
with a passion for making a difference ... 
as a life coach as well as reaching further 
into the world to touch those in need.

Before I go any farther in this review, 
I want you to know that, as serious as 
the subject matter might sound, this 
book is downright fun to read. It’s a 
pure delight, full of inspiring quotes and 
a variety of funky, poignant, touching, 
hilarious, ‘make you cry’ stories.

The purpose of this book is to inspire 
the reader to pursue the dream of 
making a difference, offering step-by-
step instructions on just how to go about 
navigating this territory in the real world.

The author chronicles her own 
real-life story of having a passion for 
helping foster children. She unpacks her 
journey to reveal the many blocks she 
faced, both inner and outer, and her 
eventual success.

One of my favorite stories and the 
one that got me hooked to read the 
whole book in one weekend is called 
“I play the guitar.” The story highlights 
a young man who was at a Green Day 
concert, one of his favorite bands, and 
he was holding up a sign that said, “I 

play the guitar.”
The lead singer spotted it 

and asked if the kid could play 
one of their songs. He was 
invited up on stage and given 
a guitar. He not only could 
play, but he could also sing 
... and he nailed it! He had 
gone for his dream, and it 
paid off. He even got to 
keep the guitar!

 As the author states 
at the end of the story, 
it may have sparked 
someone in the audience 
to ask “What do I really 
want? Am I going for 
it? How could I put myself out 
there even more?”

Get Your Heart On helps the read-
er dig deeper to access the ways you 
really want to make a difference but 

may have discounted as “not realistic.” 
The author debunks a few of the usual 
myths we tell ourselves, such as not 
having enough time, money or know-
how.

This book is not just a feel-good read, 
though you will love picking it up just 
for inspiration. It offers some very clear 
steps that anyone can take to make a 
dream come true. This book is full of 
ways to keep moving on that path.

To give you an idea, there’s a chapter 
titled, “3 Steps to Get Your Heart On” 

Making a Difference
How to dig deeper and follow your passion

By Kat Knecht, PCC, CPCC

        Get Your Heart On helps the reader dig 
deeper to access the ways you really want to 
make a difference but may have discounted 
as “not realistic.”

that’s pretty straightforward: 1. Get 
Clear, 2. Make a Plan and 3. Act.

Then there’s the chapter, “Stand Out, 
Reach Out,” which takes the reader 
through a process that can be used to 
reach any heartfelt goal: Pick Your Vibe; 
Walk Your Talk; Say Thank You; Make 
It Personal; Script It, Own It, Run With 
It; and my favorite, Mess Up and Make 
Mistakes.

These titles give you a sense of just 
how much fun this book is to read.

Part Two of this book is chock full of 
ways that a person can get stuck on the 
path of making a difference and what 
to do to get yourself moving again. The 
wisdom is sprinkled with some painful 
truths yet presented in a delightful way 
that makes it easy to identify.

The last two parts of the book land 
the reader nicely, pointing to the WHY 
of it all. It’s all about the quest to have 
an impact, to stay on the path and to 
get your heart on in a way that matters 
to you and will matter to others. 

choice books
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Transition Journey Deck 
By Marcy Nelson-Garrison, MA, LP, CPCC

Does it feel like we are all experi-
encing transitions more frequent-
ly? You just settle in and life 
throws you another curve ball. 
Transitions aren’t easy. We get 
attached, it’s hard to let go and 
the “new” feels, well, uncertain.

Dr. Jean Davidson understands 
transitions and really ‘gets’ all 
the under-currents that can tug 
at you. That’s why her Transitions 
Journey Deck is so powerful. It’s 
actually more than a card deck. 
It’s a powerful process that in-
cludes two card decks, a tear-off 
“trash” pad, and a small journal.

There is a deck of photograph-
ic images. Images always pull up 
associations and thoughts that 
might not surface otherwise. 
There is also a deck of questions, 
organized into four suits: Let Go 
& Grab On, Holding up the Mir-
ror, The Journey, and Questions 

That Bite. You draw an image 
card and a question card, and let 
the pairing guide your reflection.

The questions in each of these 
suits invite you to look at some 
aspect of your transition. For 
example, “Holding Up the Mir-
ror” invites you to look within. 
“Let Go & Grab On” invites you 
explore what you need to let 
go of in order to move forward. 
“The Journey” questions help 
you look for meaning and ease, 
and “The Questions That Bite,” 
as you might imagine, challenge 
your thinking. 

The heart of the process is all 
about identifying the treasures 
and letting go of the trash; 
exactly what’s needed to move 
through any type of transition. 

While powerful as a self-guid-
ed process, in the hands of a 
coach, it can be transformational.

VOLUME 17 NUMBER 212

coaching tools

ADDEVENT 

By Jennifer Gallagher & Bethany Wilson

Keep your clients and leads informed of 
upcoming events with AddEvent. For your 
next webinar, include an “Add to Calendar” 
button on your website. And when they click 
the button it will walk them through adding 
the event to their specific calendar system in 
a matter of clicks. 

With AddEvent, you can also create a 
subscription calendar and add all the dates 
of your launch including cart open, webinars, 
cart close, etc. With one click, your clients can 
add all of the dates to their calendar so they 
don’t miss a thing. You can even add custom 
calendar details to include info and a link to 
join the event or call. 

For as little as $19/mo. you can be sure your 
clients never miss a call or webinar again. 
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Links to products reviewed by Marcy are available  
at www.marcysproductreviews.com

Links to products reviewed by Jennifer & Bethany 
 are available at intentionalfate.com

The Nail Your 
Offer System  
By Marcy Nelson-Garrison,  
MA, LP, CPCC 

Lisa Sasevich is the undisputed 
expert when it comes to teaching 
coaches how to sell in a way that is 
not “salesy.” I know, sounds like an 
oxymoron, but it’s true. She under-
stands what’s important to heart-cen-
tered entrepreneurs and she knows 
how to sell. Put these two things 
together and you have the perfect 
teacher. 

Her online course “The Nail Your 
Offer System” offers the perfect start-
ing place for coaches who want to 
attract more clients and fill programs. 
Through videos and worksheets, you 
will identify your “unique branded 
system.” Lisa says, if you are getting 
great results with clients, you already 
have a “system” – you just have to 
find it and name it. That was sweet 
news to hear! 

A really important part of this course 
is finding the right language. Lisa 
walks you through exactly how to au-
thentically communicate your offer so 
that your clients say yes. Plus you will 
learn how to name your program and 
price it. Bottom line, she wants you to 
end up with a program you absolutely 
love and one that makes money. 

It’s a step-by-step system that will 
make total sense to you and it’s easy 
to follow. 

If you’re feeling like it’s time to 
take marketing more seriously or 
you’re just plain tired of not attracting 
enough clients for your programs, 
check out the Nail Your Offer System! 

GET WIRED 
By Marcy Nelson-Garrison,  
MA, LP, CPCC

Most of us know we should network 
but we don’t. And if we do, it’s sporadic 
and not as effective as it could be. How 
often have you heard a client say, “I’m 
terrible at networking”? Often they just 
don’t know how and make up a story 
about it. Here’s a cool solution that will 
create a mind shift around networking 
and actually make it appealing. 
 The Get Wired card deck reframes 
networking into something modern, 
highly desirable and, dare I say, even 
fun. The deck breaks down networking 
activities into five suits: Refresh, En-
gage, Stand Out, Deepen, and Stretch. 
Each suit offers 10 networking activities 
that appeal to a range of networking 
styles. Who knew there were 50 ways 
to approach networking? I’m reading 
through all of the activities and they are 
compelling!  
 To get started building (or rebuild-
ing) your network, the author, Karen 
Warner, suggests that you first identify 
your “active wires.” This includes your 
inner circle, your strategic circle and 

your stretch circle. Then set a network-
ing goal, sort through the cards and 
start with three. Your relationship to 
networking will change! 
 Whether you need to network to 
grow your business or to build allianc-
es within your organization, this tool 
will serve you well.

USEPROOF 

By Jennifer Gallagher & Bethany Wilson

Are you looking for a way to let your customers do the selling for 
you? Useproof provides all the social proof you need to instantly con-
vert leads into customers. With Useproof, you can set a notification to 
appear on your sales page or landing page every time you make a sale 
or get an opt-in. This notification gives credibility to your offer and a 
creates a sense of urgency to take action. 
 Pricing starts at $24/mo. and increases based on site traffic and 
features such as the ability to track live visitor counts.
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Ending Engagements  
with Integrity

THE SITUATION

 Coming to the end 

of a coaching engagement, 

my client is interested in 

continuing the work and  

wants me to help him advocate 

for an extension to upper 

management. However, I feel 

he has achieved his coaching 

goals, is very capable, and is 

at risk of becoming dependent 

on coaching for work he can 

do himself. How can I end with 

this client without damaging 

the relationship with the client 

and his company?  

THE EXPERTS WEIGH IN

By Craig Carr, BCC, PCC, CPCC

O 
ver the years I’ve learned 
how vital good endings can 
be to an enterprise. Have 
you ever known a business 

owner who wants anyone to talk poorly 
of the company when they leave? Of 
course not. The answer to why that 
happens so frequently is grist for discus-
sion. Suffice to say that you are an en-
terprise, too, and bad endings diminish 
your practice and self-confidence. 

 Coaching engagements end for a 
variety of reasons. A few biggies are: 1) 
A contract period ends (that’s easy!). 2) 
The client decides they want to go it on 
their own (assess this carefully to be sure 
they’re not quitting on themselves for 
a wimpy reason). 3) You declare them 
done because they’ve reached goals and 
need to fly. And 4) The coaching sucks 

because they’re really not into it, they’re 
busy making excuses, and it’s not much 
fun for you, either. 

 Ideally, you design completions as 
much as you do the beginning and 
middle parts of coaching. Remember, 
the assessment of “capable” is far 
more subjective than measuring goal 
achievement. In this situation, have 
you connected the dots so your client 
understands those two things the same 
way you do? If that’s done well, and he 
still wants coaching, what does he not 
see that you do? 

 Weigh this carefully, please. If there’s 
new territory to explore, consider that 
perhaps you’re not the right fit before 
getting behind a vague notion that your 
client is becoming dependent on you. 
I suppose it could happen but, frankly, 

when it does, the coach is more respon-
sible for it than the client. 

 A great coach designs an ending that 
seriously considers the future and uplifts 
possibility. I often ask clients to take a stand 
and speak powerfully about why their life 
will be better without coaching. When they 
do that well, we have a good ending. 

 It’s a good ending if I find a great 
referral when I’m not the one to take 
them further. It’s a good ending when a 
company knows their business is in bet-
ter hands than it was before coaching. 

  Remember, good endings are built 
on a feeling, not a checklist. Be sure you 
know why this client wants more coach-
ing, why you don’t want to provide it, 
and that the next steps are clear. 

 Most importantly, make sure there is 
no unfinished business left in your wake. 

sticky situations
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By Suzi Pomerantz, MT, MCC

V ery often a client will com-
plete their goals earlier than 
the end of the engagement. 
A normal part of coaching is 

to help our clients see new possibilities 
and create a new vision and goals once 
the current ones are met. I’m sure as a 
creative, capable, intelligent coach you 
can help your client to identify goals 
that are bigger than he can identify for 
himself, so what are you not acknowl-
edging to yourself? It’s great that your 
client “is very capable.” Great that he 
achieved his goals. Great that he wants 
to continue the work with you. What’s 
the problem here?

It sounds like it’s not your client who 
wants to end the engagement, it’s you 
… and instead of exploring how to 
have a conversation about ending your 
engagement with integrity in a clear and 
clean way, it appears you’re imagining 
strange and unpleasant outcomes like 
“damaging the relationship” and him 
“becoming dependent.”

Perhaps I’m missing some context: 
How could continuing with this client 
damage any relationship with him or the 
company? What is contributing to your 
concern about his becoming dependent 
on coaching? Why isn’t the client’s 
desire to be a returning/repeat customer 
a welcome and celebrated part of your 
coaching business? 

So, turn the mirror around, my friend. 
Let’s look at you here. Why do you 
want to end the relationship? Is there 
anything structurally about this engage-
ment that would make a difference for 
you if you shifted it in a way that serves 
you better? What requests would you 
like to make of the company or the 
client in order to feel good about con-
tinuing the engagement? Is a new set of 
clear agreements needed to establish an 

expanded engagement with the client? 
Do you fear you don’t have more to of-
fer him? Is there an opportunity for you 
to expand your work with the company 
beyond this client? 

You have the opportunity to leverage 
the client’s interest in continuing with 
you into more work for you … if you 
want it. It’s not clear to me from your 
question why you wouldn’t want it. 
The real opportunity here is to have 
a straight conversation with upper 
management, which presumably is your 
sponsor or contract signee. Your client 
wants you to advocate for an extension 
for him, and you might engage in a 
broader conversation with upper man-
agement about what else they need 
help with and how you might help the 
company further. 

By Victoria Trabosh, CDC®, CEC

It is great to hear that your client 
sees coaching as a resource. While 
it is good to know you believe he 
has achieved his goals, before end-

ing this relationship, can you help me 
understand why you think he no longer 
needs a coach? Senior leaders engage 
coaches for years. They often serve in 
the role as a sounding board, an inde-
pendent resource and a source of new 
ways to view an issue. If that is your role 
with him, you are a trusted advisor – the 
best kind of coach/partner to be. 

But you are calling him dependent 
on coaching. Why is this an issue? I 
began my first business in 1983 when I 
was 26 years old. I hired consultants to 
assist me in growing professionally and 
personally. Many consultants became 
coaches, and through the years, I have 

maintained relationships with consul-
tants and coaches and am certainly 
dependent on them to reach my goals. 

If dependence refers to your client’s 
inability to make decisions without 
checking in with you first, that’s an 
issue that you can address, and it may 
require another round of coaching. 
What skills are you focusing upon with 
the client? Is he able to make decisions 
without your input and reflect on the 
process he used? I laugh every time 
a client says, “I was thinking about a 
problem, and I thought, ‘what would 
Vicky say?’ ” That’s not dependency on 
me; that is growth and awareness. 

If you are willing to continue, I would 
directly address your concerns with the 
client and make sure you do not have 
a blind spot as to why the client wants 

to continue. You may be bored with 
this client. What learning are you 
personally engaged in that you can 
bring to this client? If you have been 
a coach for any length of time, what 
you are doing today as a coach is not 
the same as what you did a year or 
two ago. The field of coaching is a 
dynamic and changing environment. 
You must also be dynamic and chang-
ing to ensure you have clients and 
companies that want to work with 
you over the long run. 

Make sure you understand why he 
wants to continue, your bias, and what 
serves the client and company best. And 
never stop learning about coaching. 

Homework assignment: Read this 
magazine cover to cover and you will 
become better as a coach and resource.

Are you grappling with a sticky situation?
You don’t have to go it alone. Let our senior coaches give you some different perspectives 

 to consider.  Email your situation to: submissions@choice-online.com and put
 “sticky situations” in the subject line.
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W hen asked what I do 
in the world profes-
sionally I say, “awaken 
consciousness.” I focus 

on the sustaining result from investing 
time and energy in client coaching part-
nerships. Yes, I am very proud to be a 
professional coach who earned and sus-
tains an ICF credential. What matters to 
my clients is the influence and impact 
on the quality of life that results from 
engaging in a coaching partnership.  
 Because coaches focus on the entire 
life of our clients no matter what pre-
senting challenge is invited at the start 
of a contract, we have the privilege 
to generate an unexpected and highly 
revitalizing outcome on the quality 
of our clients’ lives in every choice in 
every moment. 
 Two people engaged in dialogue 
about what matters in life is a process 
of becoming. The partnership relies 
upon each person being consistent, reli-
able, congruent and accepting with the 
other. Partnering is a deep level of trust 

Never a habit, always an opportunity
By Janet M. Harvey, MCC, CMC, ACS

Becoming
coaching mastery

GENERATIVE  
WHOLENESS  
DEFINITION 
Adopting the dynamic capacities  
to originate, create, learn and  
produce results in order to be  
sovereign; the freedom to  
express and choose, personally  
and professionally, from our 
authentic self.

 The moments together with our clients 
inspire both revelation and practical 
choices plus meaningful learning and ac-
tions that produce new outcomes. While 
a destination is declared by a client, it is 
the spontaneous journey over time that 
generates awareness, clarity and align-
ment with what matters most. Clients 
adopt a practice of self-reflection that 
expands their focus of attention and how 
they interpret the circumstances when 
making choices about how to approach 
a given situation or relationship. Such a 
practice is a break set for most people.  
 Our coaching partnership offers the 
opportunity to replace habit, assump-
tion, preference and bias with a refresh-
ing, bold, purposeful, respectful and 
authentic relationship to life.  
This is a valuable contribution and offers 
the possibility to generate an evergreen 
resource for clients to enliven choices, 
inside out, spontaneously appropriate  

tive. That self-trust is the way clients 
claim the declaration of who they are, 
with us and through our dialogue. Being 
effective in this process requires that as 
practitioners, we follow this same pro-
cess. We must fine-tune our self-aware-
ness and self-trust for artful mastery to 
emerge in our engagement with clients. 
 When we embody personal truth, we 
create an exit from the land of assump-
tions, habits and bias as an entrance 
to a life of purposeful and conscious 
choice. Since we are in charge of our 
relationship to the conditions of life, 
every single moment we have another 
choice in front of us. This practice for 
both the coach and the client serves us 
to return our inner authority.  

for self and other that seeks to notice 
what is invisible in the ordinary actions 
of day-to-day living. Every single human 
being is engaged this way, multiple 
times a day. However, we are not always 
purposeful, respectful or authentic in 
the way we show up. All of these traits 
are well served by adopting a coaching 
approach in mindset and skill set.  

to client context. Never a habit, I am  
describing the opportunity to  
live through authentic presence in one’s 
life as the pathway to awaken genera-
tive wholeness in any domain.  
 Creating self-awareness of core truth 
– otherwise known as essential and 
unique traits – is an effective pathway 
for clients to trust their internal perspec-
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coaching mastery

SELF-REFLECTION  
QUESTIONS

1What practices as a 
coach open me up 
personally so I am 

continuously becoming in 
my work professionally? 
Consider mental, emotional, 
physical and spiritual practice 
that connects us to our essen-
tial traits.

2How do I accelerate 
my becoming as a 
seasoned practi-

tioner? Consider experiences 
that challenge my habits or 
perception of the world day-
to-day.

3What is required of 
me internally to be 
activated to move 

toward new choices in 
my delivery of meaning-
ful coaching conversa-
tion? Consider what inspires 
me to challenge when my 
intuition says the client is hold-
ing back.

4How do I engage 
differently while 
sustaining being 

coach in practice? Consider 
how I am more faithful to the 
relationship for breakthrough 
learning than the client’s 
outcome.

 The secret for artful living and coach-
ing is personal sovereignty: to be self-rul-
ing with 100 percent belief in our unique 
presence in the world now. Trustworthy 
choices that are based upon essence 
become a practice of self-authoring that 
supports each of us in being the cause of 
positive change in our lives.  
 Becoming is a process that begins 
with revelation, has no destination and 
is never a habit. As coach practitioners, 
we honor an implicit commitment to 
our personal becoming in order to offer 
our best service for our customers. Yet 

along the way it’s far too easy to adopt 
ways of working that result in mental 
blinders and emotional barriers.  
 Suddenly we realize that we are 
experiencing something that is different 
from our normal joy and confident com-
petence. We feel challenged to figure 
out what is creating a plateau in our 
work or worse yet, uncertainty about 
our value and contribution. There is an 
antidote: self-reflection. It’s the same 
antidote that leads our clients on the 
path to becoming. 
 Self-reflection requires courage to 

examine our assumptions and habits, to 
consider alternative choices in sessions 
and to recommit to our becoming so 
we remember our love for being a 
coach practitioner. 

We must remember enough and live 
into our essence to risk perceiving and 
experiencing beyond our comfort zone. 
This internal stance evokes becoming 
through a profound experience of not 
knowing, curiosity and authentic pres-
ence with our clients. 

Our coaching 
partnership offers the 
opportunity to replace 

habit, assumption, 
preference and bias 

with a refreshing, bold, 
purposeful, respectful 

and authentic  
relationship to life.
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entrepreneur coach

To succeed as a profession-
al coach, choices must be 
made. Do you work with 
an organization as an 

internal coach or as an independent 
contractor? Do you start your own 
business? Do you use your coaching 
skills in another way? 

In every business, there are two nec-
essary activities: marketing and sales. 
Though these activities may seem 
challenging to both new and seasoned 
coaches, they are essential. 

Marketing is when you let people 
know how you can help them. Sales 
happen when they decide to pay you 
for your services. Every business, 
large and small, lives and dies by the 
effectiveness of its marketing and 
sales activities. This is no less true 
for a company that evokes trans-
formation, like coaching, than it is 
for a chain of coffee shops, a sports 
team or an airline. 

Marketing and sales in the area of 
life coaching do have their nuances. 
It’s not the same, say, as selling nails! 
It’s unique also in that the very skills 
you trained in to become masterful 
as a coach can be applied to market-
ing and sales. 

Since I first went through my 
coaching training almost 20 years 
ago, I have been on fire at the pos-
itive impact I know our profession 
has had on the world. 

During this time, I have been 
wearing two hats in my work. One 

is that of certification leader for the 
Coaches Training Institute, where I 
have the privilege of working with 
passionate people from all over 
the globe who, like me, know the 
transformative power this profes-
sion brings to the world. Wearing 
this hat, I teach beginning coaches 
how to master the core competen-
cies of our profession. 

The other hat is that of running 
my own coaching business. The 
current iteration, which I love, is 
a Business Academy for Women 
Coaches who seek to be successful 
in a company that fully expresses 
who they are and is delightfully 
profitable. Wearing this hat, I teach 
coaches how to master the skills of 
marketing and sales. 

These two hats are not as different 
as they might appear. When you 
apply coaching skills to marketing 
and sales, believe it or not, the two 
come together beautifully. 

Though I have had this awareness 
for a long time, it really hit home 
when I was taking a marketing and 
sales seminar specifically for heart-
based business. I was handed a sales 

script and, when I read it through, 
I saw that if I changed a word or 
two, it wouldn’t look much different 
from a coaching discovery session. 

That inspired me to unpack my 
own sales and marketing systems  
to see how they relate to the ICF 
Core Competencies. 

Below, I’ve outlined what I’ve 
discovered. It’s been fun. You might 
enjoy seeing them through this 
lens too! I believe you will increase 
your income as well as coaching 
intelligence when you use the core 
coaching competencies in your 
marketing and sales. 

My overarching commitment to all 
my marketing and sales is to give value 
and transformation with every touch. 

SETTING THE FOUNDATION

1Core Competency  
Meeting Ethical Guidelines and  
Professional Standards

People are just as enrolled by know-
ing what you don’t do as what you 
do! In your marketing copy and on 
your website, make claims for the 
transformation possible with coach-

Wearing2Hats
Using your coaching skills to build your business
 By Kat Knecht, PCC, CPCC
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entrepreneur coach

ing and be clear that this is not a 
magic bullet. Identify the standards 
by which you operate ... what you 
do and what you do not do. 

2Core Competency 
Establishing the Coaching 
Agreement 

Set up sample sessions or consul-
tations with clear agreements. Let 
people know they will receive value 
and, if you think it will serve them, 
you will ask them to hire you. 

CO-CREATING THE  
RELATIONSHIP 

3Core Competency 
Establishing Trust and  
Intimacy with the Client

Be willing to reveal vulnerable truths 
about yourself as well as your com-
petencies. Take your own journey of 
self-discovery. The story of why you 
care about this work.

4Core Competency 
Coaching Presence 
This competency is magical 

when interacting with people at a 

networking or social event. When you 
pay attention to who people are and 
let them know you see them, they will 
want to know more about you! This is 
essential in a consultation. 

COMMUNICATING  
EFFECTIVELY 

5Core Competency
Active Listening 
This can happen at many 

points in your marketing and sales 
cycle. Tuning into your niche to hear 
what their problems really are. Offer-
ing solutions that let them know you 
see them more profoundly. 

When having a sales conversation, 
this skill will help you tune in to hear 
what the person really wants, the pain 
they feel and allows you to give them a 
glimpse of how magnificent they are. 

Let’s say someone asks, “What do 
you do?” Instead of answering with 
a story about yourself, you might 
ask, “Have you ever had a dream 
or achievement you longed for 
but just never were able to reach?” 
Then use your listening skills to be 
present to their truth. 

6Core Competency
Powerful Questioning 
Nobody likes to be “sold to,” 

to be “talked at” or to feel pres-
sured! Often marketing and sales 
can feel like this. 

With powerful questions, you can 
have your potential clients looking 
to themselves for answers about their 
dreams and what will make them 
come true. That is an amazing value 
to them at that moment as well as if 
they chose to work with you. 

Try this at your next networking 
meeting. Ask: What do you really 
want? What will that give you? 
What will it take? 

7Core Competency
Direct Communication 
Marketing and sales are often 

seen as manipulative because they 
usually are! Using this core com-
petency will differentiate you from 
others when you just tell the truth. 
Let a potential client know what 
you see in them and how the path 
to any goal or dream takes work 
and support. Be up front about 
your business structure and process. 

FACILITATING LEARNING 
AND RESULTS 

8Core Competency
Creating Awareness 
Write a blog that inspires 

people to look past their own 
limiting beliefs and find a greater 
truth. Challenge them during a 
consultation. Raise their awareness. 
Let potential clients experience 
your willingness to go to new places 
with them. This also means letting 
a person know you don’t think they 
are ready for coaching. Radical! 

9Core Competency
Designing Actions
Give people an experience of 

getting the desired result. They don’t 
have to hire you for that to happen. 
Free exercises, webinars, and blogs 
can inspire a person into taking ac-

        The very skills you trained in to 
become masterful as a coach can be 
applied to marketing and sales. 
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tion anchored in his values and will 
bring results that will have him or 
her knocking on your coaching door 
wanting more. 

10Core Competency
Planning and Goal  
Setting 

Every year, around the New Year,  
I send out a three-part message to 
my mailing list and on my Facebook 
page that helps people create their 
vision, set intentions and goals, and 
make plans for the new year. I have 
found this to be a great way to offer 
value through my marketing. 

11Core Competency
Managing Progress and 
Accountability

Accountability is one of the biggest 
values of a coaching relationship. 
Use this competency in your sales 
and marketing by offering a chal-
lenge to your email list, during a 

        Every business, large and small, lives and 
dies by the effectiveness of its marketing and 
sales activities. 

networking presentation or at the 
end of a consultation. 

Design accountability with them. 
Follow through with the account-
ability to see what happened to 
give people added value as well as a 
super-duper experience of the power 
of coaching. 

I have offered you some of the 
ways the competencies can be used 
in marketing and sales. What I 
know about coaches is that your 
creativity will discover many more. 

Building a successful business 
requires learning business systems, 
useful marketing tools, all kinds of 
technology and engaging in activities 
that may not be comfortable for you. 

Doesn’t that sound exactly like 
what we ask our clients to do? 

My challenge to you now: For 
30 days, use the core competencies 
intentionally and consistently in 
your current marketing and sales 
activities. Use them when you are 
chatting with people professionally 
or socially. Use them when you 
have a consultation or opportunity 
to speak to a group. Use them in 
your marketing and networking 
materials. Be conscious and inten-
tional in their use. 

You’ll not only grow your business; 
you’ll enhance your coaching mastery 
and communicate the power of 
coaching to all you encounter. 
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How coaching impacts all areas of life

THE  
BUTTERFLY
EFFECT
How are people outside of the coaching 
profession using coaching? When and 
how can they use coaching? How do 
we bring coaching skills into all areas of 
our lives? How do coaches use coaching 
in all areas of their lives? Who needs 
coaching as a skillset? Join us as we 
explore the butterfly effect of coaching, 
for coaches, non-coaches and in non-
coaching situations. 
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By Jenn Chloupek, CSC, MEd & Danielle Redder, BA, CSC

Forty is the new 20. Pink is the 
new black. Coaches are the 
new personal trainers. 

If you ask most C-suite 
executives today, they’ll mention that 
they have been coached, are currently 
in a coaching engagement, or they are 
contemplating getting a coach. The 
negative stigmatism of coaching as 
a remedial approach has been lifted. 
More often, successful people are aware 
that coaching is an integral part of 
success. Global research indicates that:

At any moment, personally or 
professionally, you are facing change. 

That is why coaching is so crucial.{                   }

There is a need and a level of 
accountability that people are 
seeking in order to be successful 
in all areas of their lives. And what 
better way than to have someone 
– a coach – guide you through this 
thing called Life. 

We are considered executive 
coaches. Executive coaching focuses 
on helping people permanently 
change their career-limiting behaviors. 

Executive coaching is defined 
by the International Coach 

› Most executive coaching 
engagements (58 percent) are 
assigned to “people who need 
leadership development.” 1

› Only one-fifth (20 percent) of 
executive coaching engagements are 
for “people with a specific problem 
or challenge.” 2

Finally ... coaching has become the 
norm.

If you do a Google search for 
‘coaching’ you would find all kinds 
of coaches. There are life coaches, 
executive coaches, dating coaches, 
flirting coaches, phone coaches, 
spiritual coaches. Even coaches have 
coaches these days. You name it, and 
there is a coach for whatever it is you 
are looking for. 

Think about it. Coaching truly has 
become the new personal training. 
Decades ago, only the highest-level 
athletes, or individuals rehabilitating 
injuries, engaged a personal trainer. 
Now it has become mainstream. 
People freely speak about coaching 
and are lining up to receive services. 

Federation (ICF) as “partnering 
with clients in a thought-providing 
and creative process that inspires 
them to maximize their personal 
and professional potential.” This 
engagement can be pricey: 
› Most coaches charge between $150 

- $500 per hour 3

› Seventeen percent of coaches charge 
more than $500 per hour.4

But the rewards are great. If you 
think about life, the only constant 
is change, and people need help 
navigating change. Therefore, 
coaching has become such a 
fundamental part of peoples’ lives in 
so many different arenas. 
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Change takes place in life both 
personally and professionally. In all 
situations in life, you are either:
› getting ready to go through change 

(whether you know it or not)
› currently going through a change 

recently experienced a change or 
transition 
At any moment, personally 

or professionally, you are facing 
change. That is why coaching is 
so crucial. It can be the pivotal 
process, no matter whether you 
are facing or seeking a change. The 
coaching process increases attention 
and awareness to the fact that this 
change is happening. 

Coaching people on how to 
fundamentally change behaviors is 
a learned skill they can implement 
once a coaching engagement has 
ended. These new skills are refined 
by practice, awareness and enacting 
positive replacement behaviors. Just 
like the personal trainer who creates 
physical change in a client’s body, 
an executive coach creates change 
in a client’s behavior. 

As an executive coach, one of my 
expectations for a client is that they 
start living like a coach. Part of living 
like a coach means asking relevant 
questions and actively listening. What 
does that mean? This means that 
coaching begins with you. 

Only you have control over 
you. This is where we focus on 
building awareness for the client 
– the words they use, the way they 
actually listen, and the actions 
they play out repeatedly.

Success at the end of a coaching 
engagement would be that the client 
has become fully metacognitive. The 
Miriam Webster Dictionary defines 
metacognition as the “awareness 
or analysis of one’s own learning 
or thinking processes.” It means 
consistently asking yourself, “What 
is the best thing I could say or do 
next to add value” so that it becomes 
habitual thinking. 

During our time on this earth, 
we have many opportunities to 
show up and act as our true selves. 

{                }  There is a need and a level  
of accountability that people are  

seeking in order to be successful in all 
areas of their lives.

tragically. She shared this story with 
me and then proceeded to tell me 
how she has coached herself both 
at work and at home on how to 
manage herself, her responses, and 
those areas that she can control 
during this difficult time of change.

She is a woman who operates with 
a plan, and the death of her mother-
in-law left her feeling out of control.

She was able to coach herself and 
identify areas in her life that she 
could control and where she should 
spend time. She was previously 
spending time in areas of concern 
which she had no control over and 
did not serve her or anyone else.

The best compliments have been 
from clients who have said that  
the coaching engagement has not 
only helped them professionally, 
but in addition they are now a 
better husband, wife, mother, 
father, friend, etc. 

This is the foundation of why 
coaching has become so successful and 
why it will always remain relevant.

Coaching should transcend the 
four walls of the office building and 
seep into every aspect of one’s life. 
That is why we follow this motto as 
a coach: “Changing the world, one 
life at a time.” 

NOTES: 

1 Sasha Corporation. (2019). The 2019 

executive coaching survey. Cincinnati, OH: 

Sasha Corporation.  

2 IBID 

3 IBID 

4 IBID

Sometimes this behavior works for 
us, and sometimes it works against 
us. Our job in all areas of our life 
is to hit the pause button to be 
reflective (or metacognitive) and take 
stock on our strengths, weaknesses, 
and those things that trigger us. 
Once we identify those areas, we are 
then able to manage and control our 
behaviors which lead to favorable or 
unfavorable outcomes. 

The goal is to think with our pre-
frontal cortex – to think top-down 
and not bottom-up. 

When we react with our amygdala 
first, we are thinking bottom-up and 
most often this behavior does not 
serve us well. When we react this 
way, we are most often hijacked by 
our emotions and regret the way we 
have responded. 

The goal of constantly living like 
a coach and coaching the self is to 
think with our pre-frontal cortex- 
executive function skills (top-down). 

Once you have taken a moment 
to pause, breathe, and process, you 
reach your second response, which is 
usually a better option. 

Thinking logically, you may 
even reach a third choice, or come 
up with a totally fresh idea. What 
I have learned as a coach is that 
your third response is often the 
best response. Teaching people this 
technique has been transformative. 

Here’s a ‘real-life’ example of 
how coaching impacts other areas 
of life. Just recently I was working 
with a client who just learned that 
her mother-in-law passed away 
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How coaching transforms the way 
we lead and work

COACHING IN ALL
PROFESSIONS

By Terry H. Hildebrandt, PhD, MCC, MCEC

How do we bring coaching into all professions? 
This is one of the important questions I have 
been exploring over the last year. 

As the director of the Evidence Based 
Coaching (EBC) Program at Fielding Graduate 
University, I have been holding panel discussions via our 
monthly EBC Professional Series Webinars with leaders 
in multiple industries and professions, who are also 
professionally trained coaches. We have been exploring 
how these coaches are transforming their industries and 
professions through skillful coaching. We have explored 

healthcare/wellness, leadership/management, human 
resources (HR), behavioral health, education, and 
inclusion/diversity. 

What I have found through conversations with these 
professional coaches is that coaching has the potential to 
transform every industry and profession. Below I explore 
some of the key findings from my work in this area.

WHY COACHING? 
The International Coach Federation (ICF) defines 
coaching as “partnering with clients in a thought-
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{           }Coaching in the executive 
space, in all industries 

and professions, has the 
potential to transform  

entire enterprises.

provoking and creative process that inspires them to 
maximize their personal and professional potential.” 
By its very definition, coaching is about supporting 
our clients – and ourselves as coaches – to maximize 
our potential. This definition cuts across all professions 
and industries. 

other in collaborative spaces. Active listening helps 
others clarify and deepen their own understanding and 
create spaces for shared understanding.

COACHING CHANGES HOW  
   WE LEAD & MANAGE 
Taking a coaching approach to leadership and 
management changes some of the foundational 
concepts of leadership.
› Leaders move from expert to empowering others to 

bring their own expertise.
› Leaders change from having power over others to 

shared power that values the brainpower of others.
› Leaders shift from primarily driving the conversation 

to facilitating a dialogue.
› Leaders move from bringing all the answers to 

asking the right questions to develop collective 
answers to challenging problems.

› Managers move from telling employees what to do 
to empowering them to creatively develop solutions 
and actions.

COACHING CHANGES 
   PERFORMANCE MANAGEMENT 
Performance management traditionally involves an 
annual performance evaluation, mostly written by the 
boss, and a short list of performance and development 
goals for the next year. This traditional top-down 
approach to performance management is now being 
replaced at progressive organizations by quarterly 
check-ins. 

These check-ins are really more coaching 
conversations that are designed to be a meaningful 
dialogue between the manager and employee to reflect 
on recent performance and to set goals for the next 
quarter. Here are some differences between traditional 
performance management and a coaching approach, 
based on more frequent performance conversations:

Timing The old performance process was an annual 
event, often tied to pay, where the quarterly check-in 
is more frequent and is typically not tied to salary and 
bonus management.

Owner 
Traditional performance systems are driven by the 
boss, who writes the evaluation based on personal 
observations, occasionally with feedback from key 
stakeholders and the employee. In the new check-
in approach, the conversation is a collaborative 
effort between manager and employee with possible 
stakeholder input.

In the field of executive coaching, the Association 
of Corporate Executive Coaches (ACEC) defines 
master-level corporate executive coaches as 
“Enterprise-Wide Business Partners.” Coaching in 
the executive space, in all industries and professions, 
has the potential to transform entire enterprises. 
This transformation occurs in multiple domains, 
including communication, leadership, performance 
management, coworker relationships, and customer 
service. Next, I will explore how coaching can deliver 
on this promise of transformation.

COACHING CHANGES HOW  
   WE COMMUNICATE
At the most fundamental level, coaching involves 
asking thought-provoking questions and active 
listening to create safe spaces for deeper self-awareness, 
creativity, and realization of our most important 
visions and goals. In a world that has become 
dominated by soundbites and constant distractions, 
creating time for us to think about what really matters 
is more important than ever. 

Coaching transforms the way we communicate in 
dyads, in teams, and potentially in whole organizations. 
By asking powerful questions, as opposed to telling, 
we create space for reflection. Reflection enables us to 
consider not only our current state of thinking, but 
allows us the freedom and permission to dream big. 
Through thought-provoking questions, coaches can 
challenge others to go further in their visions and hold 
others accountable to reach their goals. 

Through active listening, we no longer argue with 
each other, but instead create opportunities for shared 
meaning and understanding. Rather than fighting for 
our own agendas, we come together to support each 
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{            }Active listening creates 
trust and intimacy with 

customers who often just 
want to be heard.

Content 
The old method was primarily focused on critical 
evaluation driven by the perspective of the boss. In a 
coaching conversation, the focus is on the employee’s 
contribution and success stories supported by the 
perspective of the boss and possible stakeholder input.

Goal Setting
Traditional performance goals were set by the boss 
in a top-down approach. By contrast, in a coaching 
conversation goals are collaboratively developed 
with the manager and the employee. More frequent 
check-ins allow these performance goals to be more 
dynamic and meet the needs of the ever-changing 
business environment.

Accountability
Traditional approaches to accountability often lacked 
enough timely feedback for employees to make 
required course corrections to meet annual goals. 
With the check-in process, using a coaching approach, 
accountability is an ongoing conversation. 

I like to think of accountability as “caring enough 
to ask.” The conversation centers around reflection on 
past progress and identifying what needs to change to 
continually meet new goals. The manager-coach has 
an opportunity to support the employee in identifying 
and removing barriers to meet goals. Other forms of 
support can be identified in the coaching conversation 
during these more frequent check-ins.

› We ask more questions to understand others’ 
contexts and to support them in exploring their own 
perspectives.

› We believe that others have the power within 
themselves to develop their own solutions. This 
means we spend less time trying to tell others what 
to do and giving advice.

› We spend more time building rapport with people 
that we meet in order to build trusting relationships.

› We partner with others to help them clearly 
articulate their visions and goals.

› Through active listening, we help others bring 
forward their best thinking.

› Through direct communication, we offer our own 
perspectives to serve as a thought partner with 
coworkers.

› We help others develop action plans that support 
individuals and teams to reach their goals.

COACHING CHANGES OUR 
   CUSTOMER RELATIONSHIPS
Coaching also can transform how we experience our 
customer relationships. Seeing customers in the context 
of a coaching client has some significant implications:
› Having unconditional positive regard for the 

customer creates an attitude of respect that enables us 
to serve them in a loving and caring way.

› Powerful questions can help both us and the 
customer more fully understand what their goals and 
desires are in any context.

› Active listening creates trust and intimacy with 
customers who often just want to be heard.

› Direct communication allows us to bring in our best 
thinking and perspectives to broaden and deepen 
collective understanding of critical issues.

› Designing actions creates solutions for customers in 
a way that empowers the customer to be a partner 
in the solution. Coaching also creates a collaborative 
partnership with customers, supporting more creative 
solutions to challenges and problems.

SUMMARY
Using a coaching approach with employees, coworkers 
and customers has the ability to inspire them to 
maximize their personal and professional potential. 
Using the core competencies of coaching in our 
professional relationships transforms how we see 
others. It also changes the way we communicate, lead, 
manage performance, and build relationships. 

Coaching in all professions and industries transforms 
the way we work together by creating more caring 
and loving communities to achieve our individual and 
collective goals. 

COACHING CHANGES OUR 
   COWORKER RELATIONSHIPS 
Using a skillful coaching approach with coworkers 
fundamentally shifts the relationship we have with 
others. Skillful coaching involves holding others with 
unconditional positive regard. 

This attitude fundamentally shifts how we think about 
others and our relationships. Seeing everyone we work 
with as a potential coaching client shifts the relationship. 
Here are some important characteristics of how this 
coaching approach might look in an organization:
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WHEN THE  

WALLS
COME TUMBLING  

DOWN 
Breaking down barriers to communication

By Irene Anderson, CTACC 
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There are many examples 
from history of walls being 
built, such as The Berlin 
Wall, The Great Wall of 

China and Hadrian’s Wall. Walls are 
generally built to keep something or 
someone in, or to keep something or 
someone out.

Walls are fear driven and are 
frequently built in the workplace by 
teams and by individuals in a team 
to protect the team ‘norms.’ Team 
norms are created by team members 
who accept a certain way of doing and 
being which is unique to the team. 
This translates into team culture.

It is common practice in North 
American culture to leave your 
home life at the door when you 
come to work and switch off 
whatever is affecting you in any 
other area of your life. How is 
this possible? People don’t come 
in chunks; therefore, they build 
walls around themselves at work, 
at home or even in coaching in 
order to compartmentalize a whole 
life. People will do this to protect 
themselves from perhaps not fitting 
into the expected ‘norm’ in their 
current environment.

How does all this ‘fitting in’ 
impact on the whole person? How 
do you, as coach, break through to 
reach the whole client or employee? 
You have to find the hole in the wall! 

COACHING IN A NON-
COACHING ENVIRONMENT 
In the corporate world there still 
exists an ‘Us vs. Them’ mentality. 
My experience as a ‘coach’ was 
challenging. I was a call center 
manager at the time, with 36 direct 
reports. Wow! The expectation was 
that I had to ‘coach’ each individual 
employee on their performance once 
per month. With only 21 working 
days a month, that was quite a 
challenge! 

At that time there was a trend 
in the corporate world to change 
the role of a ‘manager’ of people 
to ‘coach’. We were all given a 

one-day course on how to coach. 
The definition of coaching used 
in the course was: “Coaching is a 
dialogue between two people with 
the goal of improving performance 
and productivity by way of positive 
influence.” There is nothing wrong 
with the definition of this agenda, 
except that it is owned by the 
employer. What happens in a case 
where there is a clear corporate agenda 
and no agenda for the employee? 

As a new manager, I had to find a 
solution that worked for both parties. 
It was soon after my promotion that 
I discovered Temperament Theory 
and how it could break down barriers 
to communication. 

Individual Walls 
People come into the world 
hard-wired with their personality 
composed of a bundle of values, 
strengths and deep psycological 

UP GO THE BARRICADES!
Teams and individuals build team 
norms and culture and they are well 
protected on all perimeters. For 
example, let’s look at team walls and 
individual walls:

Team Walls
When I joined this team in mid-
career as an employee, there was the 
usual onboarding system where I 
learned the team values, mission and 
vision statements. Team members 
very quickly tried to indoctrinate me 
into the preferred and expected ways 
of being and doing to be accepted 
into the team. Once inside this 
new team, many tried to show me 
the ‘real’ way, or the underground 
behaviors that the team had chosen 
as their preferred way of delivering. 

The ‘boss’ was outside the wall. 
I was told: “Never mind what 
management has told you. We do our 
own thing here.” They were a high 
functioning team but extremely fearful 
and distrusting and their way was to 
view everything that management said 
or did as suspect. I decided early on 
that their way was not my way. This 
was probably one of the reasons why I 
was promoted to manager. 

needs. This deep  
psychological  
need or driving force  
is at the core of every  
individual. If the need is  
honored and met early in 
development, the individual will 
flourish. If the need is not honored, 
the individual may not flourish. 

An individual may ‘cover up’ or 
build a wall around their preferred 
personality (their true self ) if 
the context dictates; however, 
the essence of the individual will 
always be there, no matter how well 
covered up or hidden it may be.

This is only one tool in your coach 
tool box. It does not account for 
external influences that may have 
happened along the way. People are 
complicated. They do not come to 
work and check their whole self at 
the door. 

BREAKING THE BARRIERS
Is there a common language you can 
share as a jumping-off point to get 
the coaching conversation started? 
Finding positive and effective ways 
to problem solve and move the 
person forward and allow them 
to own the agenda, especially in 

{                        }

WHEN THE  

WALLS
COME TUMBLING  

DOWN 
Breaking down barriers to communication

By Irene Anderson, CTACC 
 

If a client is 'hiding their personality 
behind a wall,' it can be difficult to 

reach them at a deeper level. 
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a corporate environment, can be 
challenging. 

That’s where common tools 
like the MBTI™, Disc™ and 
Temperament (Personality 
Dimensions®) come in. They provide 
a common language by allowing 
the person to experience self-
discovery in their own way – a non-
threatening way in which to start a 
coaching conversation. Each coach 
has a favourite. 

As a coach, I personally have 
found Personality Dimensions® to 
be one of the most effective ways 
to make the client comfortable in 
their own skin and feel that they can 
share their whole self with me.

CRUMBLING THE WALLS 
I discovered and have used the 
Personality Dimensions® Model for 
over 15 years. The ‘Aha’ moments 
I have witnessed are many. One 
example is that of a young woman 
who, after taking one of my 
workshops, realized that she was in 
the wrong job. She subsequently 
quit, went back to school and 
achieved fulfillment and success. 
I can recount moments for clients, 
some of them quite emotional, as 
they began to uncover and embrace 
their innate strengths. One of the 
common responses I hear is, “Hey, 
it’s OK to be me!” I love to hear 
that! It means that the client is 
embracing their unique qualities.

 My favorite story is of ‘Mary,’ 
one of my direct reports, who came 
into a performance review meeting 
saying, “You are going to make me 
cry. I hate these meetings” Ouch! 
‘Mary’ did end up crying, but in a 
good way! I used the Temperament 
Model to allow her to discover her 
strengths and help understand why 
others misunderstood her. 

Instead of walking away disgruntled, 
‘Mary’ now had a solid plan for turning 
a bad situation around. ‘Mary’ turned 
out to be one of the most outstanding 
members of my team. Proud moment! 
Positive result! 

Personality Dimensions® is based 

on Temperament Theory, which 
can be traced back to Hippocrates, 
who identified that there were four 
ways in which people got sick. He 
named them as the ‘Four Humors’ 
(Phlegmatic… Melancholic… 
Sanguine… Choleric). 

Personality Dimensions® translates 
this model into four colors (see 
graphic above): 

› Inquiring Green™ 
 Core psychological needs are 

Mastery and Self Control, 
Knowledge and Competence.

› Organized Gold™ 
 Core psychological needs are 

Membership or Belonging, 
Responsibility and Duty.

› Resourceful Orange™ 
 Core psychological needs are 

Freedom to Act Now and the 
Ability to Make an Impact.

› Authentic Blue™ 
 Core psychological needs are 

Meaning, Significance and 
Connecting.
The theory is that if these needs 

are not met or honored, the result 
is either short term or lifetime 
stress. Some people have hidden 
behind cultural barriers, familial 
barriers or team barriers for so 
long that they have forgotten who 
they are. Each personality style has 
deep psychological needs. Once 
understood and honoured, this 
allows the client to trust the process 
of coaching.

 
WHAT'S BEHIND THE 
PERSONALITY WALL?
If a client is ‘hiding their personality 
behind a wall,’ it can be difficult to 
reach them at a deeper level. They 
can throw up barriers to stop the 
coach/manager from understanding 
or working through real issues.

Personality Dimensions®can give 
you, the coach, a new lens with 
which to highlight the motivation 
behind certain behaviours in a 
safe and trusting way. Because 

PERSONALITY DIMENSIONS® 

Authentic 
Blue™

Resourceful 
Orange™

Organized 
Gold™

Inquiring 
Green™
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the tool can be used across all 
life experiences (work, home, 
relationships, volunteer situations, 
not for profits) it is a well-rounded 
way for client/employee to see how 
their behaviours influence all parts 
of their lives. It is a simple but 
powerful model that transcends all 
areas of life and can make a coach’s 
job a breeze.

Personality Dimensions® uses a 
unique process of self-discovery. 
Either in teams or individually, 
the client is taken through a series 
of activities or coaching exercises 
where they identify their personality 
style. The client validates which 
elements describe their personality. 
They take ownership, seeing that 
there is no way to deny that the 
behaviors they are exhibiting 
correlate directly to the personality 
description. 

The coach/manager can thus 
begin to work with the client/
employee to identify which 
behaviours are working and which 
are not and explore ways that the 
client/employee can adapt behavior 
to enjoy more success.

This is how the client/employee 
takes charge of their agenda.

IN SUMMARY
The real magic of Personality 
Dimensions® and indeed of any 
temperament model is that people 
can discover and embrace who 
they really are, accept strengths and 
flaws and move beyond the ‘box’ of 
their color to be a more rounded 
individual. It gives both the coach 
and the client a jumping-off point 
to start the coaching conversation 
and begin to break down barriers. 

Personality Dimensions® creates 
a common language that coach 
and client can agree upon. Taken 
beyond the introductory phase or 
assessment, Personality Dimensions® 
can be a solid foundation for 
coaching, leadership development, 
conflict resolution, sales and 
marketing and many other coaching 
applications. 
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Taking coaching into  
the healthcare arena

THE  
HEALTH 
COACH  
WILL SEE  
YOU NOW

By Barbara B. Appelbaum, PCC, MBA, MAT
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There is a health crisis in 
our world. Although each 
country has a different 
type of healthcare system, 

most function like a sick care 
system. In the U.S., politicians claim 
to be trying to rectify the situation, 
but it just keeps getting worse. In 
other countries there are a variety of 
government-run programs that don’t 
always offer the best solutions. 

Everyone wants to control costs, 
expand access to care and improve 
quality of care, yet no system is 
perfect. In some you may wait an 
extended period in nonemergent 
situations for an appointment. In 
others you may pay more out of 
pocket expenses for personalized 
services. In the meantime, the 
average person may suffer. How can 
coaching play a role in alleviating 
this problem?

A SICK CARE SYSTEM
At an average doctor’s appointment, 
the physician’s schedule does not 
permit extended contact with 
their patient, usually only about 
10-15 minutes, because many are 
incentivized to see a certain number 
of patients per hour. Much of 
their valuable patient-time is spent 
primarily on entering information 
into an electronic medical records 
system instead of physically looking 
at their patient. There is little to no 
follow-up regarding instructions 
given to a patient and no easy access 
to getting additional questions 
answered after an appointment. 

This reactive type of care causes 
the patient undue confusion and 
stress while decreasing compliance 
on their part which can lead to an 
increase in illness. It can also cause 
the physician to struggle with excess 
stress and work burnout. 

To clarify, allow me to use my 
own situation as an example. The 
Affordable Care Act in the U.S. was 
not adequately funded resulting in 
limited health insurance options 
available to me. On my previous 

plan, I used to pay extra for a 
supplemental concierge doctor who 
offered a higher level of personalized 
care which I need due to preexisting 
conditions. Now no longer 
permitted by healthcare regulations 
to pay for that added level of care, 
I see a public hospital-employed 
primary care physician who spends 
less than 10 minutes in the room, 
rarely looks at me as he’s focused 
on entering data in the computer, 
and asks me numerous questions to 

refresh his memory on my health 
issues because he’s forgotten since 
my previous visit and did not have 
the opportunity to glance at my 
chart prior to my appointment. 

My checkups are cursory at best, 
in my opinion, and I feel like no 
one is paying full attention to my 
health issues aside from myself. 
To stay well takes an extraordinary 
amount of patience and perseverance 
on my part. I am my own advocate. 
Unfortunately, the average person 
does not do what I do nor know 
how to. Out of frustration or 
inexperience they simply give up or 
stop caring, remaining stressed and 
unwell. Hence why I call it a sick care 
system. Personally, I find this very 
disturbing and feel we need to shift 
the paradigm to create a true health 
care system. How can this be done?

CREATING A PARADIGM SHIFT 
As a coach, you know about 
transforming the way people think, 
feel and act. Therefore, what about 
transforming how a person regards 
their own health care? To prevent 

{                 }To prevent a person from becoming  
a victim to the system, health 

coaching is making a positive impact 
teaching a patient to respond  

instead of react. 

a person from becoming a victim 
to the system, health coaching is 
making a positive impact teaching a 
patient to respond instead of react. 

Consider how often a person 
goes to the doctor, has a complaint, 
is told what to do and then goes 
home confused because they don’t 
understand what was said. Or how 
often a person may think it takes too 
much effort to comply with their 
doctor’s instructions and they simply 
ignore them. Clearly, doctors no 

longer have the time to spend with 
each patient, ensuring they do as 
they are told or comply with taking 
prescribed medication. However, 
with the advent of health coaches, 
patients can now have accountability 
partners by their side to help them 
achieve their goals. 

Health coaches take a more 
holistic approach covering all aspects 
of their client’s needs, spending as 
much time as necessary with each 
individual. This fosters a proactive 
attitude, supporting a true health 
care model. As a supportive mentor 
and wellness authority, a health 
coach can: 

♥	 Create individualized programs 
by incorporating a holistic 
approach to nutrition, fitness 
and spirituality to meet their 
client’s needs. 

♥	 Partner with the client’s 
physician to create a team 
approach, acting as an 
accountability partner in follow 
up to doctor’s prescriptions 
and lifestyle recommendations 
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setting realistic goals and 
helping them create a SMART 
plan to achieve those goals.

♥	 Teach patients how to track 
their medical information such 
as important numbers like 
blood pressure and cholesterol, 
family history, test results, 
allergies and medications as 
well as advocate on their behalf 
when needed. 

By conveying the skills and 
empathy of a health coach into a 
patient’s life, stress and confusion 
are diminished, compliance and 
overall wellness increase. The patient 
becomes empowered and confident 
to live well. It’s the well-known 
adage of instead of providing a fish 
for a hungry person to eat for one 
day, you teach the person how to 
fish for themselves so they can eat 
for a lifetime. You as the health 
coach provide the means for the 
patient to take control of their own 
health and life; increasing their 
gratification and engagement. 

In turn, this also decreases 
the amount of stress put on the 
physician. They no longer worry as 

to whether a patient is compliant 
or not and see more positive results 
at each appointment resulting in 
greater job satisfaction. Normally 
focused on their limitations set 
forth by guidelines, a health coach 
can help a physician remember the 
underlying reasons of why they 
chose the profession of medicine 
and get back some of the joy missing 
in their career. They can learn to 
avoid burnout and stress while 
achieving balance, joy and success. 

Sometimes, the healer needs to be 
healed as much, if not more so, than 
the patient. 

IS HEALTH COACHING  
RIGHT FOR YOU? 
According to Duke University, 
“… Health coaching empowers 
clients to make lasting behavior 
changes that are the foundation 
for a lifetime of health and well-
being…(a health coach) helps 
support their clients in discovering 
ways to successfully implement 
healthy lifestyle behaviors across 
these various dimensions into their 
unique lives.” There are several 

Healthcare may 
seem outside 

the parameters 
of coaching, 
but given the 
current 'sick 
care' climate,  

it makes all the 
sense in the 

world. 

ICF-approved programs that 
offer rigorous curricula that not 
only meet International Coach 
Federation standards but prepare 
you to meet the unique challenges 
presented by our sick care system for 
both the patient and physician. You 
do not have to have a background in 
healthcare, medicine or nutrition. It 
helps, of course, but isn’t necessary. 
All you need is passion. Passion 
to help others live their healthiest 
lives regardless of chronic or other 
ailments. 

In conclusion, healthcare may 
seem outside the parameters of 
coaching, but given the current 
‘sick care’ climate, it makes all the 
sense in the world. Coaches are 
accountability partners, advocates 
and champions for their clients. 
Patients used to look to their 
physician for this and now can 
look to a health coach. And for the 
forward-thinking physicians out 
there, many are teaming with health 
coaches to enrich their practices to 
bring patient-centered care to the 
forefront instead of drowning in the 
muck of healthcare regulations. 

{                }
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Nested systems coaching in 
family business contexts
By Julian Humphreys, PhD, PCC, CPCC

ALL 
IN THE  
FAMILY

For the past few years I’ve 
been doing systems coaching 
in family businesses, in 
partnership with a family 

therapist and a CPA. It has been 
some of the most interesting work 
I’ve done, and in this article, I 
share some of the reasons why. In 
particular, I share how it differs from 
individual, group and team coaching 
in organizations (which I’ve also 
done), while integrating all three.

There are many different ways of 
integrating coaching into family 
businesses, with much depending 
on how the family understands 
their own needs. In my experience, 
succession planning is the most 
common reason family business 
owners look for help, and they 

normally seek advice more than 
coaching. Consequently, all of my 
family business work has come 
through family business advisers 
who specialize in providing all 
the necessary (and often varied) 
supports a family may need, 
including coaching.

When considering succession 
within a family business context, the 
needs, abilities and interests of the 
next generation of the family (from 
here on referred to as NextGen) 
need to be addressed. And that’s not 
easy, because there’s often a great 
deal of emotion bound up in each 
member of the family’s relationship 
to the family wealth, to the business 
itself, and to other family members. 

This is made more complicated 

by the fact that different members 
of the family have different 
relationships to the business. Some 
are owners, some are operators, 
some are both, and some are neither. 
In other words, there is a great 
deal of complexity at play, and that 
complexity can lead to stress and 
tension, especially when you include 
the added pressure of time (families 
are not exempt from the common 
human tendency to reach out for 
help only when things are urgent).

My role, as coach to individuals 
within the family (normally the 
NextGen) and to the family as a 
whole (in partnership with others), 
is to bring some clarity to the 
situation as all members perceive 
it. In addition, we seek to grow the 
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family members to the point where 
more clarity becomes available for 
the system as a whole. Often this 
means growing the NextGen to the 
point where they themselves are able 
to see where they might fit optimally 
in the business moving forward.

Consequently, individual career 
and leadership coaching is helpful 
for the NextGen. This could be 
provided by a team of coaches, 
avoiding the real or perceived 
conflict of interest that can occur 
when one coach is working 
individually with members of a 
group who are, at least potentially, 
competing with one another. 

I have found, however, that there 
is much to be gained by a single 
coach working with all NextGen 
members, so long as the coach is 
rigorous in maintaining neutrality 
and provides an opportunity for 
group dynamics to be worked 
through in NextGen group coaching 
sessions (I do these in person 
every six to eight weeks or so, with 
individual sessions every week).

As the NextGen grows in self-

system ‘blind spots.’ As leadership 
coach to individuals within the system 
and to the system as a whole, I am 
responsible for building the system’s 
awareness of itself so it can move 
forward in ways that leverage its 
strengths and limit its vulnerabilities. 

There are several reasons why I 
find this work so satisfying:
› It is highly complex, with systems 

nested within systems.
› It is rich in emotion, with 

multiple layers of relationship in 
play at any given time.

› It is a team play, with the CPA, 
family therapist and I seeing the 
same phenomena from different 
perspectives, with substantial 
growth and development 
opportunities for each of us as a 
result. 
In contrast to group and team 

coaching in organizations, which also 
offer collaboration opportunities, 
the scope of work is drawn more 
broadly. The integrity of the family 
system is paramount, with the 
integrity of the business a close 
second (I imagine this is not always 
the case, but has been in every 
instance I’ve encountered). Rare is 
the non-family business where the 
relationships between the leadership 
and/or ownership team takes priority 
over the needs of the business. In 
other words, family relationships are 
non-transactional in a way that even 
the strongest non-familial business 
relationships aren’t.

In conclusion, I encourage more 
coaches to partner with family 
business advisors to contribute 
their expertise to the leadership 
development of individual family 
members and the family system as a 
whole. It is highly satisfying work, 
extremely complex, emotionally rich 
and intellectually engaging. 

It also offers opportunities 
for close collaboration with 
professionals from other disciplines 
and backgrounds, which is 
developmental for coaches, who 
often work in isolation or only with 
other coaches. 

awareness and confidence, they are 
better positioned to communicate 
their individual and collective 
needs to the larger family system. 
This happens informally among 
family members (at family events, 
vacations, dinners etc.) as well as 
in more formal, facilitated sessions. 
Just as the NextGen needs support 
in addressing group dynamics, so 
does the larger family system.

This is where the strength of the 
partnership between CPA, family 
therapist and leadership coach 
comes to the fore, because the 
tensions between family members, 
especially where the business is 
concerned, are normally a product 
of three forces, often operating in 
the background.

1The first of these forces is the 
legal and financial structure 
of the relationships. Family 

members are bound together by 
formal agreements, including marriage 
and divorce contracts, ownership 
papers, and other legally binding 
documents that structure relationships 
in ways that support or fail to support 
productive dialogue. The CPA on our 
team is tasked with optimizing these 
with respect to the needs of the family 
members as they emerge over the 
course of the engagement.

2The second force is historical 
family relationships, especially 
as these have progressed since 

early childhood. Trauma, sibling 
rivalry, birth order, personality, all 
play a role in how family members 
relate today. The family therapist 
on our team is responsible for 
identifying and working through 
unconscious and historical 
relationship issues when these 
threaten to derail progress.

3The third force is leadership, or 
lack thereof. Family members 
compete for leadership within 

the family system, and not always 
skillfully. This lack of alignment 
is often the result of individual or 

The integrity 
of the family 

system is 
paramount, 

with the 
integrity of 

the business a 
close second.
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Beyond a profession, being 
a coach is a way of life. 
Any well-trained coach has 
done their own work, and 

any good professional continues to 
do so. By being engaged in a never-
ending self-development journey, 
they become quicker to understand 
what is going on with them, and 
to activate their identified inner-
resources to get back on balance 
when needed. 

Not only does this self-awareness 
lead to being more real and more 
authentic, but it also allows them 

to embrace their vulnerability and 
their emotions. And because they 
know and accept themselves better, 
they are less dependent on others’ 
opinions and they know how to 
affirm their own choices.

To better understand how this 
takes place in a family, Sophia 
interviewed her husband and two 
teenage daughters. Here is what 
came out when she asked if and how 
her becoming a coach changed her. 

“You dare more, you even put 
feathers in your hair, which you 
would have never done before!” is 

what they said first, showing her 
increased self-confidence. “You 
express and support your opinions 
more easily and more often” they 
added, as an illustration of her new 
assertiveness. “You are more in 
touch with your world, you even 
put a Do not Disturb sign on your 
door sometimes” they concluded, 
identifying her newly assumed 
introvert boundaries.

A WAY OF BEING 
Besides a profession and a way of life, 
coaching is also a communication 

The journey of a coach and her family 
By Karine Guibert, MBA, ACC, CPCC

COACHING IS  
A WAY OF LIFE
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style and a way of being. The 
coaching skill-set can be used in 
any role and by anyone willing to 
support others on their growth and 
development. Box of Crayons, a 
company created by author and 
coach Michael Bungay Stanier, 
defines coaching with this question: 
"Can you stay curious a little longer,  
can you rush to action and advice 
giving a little slower?"

Being more attuned to others' 
needs and making it about them is 
a coach’s gift to their relationships, 
professional and personal. 

{                 }By better respecting others’ 
differences and by normalizing the  

human experience, a coach naturally 
becomes the understanding  

ear for anyone.

In Sophia’s family, this is how 
they expressed it when interviewed. 
“You are better at deep talks,” said 
her oldest teenager as a way to 
thank her for her better listening. 
“You know how to help me better,” 
said her youngest, unconsciously 
recognizing the space her coach-
mother made for her. “When we 
have a discussion, you always tell 
us: I hear what you’re saying,” was 
another answer, acknowledging with 
humor how they felt more heard. 

By better respecting others’ differen-
ces and by normalizing the human 
experience, a coach naturally becomes 
the understanding ear for anyone.

THE COACH AS SUPERHERO 
A coach can sometimes be seen as 
some kind of superhero. The first 
superpower would be the ability to 
read people and decrypt their most 
guarded secret at a glance. 

Most coaches have usually 
experienced the feeling that people 

tend to withdraw the minute they 
learn of the coach’s profession. A 
corporate coach, who was also a 
trainer, started all her facilitations 
by asking the audience: who is 
impressed by me being a coach? 

The second superpower would be 
about their own behavior, which 
would magically become beyond 
reproach. They would exhibit self 
control and rational emotions, have 
a clear path of life with no doubts, 
and avoid conflicts. As if they would 
become a saint, or worse, some kind 
of guru! Sometimes even coaches 

feel like they have to get their act 
together, like one relationship coach 
who felt like a fraud each time he 
had an argument with his wife.

For Sophia’s family, it is with a 
sense of relief that they actually 
appreciated the fact that she was not 
a coach 24/7. “Not every discussion 
is meant to be profound,” they said 
thankfully. “You still laugh and you 
still yell,” giggled her daughters. 
“You did not lose your spontaneity,” 
added her husband. “And you still 
give your opinion and some advice,” 
they appreciated. 

Coaches are still regular people, 
and this is what actually gives them 
the ability to connect and empathize 
with their clients and with others. 
And coaches need coaches too!

A JOURNEY FOR THE  
WHOLE FAMILY
Having a coach in your life can be 
a game-changer. For some, it can 
mean having an available resource 

at hand whenever needed. They 
do, however, at times cross the “no 
family, no friends” boundaries the 
coach may have talked about, and 
might confuse the coach with an 
advisor. For others, witnessing the 
self-development of their friend 
or family member can lead them 
to “want to have what [they’re] 
having,” like the stranger in the 
restaurant in When Harry Met Sally. 
And for those closest, the coach’s 
journey can also be theirs and ask 
for adjustments. 

Yet somehow, all of them become 
the best promoters for coaching.

In Sophia’s family, her daughters 
mentioned with a smile, “We tried 
things that did not really work,” 
referring to some communication 
techniques their coach-mother  
tried to introduce in the family. 
And all talked about how they  
were sometimes stressed out by  
the confidential aspect of Sophia’s 
job, who works from home. Yet, 
her husband mentioned how he 
now regularly prescribes coaching at 
work, as “a solution to help unravel 
a blocked situation.” 

And when Sophia asked them 
what a coach was, it was with great 
pride that she heard them say:  
“It is somebody who listens and 
helps people find solutions, without 
giving their opinion, without 
judging them and by giving them 
tools and other perspectives.”  
Pretty good, right?

BOTTOM LINE 
Consciously or not, coaches do use 
their skillset in other areas of their 
life beyond their work. 

Whether it takes some adjustment 
or not, on the coach side and/or on 
their relationships’, it is something 
to keep in mind. Our impact as 
coaches goes way beyond our job, 
and our journey might affect your 
relationships as well. 

Some might call it an occupational 
hazard, but whatever the name, it is a 
new awareness to develop. 
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I met the first professional coach 
in my world, Cathy, standing 
outside Bethel Learning Center 
preschool while we waved 

goodbye to our oldest kids, Ellie and 
Jacey, on their first day of preschool. 
Cathy quickly became a dear 
friend. A few years later, she became 
my first client for my marketing 
consulting business. Over time, I 
continue to find more professional 
coaches in my life: some clients, 
some friends, most both. 

Observing, working with 
and engaging with coaching 
professionals, I noticed a few of 
the skills they use in working with 
clients and realized those skills 
would help me in my relationships 
with my clients, my family and my 
friends. But most of all, I wondered 
if I could use these skills to be the 
kind of mom I want to be. Three of 
the skills I attempt to incorporate 
into my parenting are listening, 
using questions to help the kids find 
their own solutions, and putting a 
stop to the assumption jump. 

LISTEN
Fix-it frenzy. That’s how I feel 
when the kids come home with a 
problem. I want to fix it. Mama 
bear wants to jump in and solve 
all their problems. Please, please, 

How one mom applies 
her coaching skills to  
her role as a parent
By Deborah O'Connor, MBA

COACH 
MOM

please let me fix it! I’ve learned, 
though, that more often than not, 
my children aren’t looking for a 
solution. Instead they want some 
empathy and understanding. They 
want me to listen. Not fix.

Recently my oldest daughter, 
Ellie (16), learned that her winter 
drumline season was being canceled. 
Something had happened with the 
scheduling that created an issue for 
the supervisor and the kids involved. 
Canceling was the only solution 
… or was it? Percussion has been 
my daughter’s passion since she 
was seven years old. Since starting 
high school, it has morphed from 
just music into music and friends. 
I knew she must be sad to lose not 

only the winter drumline experience 
but also this time with her friends. 

And I knew I could fix it. I could 
set up a percussion ensemble, find 
a place for them to practice, find 
someone to supervise. I’m on it! I 
got this! 

But should I? Is that what Ellie 
wants? Or does she just want me to 
say, “Man, that really sucks.”

I had to sit on my hands. Several 
series of dot-dot-dots must have 
appeared and disappeared on Ellie’s 
phone while I contemplated, wrote 
and erased my response. “Here’s my 
idea.” Delete. “That sucks. I’m sorry.” 
Delete. “How about if we ...” Delete. 

Finally I texted: “Ellie, I can fix 
this. Do you want me to? Or do you 

Reproduced w
ith the perm

ission of choice M
agazine, w

w
w

.choice-online.com
R

ep
ro

d
u

ce
d

 w
it

h
 t

h
e 

p
er

m
is

si
o

n
 o

f 
ch

o
ic

e 
M

ag
az

in
e,

 w
w

w
.c

h
o

ic
e-

o
n

lin
e.



VOLUME 17 NUMBER 240

want me to just tell you I understand 
how disappointing this is?”

She picked number two: Listen, 
empathize. And then STOP.  I can do 
that. Empathizing comes easily to 
me, but stopping there? Listening 
without fixing? That’s hard. But my 
coaching friends have taught me 
that sometimes that’s all their clients 
need. I’m working on it. 

QUESTION
Sometimes kids want more than an 
ear. Sometimes they want a solution. 
My coaching friends and clients 
taught me that coaches do not tell 
you what to do. They ask questions 
to lead their clients to come up with 
solutions. Parents may find that 
children respond better when the kids 
come up with their own solutions. 

Danny, 10, is currently practicing 
to perform in both a talent show 
and a play. I’ve been helping him 
practice Redbone’s Come and Get 
Your Love for the talent show. He 
has been practicing for his part as 
The Big Bad Wolf in “Snow White-

{                     }Empathizing comes easily to me,  
but stopping there? Listening  
without fixing? That’s hard.

a-Palooza” on his own. The other 
day I overheard him practicing 
his lines for the play. He’d say 
one sentence over and over again, 
repeating it and then adding it to 
what he’d already learned. I realized 
that since this method was effective 
for memorizing his lines, it would 
also likely work for remembering 
the song lyrics. 

I started to make this suggestion 
to him but stopped myself. Danny, 
like most of us, would rather come 
up with his own solutions. By having 
him describe his memorization 
process and asking him how else he 
could use that method, he realized 

the solution on his own. 
Parents can use skills we learn from 

coaches, like questioning, to help 
us raise more self-reliant, solution-
oriented children.

STOP
I’ve noticed that coaches in my 
world do not assume that their 
client will feel how they would feel 
about a particular situation. Instead, 
they wait for their clients to express 
how a situation impacts them. Or 
they ask how they feel. The last 
thing they would ever do is say, “oh 
you must be so sad” (or mad or 
happy or frustrated).

Yet I noticed that I do exactly that 
with my children. My son Charlie, 
who is a freshman in high school, sent 
me a text between classes letting me 
know about a comment a classmate 
had made. I assumed he’d be angry 
and sent a sympathetic response. I 
was way off. With a much healthier 
take on the situation, he found the 
classmate’s comment humorous.

Thinking about my coaching 

colleagues, I wished I’d ask how he 
felt about the comment first. 

Recently, my 12-year-old 
daughter, Maggie, reinforced my 
need to use this particular coaching 
skill in my parenting. Maggie got a 
great new haircut, donating more 
than 15 inches of her long, blonde 
hair to Wigs for Kids. Her cool new 
haircut is so very Maggie. And very 
short. As a 12-year-old girl with very 
short hair who prefers to wear fairly 
gender-neutral clothing and is not 
yet into make-up, Maggie has been 
mistaken for a boy quite a few times 
recently. My immediate internal 
response: flashback to 12-year-old 

me, who would have been upset had 
this happened to her. But before I 
could place these assumptions on my 
daughter, I stopped and reminded 
myself to slow down. Let her decide 
how she feels. 

I’m so glad I did. Because 
instead of 12-year-old Deb 
basically instructing 12-year-old 
Maggie how to feel, Maggie got 
to determine her own reaction. 
And here’s what happened. She 
took it in stride. With confidence. 
According to Maggie, she’s a girl 
with short hair. She likes being a 
girl. She likes how she dresses and 
how she wears her hair. And she 
does not care in the least if anyone 
mistakes her for another gender. 
She doesn’t get mad. She kindly 
corrects the person and then makes 
friends with them. 

Recently a clerk in a shop selling 
clothing and tourist-y items 
assumed Maggie was a boy. Maggie 
kindly corrected her, as usual. By 
the end of the conversation, the 
store clerk decided she wanted to 
get her hair cut just like Maggie’s, 
and Maggie left the store telling 
me how nice the clerk was. 

I am grateful to the professional 
coaches in my world for teaching 
me the skills I apply to parenting, 
including listening, questioning, 
and allowing children to respond 
without my assumptions leading 
them. These skills help me to raise 
people ... people who are going to 
go out into the world soon and use 
and apply these skills themselves. 

As we consider how coaching 
skills can be applied to areas of life 
outside of the coaching world, let’s 
consider how coaching skills can be 
applied to parenting. What other 
coaching skills can be used to help 
parents empower their children 
to become solution- and goal-
oriented, kind, productive adults? 

I hope to continue learning from the 
coaching professionals in my world, 
observing and applying more coaching 
skills to my role as a parent. 

feature
R

ep
ro

d
u

ced
 w

ith
 th

e p
erm

issio
n

 o
f ch

o
ice M

ag
azin

e, w
w

w
.ch

o
ice-o

n
lin

e.R
ep

ro
d

u
ce

d
 w

it
h

 t
h

e 
p

er
m

is
si

o
n

 o
f 

ch
o

ic
e 

M
ag

az
in

e,
 w

w
w

.c
h

o
ic

e-
o

n
lin

e.



Helping clients navigate uncomfortable 
thoughts, feelings and sensations
 
By Julian Humphreys PhD, PCC, CPCC

How to 
Coach 
Anxiety, 
Fear & 
Stress

Although the words anxiety, fear and stress 
are often used interchangeably, they are 
experientially different, with implications for 
how we characterize and coach our clients. In 

this article, I highlight the differences between anxiety, 
fear and stress, and show how coaches can work with all 
three to more effectively address client concerns. 

impact
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THE DIFFERENCE BETWEEN ANXIETY,  
FEAR & STRESS

THREAT

Perception

Responsive (involuntary)
• Impact: Hijacking
• Outcome: Tension

Emotion (recurring)
• Impact: Inhibiting
• Outcome: Passivity

Unconscious awareness (lingering)
• Impact: Disorienting
• Outcome: Confusion

STRESS

FEAR

ANXIETY

THE DIFFERENCE
As the graphic at right 
illustrates, anxiety, fear and 
stress differ with respect to 
threat imminence, from more 
distant to more proximate. 

•  Anxiety results from the 
perception of an amorphous, 
long-term threat.

•  Fear results from the 
perception of an identifiable, 
impending threat.

• Stress results from the 
perception of a keenly felt, 
immediate threat.

The subjective experience 
of anxiety, fear and stress is 
also different:
•  Anxiety: a lingering 

unconscious awareness 
causing restlessness, 
sleeplessness, trouble 
concentrating.

•  Fear: a recurring emotion 
causing mental chatter, 
confusion, butterflies 
in stomach.

•  Stress: an involuntary response causing elevated heart 
rate, sweaty palms, out of body experience.

Anxiety, fear and stress also differ with respect to 
outcome.

Anxiety

Distant

“I don’t know   
    what to do”

Fear

Impending

“I know what to 
do, but I don’t 
want to do it”

Stress

Immediate

“I’m doing it  
(and I wish  
   I wasn’t)”

Experience

Threat 
Imminence

Outcome

When resolved successfully, anxiety, fear and stress 
follow sequentially, as illustrated in the graphic at right. 

The challenges are anxiety, fear and stress. The 
solutions are creativity, will and body awareness, and the 
outcomes are planning, action and performance.

Here’s an example of how this works: John is a new VP 
of Marketing in a large public relations firm. Since being 
promoted he has suffered sleepless nights amid a growing 
sense that he is not performing as well as expected. 
He has taken to staying late at the office to prove his 

commitment, and is demanding more from his direct 
reports. But now his direct reports seem increasingly 
unhappy, to the point that he feels stuck between a 
rock and a hard place. Either he satisfies his boss’s 
expectations, and drives his team hard, or he satisfies his 
team and disappoints his boss. He doesn’t know what to 
do. This is anxiety.

Quite by accident, John hears about an executive 
coach and thinks maybe that’s what he needs. He talks 
with a couple of coaches and decides that what he needs 
is a 360 assessment so he can get feedback from the 
people he works with and know where he stands. John 
has been creative with respect to his anxiety and has 
settled on a plan.

John hires the coach and they agree on a process that 
includes a 360 and other assessments. Although on the 
one hand John wants feedback from his team, on the 
other hand he is scared of what he might discover, so he 
drags his feet and fails to invite his colleagues to participate 
in the 360-assessment in a timely manner. This is fear.

Eventually, he forces himself to send the invite, despite 
his concerns, and the 360-assessment process is initiated. 
John has exercised his will to overcome fear and move 
into action.
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Three weeks later, John meets with his coach. The 
results of his assessment are in, and John is eager for 
the results. As his coach explains how the debrief of the 
assessment will work, John can barely focus on what his 
coach is saying. He just wants the results. His heart is 
beating fast, and his hands are sweaty. This is stress.

John recognizes that his body is in a state of high 
arousal, and he takes deep breaths to calm himself. 
He notices that as a result of doing so he is better 
able to concentrate on what his coach is saying, and 
feels confident that no matter what the results of the 
assessment, he will grow to be a better leader as a result. 
John has brought awareness to his body and is now 
in a better position to perform in his role as coachee.

WORKING WITH ANXIETY, FEAR & STRESS 
Because anxiety, fear and stress each have their own 
unique challenges and solutions, it’s important for 
coaches to recognize these different experiences in their 
clients so they can better support their progress.

Anxiety

Distant

holding  
space, being 
with difficult 

thoughts
 and emotions

Creativity

Fear

Passivity

acknowledging,  
championing, 

holding  
accountable

Will

Stress

Tension

mindfulness, 
breathing, 
relaxation  
techniques

Awareness

Experience

Characteristics

Coaching 

Skills

Resulting
in more

While coaches are, for the most part, comfortable 
coaching fear and stress, many coaches see anxiety as 

RESOLUTION OF ANXIETY, FEAR & STRESS

outside their area of expertise. This is unfortunate, as 
not all anxiety is pathological. Many clients who are 
currently labeled ‘uncoachable’ because they can’t settle 
on a viable change project are simply in the anxious 
phase of the process outlined above. So long as the 
coach takes the time to slow down and be with clients 
as they struggle to land upon a viable change project, 
there is no reason to refer anxious clients to therapists. 

        Coaches who understand 
anxiety are in a position to redefine 
coaching to include the messy work 
of figuring out what the next phase 
of the client’s growth is. 

Coaches who understand anxiety are in a position 
to redefine coaching to include the messy work of 
figuring out what the next phase of the client’s growth 
is. They are able to put their own need for a viable 
change project aside, at least temporarily, to hold a 
space for clients as they struggle with uncomfortable 
thoughts, feelings and sensations. 

If coaches can build their clients’ creative and 
interpretive capacity as they struggle with anxiety, a new 
change project will likely be born. That project will then 
evolve to elicit the fear and stress responses that are the 
bread and butter of many coaching engagements. 

If coaches are truly in the business of supporting 
change projects, they need to be there not just during 
the growth and evolution stage of a change project, 
but during the inception stage, too. 
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How many times do we 
hear from a student that 
a paper, project, or the 
simplest of tasks “will 

be done later, I promise.” This can 
occur after coaching college-level 
students, or even management-level 
employees. 

The coaching session is about 
discovery of the client’s issues, one 
being procrastination. In a study 
about student procrastination 
by Brennen Hubbard at UNCA 
University, it was found that 95 
percent of students have this issue. 
This is a staggering number. “It’s easy 
to procrastinate when you’re having 
fun, and in college you have a lot of 
fun, and so it’s a lot easier to do the 
fun and immediate gratifications 
first.”1 This student, who was 
interviewed for a study by Hubbard, 
implies that just having fun leads 
to procrastination; others felt it was 
medical and personality traits that 
were root causes.

A psychological strategy 
for procrastination, choices, 
and how to get someone to 
choose differently
 
By Trevor Grafflin, BS, MBA

Traffic 
Light  
Strategy
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According to Marano, an award-
winning writer of Psychology for 
Psychology Today said that 20 percent 
of people declare that they are 
chronic procrastinators.2 She also 
states that procrastinators are not 
born, but rather that they are made. 
The DSM5 definition of ADHD 
states that students will avoid doing 
difficult tasks that require sustained 
mental effort (e.g. homework, 
preparing reports for adults, and 
review of lengthy papers). They 
lose necessary items for tasks, and 
other activities (e.g. wallets, keys, 
paperwork, mobile phones). Lastly, 
as adults they forget to do daily 
activities, like cleaning their room, 
running errands, and paying bills. 

If all of this is true, then what is 
the element that is truly missing? 
I believe it is simple: choice. We 
make choices in life every minute, 
day, week, and year. Our choices 
are as simple as what color T-shirt 
to wear or what type of car to 
purchase. Before we dismiss this 
and say people are simply lazy, we 
have to understand that this issue is 
a disability (albeit under ADHD). 
To this end, as coaches we have to 
adopt a strategy to help. Out of 
35 clients I have worked with, I 
have had 13 (4.6 percent) tell me 
a particular strategy, Traffic Light 
Strategy, has had a major impact on 
how they get through their work. 
So, how do I apply it?

 I first ask them “what is time”? 
I draw a diagram of a line, with 9 
a.m. at one end and 5 p.m. at the 
other. Then I ask how they would 
fill this time line: class, lunch, gym, 
homework. This gives the visual 
impression of what their day looks 
like, and exactly how time appears 
from their perspective. 

Once we establish that time 
is important, we need to apply 
the Traffic Light Strategy. We 
understand that red means stop, 
yellow is prepare to stop, and green 
is go. In this case we explain that red 
means difficult (a big paper), yellow 

is slightly difficult (a PowerPoint) 
and green is easy (I can do this 
now). In other terms, tasks that 
are hardest, easier, and easiest, or 
perhaps what takes longer, less, or 
no time at all.

Lastly, create a plan within the 
daily timeline of an actual day. Take 
out time that cannot be moved 
– classes, meetings, lunch – and 
calculate roughly the amount of time 
left in an eight-hour day. Perhaps 
we remove five hours, which leaves 
three hours of open time (personal 
time) in which to do any tasks given. 
Now we can discuss where are the 
best moments of time through the 
day to get those tasks started, halfway 
finished, or finished.

I asked students I worked with 
using this strategy for their feedback. 
Many said that they found success 
using this strategy. Most said that they 

began to look at their tasks in a new 
light. It began to look easier to “fit” 
work within a scheduled day, and 
easier to plan when to get it all done. 
One student said, “My confidence 
level has gone up, which has made  
me focus more on my work in all of 
my classes, not just the ones I like.” 

Every day when I now see a 
traffic light, I think red light, 
yellow light, green light – how can 
I make life easier? 

REFERENCES  
1 Whittaker, 2014
2 Marano, 2003

WEB RESOURCES

• thebluebanner.net/study-finds-up-to-95-

percent-of-college-students-procrastinate/

• psychologytoday.com/us/articles/200308/

procrastination-ten-things-know

 https://www.goodreads.com/quotes/tag/

education

perspective

Reproduced w
ith the perm

ission of choice M
agazine, w

w
w

.choice-online.com
R

ep
ro

d
u

ce
d

 w
it

h
 t

h
e 

p
er

m
is

si
o

n
 o

f 
ch

o
ic

e 
M

ag
az

in
e,

 w
w

w
.c

h
o

ic
e-

o
n

lin
e.

http://lewisu.edu/apply


VOLUME 17 NUMBER 246

corporate leadership

In her groundbreaking and bestselling book, 
Leadership and the New Science, Margaret Wheatley 
states: “In organizations, real power and energy 
is created through relationships. The patterns 

of relationships and the capacity to form them, are 
more important than tasks, functions, roles and 
responsibilities.” In their book, When Smart People 
Fail, Carole Hyatt and Linda Gottlieb emphasize that 
the primary culprit of professional failure is a person’s 
inability to build trusting, lasting relationships.

 After 40 years working in the field of leadership 
development, human potential and personal branding, 
the quality of our lives, both professionally and 
personally, is undoubtedly connected to the quality 
of our relationships. Love, acceptance, affection, joy, 
recognition, job satisfaction, praise, progress, support, 

laughter, fun times and, high on my list, meaningful 
conversations: all this and much more are dependent on 
positive human interaction.

Think of a relationship you highly value. How does 
this person impact your life? Can you count on that 
person? Do you trust them? Are they enjoyable to be 
with? Do they both compliment and complement 
you? Do they challenge you? What would your world 
be like without them?

It is often said that the best relationships are 50/50, an 
equal split of compromise and contribution. That begs 
the question: who measures the 50? When a relationship 
is deep and enduring, the commitment is total: 100/100. 
Each person knows that the other wants the absolute best 
for them. Each wants success, happiness, and fulfilment 
for the other. In difficult times, each is walking the 

Strengthening relationships to build your personal brand
 
By David McNally, CPAE

Rich Relationships,  
Rich Life
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corporate leadership

same path, empathizing, sympathizing, supporting and 
encouraging. As a result, the relationship is rich because 
of the positive contribution each is making to the other.

As we go through life, we experience many forms 
of relationships. Our family and friends provide a 
substantial portion of the more important relationships. 
Work, however, introduces us to many other 
relationships, some of which are brief and transitory, 
some are contentious and unpleasant, and others – the 
best ones – inspire us to learn and grow.

A key factor in being successful, both personally 
and professionally, is our ability to build the kind of 
relationships where trust, respect, and even admiration 
describe how people perceive and feel about us. In a work 
environment, even the most exceptional qualifications 
and expertise can be rendered ineffective when an 
individual is unable to build strong relationships.

How then are the best relationships created?
Let’s start with an awareness. People cannot see inside 

of us. They react to what they see and observe. While 
intentions are important, it is our demeanor and actions 
upon which others assess and judge us. As my friend, I 
appreciate that you meant to call me. That you called 
in my time of need meant the world to me. Your action 
was the evidence you cared. As my boss, it is nice to 
know you feel I’m an important member of the team. I 
don’t know, however, unless you tell me or recognize me.

Brands are not about fancy packaging, elegant 
logos or creative advertising. Brands are, in fact, 
about relationships. With companies whose products 
or services we buy time and time again, a strong 

To build a strong corporate brand, a company must 
deliver on its promises. That same commitment applies to 
the building of strong “personal brands.” Once again, it is 
not our intentions but our actions that determine how we 
are perceived and branded.

Intentions  ➡  Actions  ➡   Impressions = Brand

In our consulting practice, we work with several of 
the world’s most successful companies to ensure their 
brand strategies are implemented throughout every level 
and with every person in the organization. Our services 
include developing strong, effective leaders. We define the 
purpose of a leader as: “To engage others in committing 
their energies and expertise to achieve the shared mission 
and goals of the organization.”

A title does not determine a leader. The evidence is in 
whether they have followers. “Followership” is directly 
connected to relationship. People follow leaders they 
believe in; leaders who have their team’s best interests at 
heart, and prove it with their actions. The questions we 
always start with in our leadership development sessions 
are, “Are you the kind of person others want to follow?" 
Or, “Why would people want to follow you?”

These questions are the catalyst for an important 
understanding. We cannot change others, only ourselves. 
Being an effective leader, therefore, is not about learning 
what to do to others; it is about learning what we can be 
for others so that they trust us and are inspired to follow.

Whether in a designated leadership position or not, 
the way we lead our lives determines whether we attract 
people who admire and even love us. By raising our 
awareness of how our behavior impacts others, both 
positively and negatively, we have the potential to 
influence the perceptions they have of us. We are, in 
effect, taking charge of our personal brands and, thus, 
the depth and quality of our relationships.

This is not an exercise, however, in endeavoring to be 
all things to all people. That would be unhealthy and 
could even lead to a level of paranoia. Our efforts clearly 
need to be focused on those with whom a mutually good 
relationship serves us both professionally and personally.

There are many ways to make our mark on the world, 
but few will have greater impact than how others 
experience us on a day-to-day basis. The ripple effect 
of who we are and the relationships we nurture and 
nourish extends throughout generations.

A smile, a word of encouragement, an honest 
discussion, taking time to listen, caring, a sense of 
humor, raising aspirations, high standards, giving 
recognition, being aware, accountability, sensitivity, 
are all behaviors that define the best in humanity. 
And they have never been more in demand and 
needed than they are today!  

        The quality of our lives, both 
professionally and personally, is un-
doubtedly connected to the quality 
of our relationships. 

relationship has clearly been established.
Here’s how it works. If our first experience with the 

product or service was good, perhaps even exceptional, 
we had an incentive for a second experience. If the 
second experience was a repeat of the first, there was 
little hesitancy in going back for a third, and so on. 
Each experience built on the other and catalyzed 
positive feelings inside.

This same pattern is present within our own 
professional and personal relationships. Every interaction 
with another person leaves an impression. The sum of 
those impressions is the perception we have of another 
which translates into how we feel about them. Most 
importantly, the impressions we make on others effects 
their perception of us. The result? “Your personal brand.”
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industry news

ICF Toronto held another outstand-
ing annual coaching conference 
on February 28 at Exhibition Place 
in Toronto. Nearly 220 participants 

joined us for a full day of learning, de-
velopment and networking, the majority 
of whom rated the overall quality of the 
conference as “excellent.”

Richard Boyatzis, world-renowned 
speaker and author, launched the con-
ference with an emerging and informa-
tive keynote presentation that focused 
on the science of effective coaching. 
Several plane delays and a few hours of 
rest didn’t stop Richard from providing 
an inspirational and energetic presen-
tation, which was based on decades 
of his and his colleagues’ research into 
emotional intelligence competencies 
and coaching. Richard led the audience 
through examples of what effective 
coaching feels like, as well as under-
standing the neural processes that foster 
or inhibit it. 

The afternoon followed with Pam 
McLean, PhD, MCC, author and CEO 
of Hudson Institute of Coaching. She 
shared reflective practices to strengthen 
self-awareness and develop self-as-
coach capacity. Her stories were capti-
vating, and participants had a chance 
to experience increased self-awareness 
with coaching colleagues. 

To close the conference, attendees 
were treated to Judy Croon, a come-
dian and motivational speaker who 

showed us how to relieve work-related 
stress with humor.

ELEVATE exhibitors included Adler, 
Business Coaching Advantage, Coach-
ing Ourselves, D-TECK, Gestalt Coach-
ing, Intelligent Office, iPEC, Lee Hecht 
Harrison Knightsbridge and you-curve.  

 “We owe it to ourselves to live 
towards our dreams, and that’s what 
conference participants did as they in-
vested in themselves and their coaching 
community,” said ELEVATE Chair Jane 
Graydon. “It truly was an amazing 
day thanks to our speakers, exhibitors, 
participants and of course an amazing 
conference planning team.”

There was a celebratory energy 
to the conference this year since ICF 
Toronto is celebrating its 20th anni-
versary as a chapter. The night before 
the ELEVATE conference, ICF Toronto 
launched 20th anniversary celebrations 
with a networking and social gala. The 
evening also included PRISM Awards, 

  ELEVATE  
Conference  
Raises the  
Bar on 
Coaching Pam McLean engaging 

with attendees.

Richard Boyatzis starting 
the day off right.

ELEVATE attendees 
getting energized.

which ICF Toronto created in 2000 to 
recognize excellence in coaching with-
in businesses and organizations with 
coaching programs. 

Further events are planned through-
out 2019 to celebrate the chapter’s 
20th anniversary. 

 SAVE THESE DATES!
OCTOBER 23 – 26, 2019
ICF Global Converge,  
Prague, Czech Republic
coachfederation.org

SEPTEMBER 13, 2019
15th Annual Capital 
Coaches Conference,  
Rockville, Maryland
icfmetrodc.org

APRIL 30 - MAY 4, 2020
2020 Gay Coaches Conference
Greenwich, New York
gaycoachconference.com

FOR MORE UPCOMING EVENTS, GO TO choice-online.com/events
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choice services

Impact Coaching Academy  
phone: (800) 686-1463 USA  
email: support@impactcoachingacademy.com 
impactcoachingacademy.com

choice services provides resources and services from choice Magazine advertisers and sponsors. For a listing consideration, please submit your 
item to: garry@choice-online.com and indicate “choice services” in the subject line. (Send corrections or updates to the same address.)

choice Premium 
Partner Sponsor

RESOURCES AND SERVICES
choice Coach & Consulting Garry Schleifer
phone: (416) 884-8154 Canada
email: garry@choice-coach.com 
choice-online.com/corporatecoaching/
 
The Coach Initiative
phone: (732) 224-1237 USA
email: laurie@coachinitiative.org
coachinitiative.org

Coaching Toys Inc.
phone: (612) 822-8720 USA
email: info@coachingtoys.com
coachingtoys.com

Intentional Fate
phone: (614) 721-5908 USA
email: yourteam@intentionalfate.com
intentionalfate.com

The Library of Professional Coaching
email: owners@libraryofprofessional 
coaching.com
LibraryOfProfessionalCoaching.com

ThoughtAction LLC
phone: (617) 868-0201 USA
email: info@thoughtaction.com
thoughtaction.com

Columbia Coaching Center of Excellence
Teachers College, Columbia University 
phone: (212) 678-8240 USA
email: coachingcertification@tc.columbia.edu
tc.edu/coachingcertification/
 
Executive & Professional  
Coaching Program
The University of Texas at Dallas
phone: (972) 883-2562 USA
email: coaching@utdallas.edu
coaching.utdallas.edu

Fielding Graduate University
Change the world. Start with yours™

phone: (800) 340-1099
email: Admissions@Fielding.edu
Fielding.edu

inviteCHANGE
phone: (877) 228-2622 USA/Canada
email: info@invitechange.com
invitechange.com

MS in Leadership and  
Organizational Development
The University of Texas at Dallas 
phone: (972) 883-2562 USA
email: coaching@utdallas.edu
coaching.utdallas.edu

COACHING ORGANIZATIONS
The Gay Coaches Alliance
email: Membership@thegaycoaches.com
thegaycoaches.com/

International Coach Federation (ICF) 
phone: (888) 423-3131  USA/Canada
email: icfheadquarters@coachfederation.org
coachfederation.org

COACH TRAINING AND DEVELOPMENT
Association of Coach Training  
Organizations (ACTO)
email: laura@actoonline.org
actoonline.org

Reproduced w
ith the perm

ission of choice M
agazine, w

w
w

.choice-online.com
R

ep
ro

d
u

ce
d

 w
it

h
 t

h
e 

p
er

m
is

si
o

n
 o

f 
ch

o
ic

e 
M

ag
az

in
e,

 w
w

w
.c

h
o

ic
e-

o
n

lin
e.

mailto:support%40impactcoachingacademy.com?subject=
http://www.impactcoachingacademy.com
mailto:garry%40choice-online.com?subject=
mailto:garry%40choice-coach.com?subject=
mailto:laurie%40coachinitiative.org?subject=
http://www.thecoachinitiative.org
mailto:info%40coachingtoys.com?subject=
http://www.coachingtoys.com
mailto:yourteam%40intentionalfate.com?subject=
http://intentionalfate.com
mailto:owners%40libraryofprofessional%0Acoaching.com?subject=
mailto:owners%40libraryofprofessional%0Acoaching.com?subject=
http://www.LibraryOfProfessionalCoaching.com
mailto:?subject=
http://www.thoughtaction.com
mailto:coachingcertification%40tc.columbia.edu?subject=
http://www.tc.edu/coachingcertification/
mailto:coaching%40utdallas.edu?subject=
mailto:Admissions%40Fielding.edu?subject=
http://Fielding.edu
mailto:info%40invitechange.com?subject=
http://www.invitechange.com
mailto:coaching%40utdallas.edu?subject=
http://coaching.utdallas.edu
mailto:Membership%40thegaycoaches.com?subject=
http://www.thegaycoaches.com/
mailto:icfheadquarters%40coachfederation.org?subject=
http://www.coachfederation.org
mailto:laura%40actoonline.org?subject=
http://www.actoonline.org
http://impactcoaching.academy
https://choice-online.com/corporatecoaching/


VOLUME 17 NUMBER 250

a loss of control. Getting used to re-
leasing your power to the team is the 
key to unlocking the potential of the 
ideas and moving the business forward 
in new directions. 

How do we teach an Ask Not Tell 
mindset? It’s an approach that can be 
successful in all facets of your life. Think 
about how you may disarm a poten-
tially controversial topic with anyone if 
you approach it with a question versus 
a directive. Your kids, friends or partner 
will naturally be less defensive, and the 
conversation will take on a whole new 
level of depth and richness. It says, “I 
trust you and respect your ideas,” ver-
sus “I know all and you know nothing 
so I have to tell you.”

Anyone who has teenage kids may 
relate to this, as teenagers want to 
feel like they have control in their 
lives, when in fact they still really need 
a lot of direction. How we approach 
these conversations can open up a 
deeper understanding of what they 
are thinking and help us to better 
understand the ‘why.’ 

Any decision that is made collabo-
ratively automatically breeds stronger 
engagement. Collaborative decision- 
making actually takes some of the 
pressure off of you as a leader, to 
always come up with the ideas or the 
resolution. It also trains your team to 
make decisions and can be a strategy 
to grow talent from within.

It’s sometimes as simple as stopping 
yourself the next time you are starting 
to communicate a directive and  
instead use some open-ended ques-
tions to gain understanding. 

Great leaders are great listeners and 

they are constantly curious about this 
question: What do I need to know 
that I don’t? The more you start to 
use this approach in all facets of your 
life the more of a habit it will become. 
The mindset shift is powerful and the 
results may surprise you. 

final say

W orking with individuals 
and organizations to 
understand and utilize 
a coaching mindset re-

quires a full transition in how we think. 
Typically, when we talk about corporate 
coaching, we think of a structured 
session where we sit with a coach and 
address specific objectives and follow a 
structured process.

Leaders often ask, “So when do I start 
the coaching and how long do I make 
the session?” My response is that this is 
not a set agenda item; it should not be, 
“Let’s set 20 minutes to coach and then 
move on to our other business items.” 
Every conversation every interaction 
with our teams should be with a coach 
approach. This is a shift in philosophy 

        Your kids, friends or partner will naturally 
be less defensive, and the conversation will take 
on a whole new level of depth and richness.

to an “ASK not TELL” mindset. While it 
sounds simple, it is not easy.

As leaders we are taught that we 
should have the answers and be the 
ones providing direction. But the truth 
is, the power of leadership is under-
standing how to draw out the ideas 
from your team. True credibility comes 
from listening to all perspectives and 
choosing the ones that make sense 
based on the business need. We are 
not always the closest to the day-to-day 
issues, and if we trust and respect our 
team, then hearing their ideas and  

perspectives should be the guiding  
force to help us in making our deci-
sions. And in the process, we engage 
and build credibility with our team at  
a whole new level.

Some leaders may not be comfort-
able with this approach as they may feel 

Coaching as 
a Mindset
By Nancy Dewar, MEd, PCC, CLC
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Here’s what we’re working on to keep  
you on the leading edge of what’s  
happening in the coaching world:

Advertise  
with choice!
Visit choice-online.com/advertising  
for rates, calendar, ad specifications  
or to download our media kit.  
Contact Garry Schleifer at  
1-800-553-3241 ext. 801 or by  
e-mail at garry@choice-online.com 
 
Write for  
choice!
Visit choice-online.com/write-for-us 
to review our Writing Guidelines and 
Submission Requirements before you 
submit your article for consideration. 
 

Subscribe  
to choice!
Stay informed and on top of your game 
with a quarterly subscription! Visit 
choice-online.com/catalogue for more 
information or to subscribe online. Digital 
subscriptions are also available!

V17N3 Taking Care of Business
How do organizations decide that coaching is for them? Who is the decision maker 
inside the organization and how do they choose and implement a coaching program? 
How do coaches market and get into corporate coaching programs? What are the 
different types of coaching required in corporations? What qualifications and tools do 
you need to be a corporate coach? Join us as we explore coaching in corporations.

Article Deadline: June 1, 2019
Advertising Deadline: July 15, 2019 
Mail Date: Mid-September, 2019

V17N4 What is this Thing Called Coaching?
How is coaching different from other modalities (consulting, speaking, therapy, 
psychology)? Where do coaches come from? Is there confusion within the coaching 
profession about life, leadership, business, executive coaching? What are the 
distinctions and how are they different? What are the similarities? Could this be why 
many coaches have challenges making a good living?

Article Deadline: September 1, 2019
Advertising Deadline: October 15, 2019
Mail Date: Mid-December, 2019

V18N1 Coaching Diversity
Demographic shifts in the population related to age, gender, race, religion, nationality, 
sexuality, and ethnicity, are among the factors facing coaches and our clients. Central 
to working with diversity is the concept of intercultural sensitivity, or an individual’s 
ability to interact successfully with people who are culturally different. Join us as we 
explore the issues around diversity and how coaching can help.

Article Deadline: December 1, 2019
Advertising Deadline: January 15, 2020
Mail Date: Mid-March, 2020
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THE FUTURE  
OF COACHING  
IS NOW!
With choice Magazine
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