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Performance Note:

When the program is delivered to students viarecording you must develop your
production seriesin the following order:

Principles of Coaching

Skills Building — Rapport

Skills Building — Listening
Skills Building — Intuition
Skills Building — Asking Questions
Skills Building — Feedback
Barriersto Coaching
Co-Creative Relationship

. Coachable Moments

10. Process & Structure — Part ONE
11. Process & Structure — Part TWO
12. Choosing Beliefs

13. Practice Makes Perfect

14. Client Enrolment Strategy

15. Business by Design

16. Specidty Niche

17. Selling Coaching

18. Marketing 101 — Part ONE

19. Marketing 101 — Part TWO

20. Group Coaching

21. Time Management Coaching
22. Assertiveness Coaching

23. Networking and Promotion

24. Staying in Business

CoNooA~WNE

The specific should be delivered via recording as the students do not have the
accessibility of asking questions of alive trainer. When delivering the program vialive
interactive teleconference calls, the classes can be given in a continuous rotation model.

When delivering numerous tel econference calls each week, either morning or evening, all
teleclasses should remain on the same topic rotation. This makes for easier facilitation
changes should a student require a move from amorning to an evening teleclass for
example.
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ASSERTIVENESS COACHING

Introduction: Welcome to today’s lecture. We'll talk about what assertivenessis and
what it is not. Let me begin by saying: The Penguin English Dictionary defines
assertiveness as ‘ pushing oneself forward aggressively’ and thisis precisely the problem
many individuals see in assertiveness. And finally, Wikipedia defines assertiveness like
this: “Assertivenessis a skill taught by many personal development experts and the
subject of many popular self-help books. It islinked to self-esteem and considered an
important communication skill.”

Assertiveness as Defined

Isn’t that a great definition: Assertivenessis considered an important communication
skill! That's awesome. If you ask your friends what the word assertiveness means, | bet
you don’t get very positive responses to the word assertiveness at all. Assertion usually is
equated with aggression. In fact, assertiveness training —isreally just a practical

approach to “ Saying No.”

Of course, there are times when saying the 'n’ word is a necessity. But in our experience,
thereis so much anxiety around the possible consequences of using it, that people don't
say anything at all, but not saying anything at all — means that they have agreed to things
they'd rather not, or they get landed with extrawork and so on.

Behavior can be divided into 3 broad modalities.

1. Aggressive
2. Assertive
3. Passive

Essentially, aggression includes

« Being overly competitive.

« Beingloud.

« Bdlittling others.

e Being offensive.

« Beingjudgmental or critical.
e Beingimpatient or irritable.
e Beingviolent or abusive.

Key phrases of aggression include “Y ou’d better, or else”, “Just do it” or “Shut up” - etc.
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To be passive includes the following types of behavior — Let’ s read these together: (class
is reading these with you)

e Being anxiousto please.

e Avoiding conflict.

e Avoiding decision-making.

o Sdf-blame, self-criticism.

e Regjection of compliments.

e Frequent apologizing.

o Low sef-esteem.

e Putting self last.

o Keeping quiet.

e Fedling unconfident or weak.

Passive key words are words like: “Sorry”, “Would you mind if”, “I’m sureyou’'re
right” etc. Assertive behavior, on the other hand, includes the following:

e Listening to others.

o Stating needsclearly.

o Expressing feelings appropriately.

e Coping positively with disagreements.
e Beingtrustworthy.

e Taking responsibility.

Assertive key words include I think”, 1 believe”, “I understand your viewpoint”, “I
really do need ... blank.” etc.

Invariably, most of us experience acombination of al three behaviors (that is:

aggressive, assertive or passive), as we each have areas of our livesin which we feel less
confident, or find certain things irritating. The role of an Assertiveness Coach isto
encourage the client to be assertive in as many areas of their life as possible. Lifeisnot as
black and white as having to be “top dog” or “under dog”. Thereisamiddle path where
we can respect the feelings, rights and needs of both others and ourselves. This equality is
ahallmark of assertive behavior. Here are three different ways of making acomplaint in a
restaurant:

= Aggressive: “I’'m not eating thig! It'sgot a****** fly init!”
» Passive: “Umm, excuse me, I'm really sorry to bother you, | don’t normally make

afuss, but there seemsto be afly in my soup. I’'m ever so sorry to mention it,
sorry.”
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»  Assertive: “Excuse me; | have afly in my soup. Would you please replace it?
Thank you.”

The aggressive customer will no doubt cause a scene, cause embarrassment and in all
likelihood ruin the evening. The passive customer will probably remain red-faced and
feeling guilty for most of the evening. The assertive customer will receive just what was
reguired and will move on to enjoy the remainder of the evening.

Clarity and directness, or assertiveness, are not the same as bluntness and rudeness,
which is considered aggression. However, most dictionary definitions of assertiveness do
back that "in your face" style.

The key to assertiveness is: being clear about what is required and sticking to it without
being provoked into changing.

Being provoked is a common throwback to assertiveness, and provoking generally takes
one of three forms:

1. Argumentative provoking.
2. Manipulative provoking.
3. lrrelevant logic provoking.

An example of argumentative provoking includes such statements as, “If you don't like
theway | doit, do it yourself!”

An example of manipulative provoking includes, “Y ou know how much | hate having to
do that. It's so unfair!”

An example of irrelevant logic includes, “If you did it yourself, you’d be sure it would be
done the way you want.”

The difficulty arises as soon as the provoking is responded to. The provoking comment is
the bait and it is easy to get hooked. Returning to the earlier example of “Waiter, there’sa
fly in my soup”, the waiter may provoke with such comments as “I’ m too busy”, or
“We're short-staffed at the moment. You'll have to wait.”

The solution isto field an assertive response such as “1 appreciate that you are busy,
under pressure and short-staffed but | still want you to replace my soup.” The waiter gets
the message and whether he is good-natured or sulky, the customer will get a replacement
bow! of soup.

So it’simportant to understand the matter of problem ownership as related to asserting
needs. The problem of thefly in the soup isinitially the customer’s. The customer then
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asserts hisright to have his soup fly-free. By clearly stating his requirement to the waiter
the customer has transferred the problem to the waiter where it rightly belongs.

It isnow up to the waiter to deal effectively with the problem. Aggression of course,
means never accepting the problem, and passivity means taking on additional problems.

Fundamental Human Rights

Whether we are men, women or children, we all have the following rights: (Theclassis
reading these with you.)

e To state our needs.

e To set priorities based on our needs.

e To betreated with respect.

e To berespected as an equal human being.

e Toexpressour feelings.

e Toexpressour values and opinions.

e Tosay“yes’ or“no” for ourselves.

e Tomake mistakes.

e To change our minds.

e Tosay“l don't understand.”

e Toask for what we want.

e Todeclineresponsibility for the problems of others.
o Tointeract with other people without needing their approval.

It isthe last one on thelist that can give us the most difficulty. Instinctively we often look
to other peopleto like and approve of us. We have an inherent need to be acceptable to
others. Thisis human nature. With assertiveness comes less of aneed to be acceptable to
others and more of a sense of being comfortable in accepting ourselves.

Body L anguage

55% of our “summing up” of another person is based on appearance, 37% is based on
mannerisms and tone of voice and only 8% is actual verbal content. We all know what an
aggressive person looks like. They are full of tension and ready to fight.

We know their mannerisms and tone of voice; argumentative and hard. By this point it
doesn't really matter what they say. We are aready primed to receive some kind of
verbal attack.

So how does a person look and act assertively? Posture should be tall and confident, not

slouched (passive) or threatening (aggressive). Approach should be direct, not sidling
(passive) or “in your face” (aggressive). Eye contact should be direct, not shifty (passive)
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or intimidating (aggressive). Voice tone should be relaxed and clear, not whining or
mumbling (passive) or sarcastic or hostile (aggressive). Finally, gestures should be
relaxed and natural, not fidgety and nervous (passive) or confrontational (aggressive).

The more assertive a person appears the more effective their communication and self-
presentation will be.

Saying “No”

Many of us are brought up to feel that we should say “yes’ to most situations as a “no”
may cause offence. We will therefore say “yes” in many situations, even when we don’t
want to, as we concern ourselves with the approval of others.

Therefusal of something is often perceived by the person who wantsto say “no” as being
one or more of the following: Y ou have 4-blanks below, we'll fill them in as we go.

Callous
Uncaring
Mean

Sdfish
Small-minded
Petty

Rude

NogrwWDdRE

And if we do find the courage to say “no”, we pad it with any number of excuses, such as
“I’d really love to say yes, but unfortunately...” We hover and dither and feel
uncomfortable, becoming anxious and red-faced.

To be assertive means that if the requirement for our needsisto say “no”, we can politely
and firmly state it without worrying about causing offence.

EXTERNALISING

Whenever we have a problem within arelationship, whether it is on a personal or
professional level, human nature dictates that we externalize the problem. We tend to
blame the other person for the way we are feeling. There are three tendencies that we
follow when it comes to externalizing.

e Overvaluing our contribution to the relationship and undervaluing the
contribution of others.

« Criticizing others for being different from us, rather than appreciating and
building on those differences.

e Seeing others' sinsagainst us but not seeing ours against them.
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In the above examples note that none of the behaviors are assertive. They may be
aggressive or they may be passive depending on the individual’ s personality.

So why do we externdize? It doesn’t do any good and in fact may do serious harm to our
relationships with others. There are afew reasons why:

« Being unable to see things from another person’s point of view
e Finding it much easier to spot someone else's faults than our own.
« Not wanting to feel the discomfort of facing our own faults.

e Tending to be attracted to people who will reinforce our externalizing. We might
moan to someone who supports our view that it is someone else' s fault.

AVOIDANCE

A passive tendency, the avoidance of tough relationship issues, means not having to face
them and deal with them. We know we really should sit down and have a sensible
discussion about the issues that are troubling us but avoiding is so much easier. A typical
scenario is when someone does or says something that causes us to experience some
strong negative emotions such as.

Anger
Frustration
Embarrassment
Humiliation
Disappointment

aprwbdE

Rather than assertively dealing with the issue we stay quietly upset for awhile; hours,
days, even weeks. We replay the scene over and over in our minds but remain silent and
angry until at some point the intensity subsides. We then decide not to talk about it, but
harbor it.

At some point something is said or done that triggers the memories of what happened and
the old feelings come back. We still say nothing. Why? Usually, because most of us have
afear of conflict. We're afraid of how others may react. If at work, we may be concerned
about being fired, if at home, our concern may be that our partner may leave if we have a
conflict. Asthe incidents of externalizing or avoidance build up over aperiod of time, we
become rather like pressure cookers as the psychological steam builds up pressure.

When we avoid assertive discussion and problem resol ution the steam builds up, fuelled
by the inevitable behavior that externalization and avoidance causes. By this we mean:
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Put-downs; making someone feel demeaned and valueless.

Faultfinding by criticizing someone else's behavior, personality or ability.
Blowing up and acting aggressively.

Arguing constantly and senselessly.

Lecturing and talking down to others.

Cold shouldering; ignoring others.

Complaining to others and griping.

Sooner or later the pressure cooker will blow and aggressive behavior will usually follow,
causing much negative feeling. The assertive approach involves seeing someone else's
point of view, appreciating that we all have personal opinions of value and expressing our
feelings appropriately.

ACTION VERSUSREACTION

Reaction is always either passive or agar essive - we choose to avoid or confront as our
reaction to something. Action is assertive. It means making the first move, initiating a
situation, taking control.

Too many of us react passively, waiting for someone else to act when there is a problem.
We wait for othersto:

Apologize.

Hold a hand.

Do something for us.

We wait for someone to make the first move.
Waiting for someone to come back

Waiting for someone to forgive us.

Waiting for someone to make the offer.

Beforewe go on, let’s quickly cover therulesof assertion: (generally speaking — there
are 10 rules). These are not in your notes, so please write them down.

1.

2.
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Respect myself - who | am and what | do.

Recognize my own needs as an individual - that is separate from what is
expected of mein particular roles, such as"wife", "husband”, "partner",
"daughter”, "son".

Makeclear "1" statements about how | feel and what | think. For example, "I
feel very uncomfortable with your decision”.



4. Allow myself to make mistakes. Recognizing that it is normal and acceptable to
make mistakes.

5. Change my mind, if | choose.

6. Ask for "thinking it over time" . For example, when people ask you to do
something, you have the right to say "I would like to think it over and | will let
you know my decision by the end of the week".

7. Allow myself to enjoy my successes, that is by being pleased with what | have
done and sharing it with others.

8. Ask for what | want, rather than hoping someone will notice what | want.
9. Recognizethat | am not responsiblefor the behavior of other adults.

10. Respect other people and their right to be assertive and expect the samein
return.

Assertiveness is taking your life into your own hands, doing something for yourself.

To summarize, assertive behavior needs to be learned. The client will need to learn
different types of behavior to replace old habits. All habits can be unlearned in time. To
be clear in their aims and objectives, clients should be encouraged to write down the
following listsin order to have direction to which they can assert themselves.

« | want to achieve (blank)

o | want (blank) from my relationships.
e | want tolearn (blank)

e | want tovisit (blank)

e | want to make (blank)

e | want to own (blank)

e | want to work as (blank)

Some research studies suggest that being assertive also can help people cope better with
many mental health problems, including depression, anorexia, bulimia, social anxiety
disorder and schizophrenia.

S0, in closing today — let me say: Being assertive isbeing ableto say noin away that is
clear and understandable, while at the same time still caring about the other person's
feelings. A person who is a healthy, assertive person is able to act assertively without
concern that the other person will no longer like them.

Rhema International © 1992-2010 10



Personal Growth Exercise:
=  Why isit important to be assertive?
= List five of our fundamental rights.
= Wite briefly about body language.
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BARRIERS TO COACHING

Introduction: Welcome everyone. Today as we discuss the “Barriers to Coaching”
we're going to talk about:

The physical and environmental barriersto coaching

We're going to talk about fatigue

We'll talk about barriers resulting from the coaches behaviour and beliefs
WEe'll look at empathy

Paying “fix-it”

Staying present in the coaching conversation ... and awhole lot more

Often as important as what a good coach does is what a good coach doesn’t do. By using
theword ‘barrier’ we are referring to things that get in the way of the coaching practice.
Or rather, those things that can get in the way of effectively coaching your client.

Physical and environmental barriers

Isthe room right? This never feels important until you find yourself in an awkward
situation. But, when you coach in the corporate environment — you take control:

1. Alwaysask for aprivate room of areasonable size
2. Andinagood quiet location.

It isup to you to decide if the room is an appropriate environment for coaching. If itis
not, ask for another room. Y ou take control here.

Isyour room right for coaching?
Again, we never think about this until it happensto us. Hereis what you want consider:

1. Isyour room quiet enough?

2. Arethe chairsin the room comfortable but not too cosy? (Y ou want to say awake
— Remember coaches don’t get paid for cozy chats!)

3. Istheroom private, (e.g. away from other peopl€e’ s hearing, out of view, etc.)

4. Canyou sit where you can see and hear your client properly?

5. Isyour client happy and comfortable in the room?

These are only guidelines and we can usually work effectively in less than ideal
conditions. Y our personal preference and choice will ultimately determine if the coaching
environment isright or not. Of course coaching doesn’t have to happen in aroom, does
it? Other potentialy great environments can be found outdoors. The possibilities are
endless there.

Fatigue
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Some barriers relate ssmply to the state of the coach. Fatigue, for example, can cause a
lack of concentration, poor memory retention, lack of patience and inflexibility, just to
name afew. So you want to be sure that you are well rested.

One solution lies in scheduling a reasonable number of sessionsin one day and allowing
at least 15 minutes between sessions to recuperate or to allow for running overtime. Can
anyonetell me what the average number of coaching sessions most new coaches think
will be ideal to handle within their day?

Well, the average seems to be 5 and it may be too many. 4 is probably moreidea —
remember, itsimportant for you to manage your time effectively - or —time will run you
ragged. Look at it thisway —if you are doing 4 sessions per day and you charge $75.00
per session for example, you are doing well. No need to over book.

Barriersrelating to the coach’s behaviour and belief

Less obvious, but possibly more harmful to the coaching process, are behaviours that you
might adopt that obstruct the collaborative coaching process. Thiswould include: Asking
too many guestions for the client to respond to — or becoming impatient when the client
becomes confused or unclear.

Keep in mind - as with most principles we discuss, there is no right or wrong, only results
and outcomes. For exampleit’s not wrong to ask too many questions, it’s just unlikely to
produce the results that the coach wants.

So, when we are coaching, we are looking to devel op the following three-step process:

1. Become aware, when you' re doing or thinking something that is not working.
2. Acknowledge that and giveit up, let the thought go.
3. Substitute or re-focus with another more effective intention or behaviour.

Too much talking

When you begin a collaborative coaching conversation the client should be doing at least
70% of the talking. Coaching simply isn’t possible if your client is continually listening
to you. But keep in mind, as your coaching skills get better, we expect that you will be
keeping to the 80 / 20% rule. Overall the balance of the talking rests with the client.

Lessismore. Allow for silence. By not having to feel pressured into speaking or
listening at every given moment, your client can spend time in quiet reflection on their
internal thought processes. Some thoughts and feelings take time to form — so allow the
client time to formulate their responses. Embrace the silence, if you will. Let’s explore
silencejust for amoment. (HAVE SOMEONE TIME 15 SECONDYS)
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A good coach will notice when the client appears to be reflecting on thoughts and ideas.
The coaching conversation is aliving, breathing thing.

We won't go through this exercise now, but please read it and do the exercise. These are
awaysfunto do.

NEREEEJust be quiet

Emotional states

Generally you want to be in aresourceful state of mind to do your job effectively and
coach to your greatest potential or ability as well as being watchful of physical conditions
such as genera fatigue or even illness. Y ou should be careful to be in a good emotional
state for coaching as well. Emotional states that are conducive to coaching include:

feeling relaxed

being aware

being focused

being obj ective

being slightly detached. (in other words, your client is free to make their own
decisions without you feeling anxious or the need to intervene.

gkrowbdpE

Sympathy as an emotional state

Asacoach it’simportant that we understand the nature of both empathy and sympathy as
they can create different results.

Empathy means: the ability to identify mentally with another person and his or her
situation. In other words if you feel sad | can relate to that and if you are angry | can
appreciate how you feel. Empathy does not mean that | feel what you feel, only that | can
relate to how you fedl.

Sympathy means: to sharein an emotion or feeling with another person so that two
people experience similar emotional states at the same time. For exampleif you feel sad,
| am sad and if you feel angry so do I. A coach who continually sympathizes throughout
the coaching conversation is likely to become emotionally drained.

When empathy seems cold

There are times when empathy is not appropriate in relating to the client’semotion. Let's
explore this. Empathy is fine in response to typical emotions of mild frustration,
annoyance, disappointment, etc. The risk of merely empathizing with the client is that
sometimes this can appear alittle cold and unsupportive.
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For example aclient has experienced a significant loss of some sort and is visibly upset
by discussing it. For the coach to say ‘| can appreciate how that must feel’ might be
inadequate.

Maybe the client simply needs to know that their sadnessis normal and that you
genuinely care in that moment. In this instance sympathy often feels more supportive and
demonstrates awillingness to take on the experience of the client’s sadness.

This delicate balance rests on a combination of factors. Y ou have to consider what the
client might want and what seems effective for the coaching at that point.

Seeking to control or dominate the conver sation

Collaborative coaching is based on encouraging the client to explore their own thoughts
and experiencesin away that promotes insight and learning.

The coach needs to maintain a balance between keeping the conversation focused and
supporting its natural flow. So what might cause the coach to try to control the
conversation? Here are some possibilities:

The coach thinks they’ ve spotted a solution to a problem and wants to lead.

The coach isfrustrated at the amount of timeit is taking to discuss a subject.
The coach thinks the client expects them to take control.

The client seems unwilling to talk about an area that the coach wants them to
discuss.

» The coach knows alot about the subject being discussed and wants to display this

knowledge.

Awareness is aways the key to choice. Effort and energy need to go into listening and
facilitating thoughts rather than constructing the conversation. Be open natural flow.

Needing to be right

Some of us are better at finding out we' re wrong than others. In coaching, itis
recommended that any coach give up an attachment to being right. It simply getsin the
way of the conversation.

An attachment to being right is closely linked to our need to look good in conversation.
In order to let go of an attachment to being right we aso have to give up an attachment to
looking good in the eyes of others. So you don’t need to be right — you don’t need to
have all the answers. Relax and let the coaching process take it’s course of action.
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Playing ‘fix-it’

Now, on the other hand, when a coach plays ‘fix-it’ they assume that the client hasa
problem. The difficulty hereisthat once you begin this process, you will alwaystend to
focus on searching for problemsin what’s being said and then try to solveit. The
drawbacks of thisinclude:

= The coach devel ops an inappropriate filter to listen only for problems.

» The coach tries to come up with solutions without the input of the client.

» Theclient can end up feeling flawed or inadequate, something of a‘problem’
case.

Asacoach, you are NEVER in the position to fix anything. The need to fix another is
NOT the function of a coach. Remember, we live by this motto: We assume that every
client comes to us compl ete and whole — able to generate their own perfect solutions.

Assuming your experienceisrelevant

When you get to the place that you have done alot of coaching, sometimes what one
client is saying sounds just like something another client has discussed in the past. This
might cause you to assume that the same solution or way forward would be of benefit
thistime also.

WEe'll keep this short and sweet. Whatever brilliant insight, question or idea you may
have had in a previous session, may beirrelevant or inappropriate in this session, with
thisclient.

PLEASE WRITE THISDOWN ... Everyon€e s experienceis different.

Looking for the ‘perfect solution’

Sometimes in coaching there is the experience of amagica ‘Aah-hal’ moment between
the coach and the client. Y ou know, that fabulous idea or insight presentsitself and
problems dissolve, blockages are cleared, the clouds part and the sun comes out! For a
coach thisfeels great. But beware ... the buzz can be addictive.

Theredlly isthis ... BIG moments are quite rare and usually occur when a coach least
expects them. Trying to produce these moments will rarely work. Insights and learning
emerge as much between coaching sessions as they do within them.

So what | want you to know isthis - ultimately the client determines the value and
effectiveness of coaching. Some clients don’t need amazing insights or breakthroughs to
bring about BIG changes. They simply need support with their learning and devel opment
process. Here's aword of advice that comes directly from my heart as a coach —to yours
—asacoach —don’t expect more for the client than they expect for themselves.
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Trying to look good in the coaching conver sation

As humans we have the “need — or want” to look good in the eyes of others. In coaching
this can get in the way of an effective conversation. It getsin the way because it diverts
your attention from staying fully present in the conversation. When the coach is not fully
present the following can be true.

By ‘looking good,” we refer to an amost subconscious tendency to devoting alot of
effort or energy to looking good in conversation and it really detracts from the quality of
the coaching.

Within coaching, there are some pressures put on the coach to ‘look good’ and | want to
acknowledge these. Lets read them together .... You'll feel pressureto:

Have all the answers.

Say clever or smart things.

Have areal impact.

Be professional and businesslike.

Be very experienced and knowledgeable.

Know just what to say within the conversation.

| lovethisone ....The client believes because you are a coach, you have a happy
fulfilling life, free of problems or conflict.

Wanting to look good is not necessarily a bad thing. It isaway we have learned to cope
with some of the risks and pressures of life. Actually the alternative to using behaviours
intended to make us ook good is simply to be our natural selves. Remember, your client
isdrawn to you for areason.

Staying present in the conver sation

Any time we increase our awareness of ourselves, our appearance, how we are sounding,
etc., we decrease our awareness of the other person. We become ‘not present’ to the
person and to what is happening in the coaching conversation. Staying present to what is
happening requires commitment and concentration. Our reward to staying present in the
coaching conversation is a better understanding of a sense of relatedness.

We won't take the time to read though this next exercise “ Are you present?’ now, but
please, do the exercise and talk about your findings on the message board with one-
another. Again, these are meant to be informative and fun. Please move down to the topic
— Strategizing in the Conver sation.

B - < you present?
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Strategizing in the conver sation

This next barrier to effective coaching is a subtle form of control known as strategizing.
Strategizing is what happens when the coach starts saying or doing thingsin order to
create a certain outcome. Please note that in this context, the word “ strategizing” means
to lead the client to a certain outcome or way of thinking — rather than strategizing or
making a plan to get to a certain goal or achievement. Is this clear to everyone?

The opposite of strategizing is being authentic. Being authentic means you always speak
your truth. If you are busy strategizing, thinking ahead, you are not fully present with the
client.

The way to avoid strategizing begins with catching ourselves doing it. We need to
develop an internal alarm bell for this behaviour. Wherever we have an agendafor a
conversation or think we know how it’s going to go we tend to strategize.

In any encounter when you feel yourself strategizing GIVE IT UP! Simply let it go.
Acknowledge that you have caught yourself strategizing and trying to lead or take control
and giveit up —then simply carry on. With practice, eventually, you' |l stop doing thisin
your coaching conversations. Keep in mind it takes practice, but you will training
yourself not to strategize by maintaining control over it.

Focusing on what to do

Thereisan obvious risk in focusing on what not to do during a coaching conversation.
For exampleif | tell you not to think about a blue rabbit wearing sunglasses what do you
think about? (Surdly not a blue rabbit wearing sunglasses!)

S0 a coach needs to not think about what they are not supposed to be doing ... confused?
That’s exactly the point.

If your head isfull of thoughts like ‘Now, don’t control the conversation, don’t treat them
like they’ re a problem, don’t take on their feelings too much,’ ... obviously that’s not
going to work because your head is then full of your own internal conversation rather
than listening to the client. And, by focusing on what not to do ... we may end up doing
it. Within coaching the three-step process of awareness, acknowledgement and
substitution can help to refocus thought.

Summary
Here follows the threes steps once again:
1. Become aware that we are doing or thinking something that is not working.

2. Acknowledge that, giveit up, and | et the thought go.
3. Substitute or refocus with another more effective intention or behaviour.
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The key to avoiding these barriers to effective coaching is an ability to develop an
intuitive sense of when we are doing them. As said earlier, it all begins with awareness.

First create a focus for just one of them, for example: playing fix-it, in your next
conversation with someone who appears to have a problem. Make it your game to catch
yourself doing it then decide to give up doing it.

Over time you won't have to wonder if you are playing fix-it. Y our subconscious will let
you know. Intuitively you may get afeeling or thought that you are not comfortable with
the conversation. If that should happen ... ssimply acknowledge the redlization, give up
doing whatever you are doing and move on letting the thought go!

*View thefollowing Supplementary Forms:
= B101 - Benefits of Working with a Coach
= B102 - AreYou Ready to Get the Most Out of Coaching?
= B103-Who, What, Where, When & Why
» SC101 - Sdf Care
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BUSINESS BY DESIGN

Introduction: Welcome to the call everyone. Today we' re going to be talking about
“structure” or the things we need to do to pull off your coaching practice in a professional
manner. Some of the things we'll discuss today are:

Genera Office Structure

Telephone Options

Setting your fees

Accounting and client management systems

Have you ever noticed that some business owners continually complain about how bad
their industry is? Or how bad their customers are? Y et in the same industry and in the
same city thereisa‘switched on’ business owner that is absolutely blossoming.

Switched on business owners work within the same conditions yet they just seem to be
able to make it work. Why are they able to make it work? And how can you do the same?

We find that the best business owners focus on their business. And they focus on the
things that they can control. They adapt their business as necessary so that they can
continue to survive and prosper. Mediocre business owners tolerate poor performance.
They will whine and complain about it, yet they won’t do what it takes to improve or
eliminate potential problems.

S0, the top business owners don't tolerate poor performance. And everyone that works
with them knowsit. That’s how you run a business. By setting the rules that everyone
agrees to, and having known consegquences for poor performance, everyone knows where
they stand. So take control in your business. Set your rules. Clearly define expectations
and outline consequences for poor performance. It’'s your business, so take control of it.

Y our business may be the ultimate vehicle for creating your life, so don’t let other people
createit for you. Create it yourself and value what you do. Vaue who you are, what your
business does and what it has to offer. For example, if you don’t want to work weekends,
you don’t haveto. It’s up to you. Don’t make decisions based on what you believe isthe
status quo. Making arbitrary decisions that will ultimately hamper your overal desireto
sustain your business will not serve you well.

Asan individual entrepreneur of aprivate coaching business you must take control of
every aspect of your practice. You must ...

Become the primary decision-maker.

Decideif you will work at home or from an office.
Control and handle your expenses.

Learn to become a‘ computer geek.’

Set up viable practice hours.
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Become the creative designer of the look of your business.
Be the paper-pusher.

Be the banker.

Be the promoter.

Be the consummate professional.

Has anyone heard the term: “Chief, cook and bottle-washer?’ This pretty much describes
the roles that you will take on as you undertake your coaching business. Y ou will be the
individual out front in the business attire and the person in the back office in the apron.

Office structure

Developing your office structure is an element of your business that is integral to your
day-to-day activities. A home office is the number one choice of coaching professionals
the world over. The costs are low and the rewards are many. A well-defined space for
your private working area should include: (these ideas are written for you — let’s read
them together)

= A desk with usable space.

= A small filing cabinet or filing drawer.

= A quality phone with headset capabilities (so your hands are free to write or type
while you are speaking on the phone).

= A good computer with basic programs installed.

= A quality printer.

There are some added software that may make your job alot easier when communicating
with clients and that would be:

» Ensuring that you use Microsoft Word as your document creation tool. It is still
the most used word processing software world wide — other wise, folks may not
be able to open your documents.

» Purchase of a PDF creation software — to send PDF documents to your clients.
One great free program is PDF 995. This program does display “ sponsor pages,”
however, the program is easy to learn and use. Y ou can choose to upgrade and
purchase PDF 995 for only $9.95 or atotal package of upgrades for $19.95.
You'll find this great program at www.pdf995.com, so check it out.

Your Office/ Your Space/ Your Structure

Having a home office brings with it some distinctive challenges. Can you think of some?
Anyone?

It isimportant that you define your space and make it yours. That’s easy if you live alone

—right? But if you don’t live alone, be sure that others within your home know that thisis
your workspace and it must be respected. Also, when you work at home your family and
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friends may tend to take advantage of your time. Right from the start you should do the
following.

Establish your boundaries.

Establish clear working hours.

Establish times that the family may not interrupt you (unlessit is an emergency).
Do not receive persona phone calls during working hours.

Tell people who interrupt you that you will get back to them.

Consult the service professionals

When starting your business always consult with an accountant. There can be many tax
advantages to working from home. Advice from an accountant can make or break your
business. If you can find one that does work with professional coaches, all the better!
Find a good advisor who can provide you with all of the options that you will be able to
take advantage of.

Consult telephone professionals. Y ou may decide to open a second phone line for your
business use. Thiswould mean alittle extra cost but it will make sure that messages get
to you and that the phone never presents a busy signal when someone calls, due to family
members using your business phone.

Y ou may want to initiate an 800 or other aternative of atoll free number. These can be
purchased whereby you pay only for the minutes used. Y ou may want to set this up for
incoming calls only, or for incoming and outgoing calls so that you can do telephone
sessions with your clients at alower cost.

Y ou can aso look into the various options presented through computer online broadband
telephone services. These are extremely reasonablein price. * Skype,” for instance, isa
service that permits you to place phone calls directly from your computer with amazing
clarity. Calls placed from computer to computer are free of charge. When placing calls
from computer to landline the average cost is approximately 3 to 7 cents per minute.

A well-rounded professional ook

As we have mentioned many times, and will again, you may decide that you should have
awebsite. Not abad ideal We believe that you should. A website will provide you with a
24-hour referral service. Isthere any business that doesn’t have a Website today? Don’t
we expect that every viable business will have a Website?

Our advice isto work with an established company to put together a professional Website
that will clearly state the dimensions of your work, your expectations of the client, your
fees and your contact information.

The biggest mistake that new coaches make with their first website is looking for the
cheapest web hosting deal that is available.
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Those really cheap Web hosting plans look attractive until you find out three things:

1. Sometimes you get avery limited number of Web pages in your account. Plans
only give you 5 or 6 pages. Y ou should know that you will require at least 8 or so
pages minimum. Think about it: Homepage, About Y ou, About Y our Services,
Your Sales & Product Page, Y our Order Page, Y our Contact Page and so on. But
think this through — you also require a Thank Y ou page for when you complete
the customer’s order. And what about the Thank Y ou page that tells someone that
their email has been successfully sent to you. I’ ve given you 8 pages right there
and didn’t include specials or give-aways. So look at your site redlisticaly and
think ahead — because a Website is aliving breathing thing and continues to grow
and evolve over time.

2. Most cheap plans don't give you access to what is called a SQL Database. Why is
thisimportant? SQL database is necessary to run a blog from of your site. If you
don’'t have access to SQL database — you won’t be able to have ablog — and every
coach (this includes you), MUST have ablog.

3. Also, think about this—if you build your site using a‘site builder’ (you find these
all over the Internet — those no experience necessary to build your site), you will
find that in most cases you can’t run SQL scripts. What's more, if you no longer
want to be hosted with your current hosting plan and you’ ve built your site with a
“site-builder,” you won’t be able to move your site because it will only run on
their servers. Your siteis stuck where you post it because it’s part of a site builder
program and you don’t own the site, the hosting company does.

Y ou can look into programsto build your own site like Microsoft FrontPage or Net
Fusion. Now, Microsoft no longer supports FrontPage, but it still works very well and
most Website hosting companies offer FrontPage extensions at no extra cost: meaning
that you can uploads sites using FrontPage. Y ou can find out more about Net Fusion by
visiting www.netobjects.com.

Your siteis your single-most important investment that you will make next to your
business card and sample information — think before you purchase and get some sound
advice.

Setting your fees

A challenge for any new business entrepreneur is setting fees. We grapple with what we
want to charge versus what we think we can get. One simple way to begin the processis
to phone various coaches or visit their websites and explore their rates.

Get to know what the highest and lowest fees are. Y ou will find that different coaching

specidtieswill have different pricing structures. Thisis because different markets can
achieve different fees. For example, a coach who works with high-powered executives
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can request a higher fee than a coach who works primarily with stay-at-home moms or
small business owners.

The usud range for coaching fees can be as low as $149.00 per month or as high as
$1,200.00 or more for 4 one-hour coaching sessions per month. Therangeisvast. Itis
important that whatever rate you choose, you are happy and comfortable with it and it
matches your integrity. In other words, can you live with your price and not back-peddie
when you' re asked for your fees?

Y ou might want to take into account the following.

A range of markets.

Level of experience.

Y our specialty.

Y our target market.

The region of the country you livein.

Y our background coming into Coaching.

Structuring your fees

You must remain in total integrity with your fee structure. Thisway you will never feel
uncomfortable or awkward about discussing your fees. Always remain positive about
your fees. If you find this to be one area that slows you the most, offer adiding scale to
individuals who may requireit. In that way, you will be able to work with most everyone
that you would like to.

When you discuss your fees with a potential client and you feel completely confident,
then you have found the right fee to charge at thistime. A fee structureis never setin
stone. Asyou further master your talents and skills you can adjust your fees to equal your
abilities. Watch your client-base and you will know when to raise your fees.

Your accounting practices

Being financially organized is very important. Keeping good clear records is the sign of a
good and successful businessperson. Y ou may keep manual records or choose to use
computer software to help you. Either is aviable option.

Keep your accounting simple. Y ou may want to hire a bookkeeper to lend you ahand in
the beginning to assist in setting up your paper trail. Here are some simple stepsto help
you begin your accounting system that can be further refined as your Coaching business
grows.

= Open abusiness checking account at your local bank.
» Organize where and how your expenses will be tracked.
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= |f your officeisin your home remember that a certain percentage of your
expenses can be written off of your taxes each year, so keep careful track of the
bills.

=  Keep every receipt. And | mean every receipt.

= Every month, total your Coaching income. Other wise, how will you know if your
coaching practiceis delivering more financial rewards?

Accounting management software for the small businessis cost effective and well worth
having. Most software packages are inexpensive and fairly intuitive to use.

Taking payment

Certainly, we all understand that it is wonderful to be able to accept cheques from clients
and put them into the business account with little cost involved on the part of the coach.
However, it isimportant to remember that not everyone who wants to hire your services
right now has the financia resources to do so just when they want to.

Taking the step to receive payment by credit card will make a vast difference to your
income. Once set up, clients with a credit card can purchase your services— RIGHT
NOW!

Y es, you will pay a percentage to the credit card company for processing the payments,
but the rewards are far greater than those few dollars that you will be charged for your
‘Merchant Service.” Credit card processing will give you asignificant edge in the market
and further establishes you as a professional rather than a fly-by-night operation.

Inthe USthereis avast array of merchant credit card processing services available to
you that you can have set up in afew short days. If you reside in Canada however, it's
another story. In Canada you need to provide years of banking information, credit
information and extensive information on your business to open merchant credit card
service.

If you want to process al of your payments viathe Internet on your own website, this
will be alittle easier to set up. Y ou can begin by working with PayPal
(www.paypal.com), it is quick and easy to set up within a couple of days and you can
even purchase the use of their “Virtual Terminal” whereby you can enter your client’s
credit card information and the charges directly from your computer at home and the
money goes instantly into your PayPal account.

Y ou should also explore 2Checkout (www.2checkout.com). Again, they are quick and
easy to set up and you'll be up and running in just afew days.

Client management system

If you do not already have a database or a client management system, consider starting a
paper file system and research the options that are on the market.
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We know many coaches who use the “Coaches Console.” Thisis a Web-based client
management system that you log into over the Internet. Y ou can purchase the “ Coaches
Console” service for a one-time License fee of $99.00 or $39.00 per month, ongoing.
There are lots of features and customization that can be created by you. Y ou can even use
your own logo or colors to match your website. Y ou can even allow your clients to book
appointments with you online by logging into your system.

How ever you want to begin your client management system isfine. There are no
absolute rules, but ensure that you are organized. Y ou can aways choose to upgrade your
system as your business becomes more established and maintains a positive cash flow.

Timeis money

Timeis money so alwaystry to keep your businessinformation at hand and easy to
locate. There are easy flexible paper day-timer systems that are easy to use. If you prefer,
to use your computer, check out “The Journal” at: http://www.davidrm.com. Y ou can
create as many journals on your computer as you need. Y ou can create as many journals
asyou like, so how about creating one for your personal use and devote another to keep
your clientsinformation. It's cost effective at only $49.95 US.

When planning for your business, always begin with setting firm hours of operation and
keep them. These are the times that you will be available for work within your business
and should not be easily changed or atered without careful thought. If you don’t
recognize the priority of running your business and being available to further establish
yourself in coaching, neither will anyone else.

Set your time and keep to it. As you transition into full-time coaching you can alter your
work schedule to reflect the new hours of operation and your availability.

Time management
By establishing afew principles or guidelines for your time, you are able to prioritize
them to fit your persond lifestyle and family life. Y our time management plans alow
you the flexibility to adapt your duties, responsibilities and obligations around your
personal choice and needs.
Listed below are some general time management principles to help guide you.
* You can mix business with pleasure as long as the game rules are agreed upon in
the beginning. Y ou family, spouse, children, should fully respect your business
hours and in fact, become your strongest allies.

»  Set reachable goals and deadlines, and track your progress. Set daily, weekly,
monthly and annual deadline check lists, to-do lists, electronic memos, caendars,
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events, etc. Keep an accountability chart that works best for you and stick to it

Set Family Rituals: Daily routines, weekly date nights, monthly family trips,
annual vacations, etc your family comes first.

Set religious/spiritual time. Have daily, weekly, monthly appointments, devotions,
prayers, etc. Practice freely and openly and let faith, peace and joy guide you.

Set Personal Time. Vacation and down time is critical to your success. During
your persona time, check emails and voice messages only during downtimes but
don't make it apriority. Make the priority to stay away from the office and take of
you.

Being flexible gives you the ability to prioritise your work obligationsin your life,
with faith and family taking precedence.

Challenge yourself to grow and prosper in the luxury of adjusting your time, rather than
systemizing it.

*View thefollowing Supplementary Forms:

B101 — Benefits of Working with a Coach

B102 — Are Y ou Ready to Get the Most Out of Coaching?
B103 — Who, What, Where, When & Why

B104 — Coaching 90 Day Goals and Objectives

F104 — Setting Y our Fees

In the Student area under “Week FOUR” see: Three Steps to a Profitable
Coaching Business.

It isimportant that you begin to know and USE all of your forms correctly:

Sample—Thank You Letter

Sample — Time and Billing Log
Sample — First Coaching Session Agenda
Sample — Coaching Assessment Form
Sample — Coaching Agreement Form
Sample — 90 Days Godls and Objectives
Sample — Progress Report

Sample — Promise Log

*There will be additional resources at the bottom of your lecture transcript so please
look for those.
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CHOOSING BELIEFS -

Introduction: Welcome to today’ s call on choosing beliefs. Some of the things that we
are going to cover today are:

» Understanding how beliefs hold us where we are

»  Where do bdliefs come from?

»  What are beliefs?

» What beliefs give you?

= We'regoingto look at changing beliefs

» Managing fear

= We'reeven going tolook at minimizing fear of foes ...

Y our client may have aready formulated a plan of action in working with a coach, but
has never really gotten around to carrying it through. As aresult of time passing and no
action being taken, maybe frustration and procrastination sets in and the client starts to
think of reasons not to begin and is maybe becoming more discouraged along the way.

So, just what is going on for the client? Is the client weak or lazy? The good news is that
the reason the client is blocked may have nothing to do with weakness, 1aziness, or any
other ‘label’ we might choose to put on the individua . They may well be blocked
because deep down, they don’t believe they are capable of executing their plan for their
life. Or even worse, that they don’t really deserve happinessin their life. It all comes
down to beliefs.

Under standing how your beliefs shape you

History isfull of men and women who defied the odds and overcame seemingly
immovabl e obstacles to reach their goals. These people all had one thing in common; an
unshakable belief that they were exactly the right person at exactly the right moment in
time to achieve whatever they set out to do, whether scaling an impossible mountain or
winning a marathon.

In life coaching a belief is simply afeeling of conviction about something, specifically
about one salf, and strong positive beliefs are the foundation for action. Holding negative
beliefs or ones that no longer serve you well, has the opposite effect and keeps you stuck.
Your inner critic specialises in these destructive beliefs and can produce them at the drop
of ahat.

Beliefs are tricky things. For the most part they tend to appear logical and watertight, that
istheir nature, but whole communities have built their worldview on beliefs that were
later proved wrong. For example the world isn't flat but people used to believe that it
was, and wasted alot of energy in formulating strategies to avoid falling off the edge.
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Wher e do beliefs come from?

Some of the beliefs we hold go right back to childhood. There were the assumptions of
Santa Clause and the Tooth Fairy! These are harmless. But, some beliefs we picked up in
childhood are harmful. What about school reports, leaving us with the conviction that we
were lazy and easily distracted? This belief can remain and become a part of our identity
long after we' ve become hard-working and focused adults. (Can anyone think of a
childhood belief that might stay long into adulthood?)

Beliefslearned or ‘given to us' in childhood can be extremely powerful, and if they are
negative beliefs, they can realy hold us back from seeing and fulfilling our true potential.

Sometimes our firmest beliefs can be overturned in an instant. As an example: you're
probably read true stories where someone discovers that their partner of many years has
been leading adouble life for decades. Having a‘ core belief’ overturned like this, cutsto
the quick of our belief system and makes us begin to question many things we' ve always
held to be true.

Sometimes concepts that we pick up may be incomplete or misleading. Most of us at
some time have formed an opinion about someone just from what a friend told us, and
later found out that there was alot more to the situation than the small bit of information
we had learned.

Realising that our assumptions can be wrong doesn’t mean that we need to walk around
in some kind of conspiracy theory state, challenging everything that comes our way. But
we can see how our strongly held beliefs propel us into acting with conviction, for good
or ill. Choosing different beliefs that may challenge you, but drive you forward doesn’t
make you naive or just thinking positive, it is Simply good sense.

The beliefs that hold someone back are no truer than the beliefs that spur someone into
positive action, so why not choose to focus on the beliefs that get you the great results
you want?

What areyour beliefs?

Many of our convictions are so much a part of usthat we rarely have a good objective
look at them. A quick glance isn’t lways enough, because at face value all of our
acceptances may look perfectly reasonable. Building a strong positive belief system starts
with dusting off each one of those beliefs and taking the time to truly examine them.

Only then can you decide which beliefs are still necessary for you to hold on to and
which ones are out-dated and no longer valid with your current way of thinking.

We won't take the time to read the next exercise now, but please read it after the call, or

tomorrow and do the exercise. Y ou can put your results up on your Message Board and
discuss resultsthere.) Let’s move down to “What Do Y our Beliefs Give Y ou?”
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Finding beliefs

What do your beliefs give you?

All the beliefs you hold are likely to feel very rea to you. Even negative or destructive
beliefs exist for areason. At some point you have gathered evidence that supports
everything you believe. If you are convinced that you are hopeless at sports, that is
probably because you have some compelling examples of it, such as missing an easy goal
or coming inlast in arace. If you have had more negative examples than positive
instances where you performed well, you have probably grown accustomed to looking
only for the evidence that supports your negative belief about your sporting ability. In
reality, you are almost certainly able to become quite capable at sportsif you want to do
so enough, and are willing to put in the practice and effort required.

Our most limiting beliefs about ourselves may get in the way of any action we need to
take to change something. Many of us are surprisingly attached to our misconceptions
and are reluctant to let them go. That is because our beliefs serve usin some way. If we
believe that we' re not bright enough to get a promotion, then we give ourselves
permission not to try. If we believe that all the men or women we date are selfish and
untrustworthy, we will tend to build comfortable protective armour so that we don't get
hurt.

Y our limiting conclusions have afunction, but a very limited one. Y our empowering
acceptances on the other hand, serve you far better by helping you to expand the range of
what is possible in your world.

We won't take the time just now to go trough the following exercise — Beliefs and
Payoffs, but please take the time to read and do the exercise either later today or
tomorrow. Please move down to blow to exercise to: “Changing Your Beliefs.”

Beliefs and Payoffs

Changing your beliefs

Sometimes, simply by recognizing alimiting belief, you take away its power. It isthen
ableto be seen for the false friend that it really is. Whatever you believe about yourself,
you can always find plenty of evidence to support that if you look closely enough.
Neverthel ess, behaviour does tend to define the results that you get, and those results
determine how good you feel about your life. Changing our assumptions will allow usto
act differently more often. The more we choose positive behaviours, the greater the
results achieved, and the better we feel about ourselves.
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Reshaping a limiting belief

Can you simply decide in an instant that you no longer hold alimiting belief, eveniif it
feels that you’re playing mind games with yourself? Y es, absolutely.

Y ou can replace alimiting belief through regularly repeating affirmations and mantras,
powerful and positive, present-centred statements that help to change your thinking
patterns. For example, ‘| radiate energy and vitality’ isagreat affirmation to useif you
are working to cut out unhealthy foods that make you feel sluggish. Let’s cometo this
understanding ... your brain believes what you tdll it. So a great starting point isto
experiment with simply switching the language that you use. Over time the new belief
becomes embedded and you begin to gather more evidence to support that belief, and it
soon replaces the accumulated evidence that supported the old limiting belief.

So instead of always seeing the evidence that you are lazy you will begin to notice and
focus on the contrary evidence, like when you take awalk, clean out a cupboard, or
knuckle down to awork task.

Y ou need time and practice to embed a new habit. New research suggests that you need
to do something 15 times before it becomes a part of you. Other research suggests that
you must repeat something up to 30 days consecutively to develop a new habit. Either
way, practiceis the key to developing anew belief system. The best approach is to keep
practicing the new habit until you catch yourself doing it three timesin arow without
having to make yourself do it.

Getting under your most stubborn limiting beliefs

What happensif aclient has particular difficulty in changing alimiting belief using the
methods we just talked about? It is likely that the client will have to investigate alittle
deeper to get to the root of the fear that is holding them back. It becomes relevant for the
client to begin asking some questions of their “inner coach.” Getting to the bottom of the
fear usually brings about atrue sense of relief and, at times, an immediate clarity about
how to best release the limiting belief.

Understand that it is not necessarily important why the client has the fear that is
preventing the release of the limiting belief, simply knowing the truth that the fear is
there may be enough to make the *shift.” It’simportant to remind the client that we are
not our past. Our primary concern is to be at peace with the experiences of the past, to be
focused on the present, the here and now that creates the future.

Sometimes we have to make peace with the past before focusing on the present. If your
client has beliefs associated with a strong childhood traumathat causes distress, then
some counselling or therapy by a professional may be necessary to first understand how
the limiting belief was formed.
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Managing fears

All limiting beliefs stem from some kind of fear. Strange as it sounds fear is often a good
thing. The physical symptoms you get when you are scared are exactly the same ones that
accompany extreme excitement. Compare the butterflies in your stomach before you're
about to speak before a group of people with the butterflies you get when you meet the
person of your dreams on a date. The meaning you attach to the feelings can cause the
poor outcome.

Jill Bolte Taylor (abrain research scientist), got a research opportunity few brain
scientists would wish for: She had a massive stroke, and watched as her brain functions --
motion, speech, self-awareness -- shut down one by one. An astonishing story. In her
book, My Stroke of Insight, Dr. Jill Bolte Taylor says: “We are born with only two
fears... the fear of faling, and the fear of loud noises.

Athletes and stage performers have learned to channel their naturd fear into excited
anticipation before they are required to perform at their peek. And having no fear of any
kind in your lifeisn’'t as great as it sounds. People seem to love the thrill of the chase and
are hardwired to respond to challenges. So even when the feelings are unpleasant, your
mind and body may choose a state of fear over that flat feeling that nothing exciting is
ever going to happen to you.

Fear getsin the way when you allow it to stop you from taking action and achieving
things. Managing the fear is essential in order to coach yourself to success and ultimately
rid yourself of any limiting beliefs.

Conquering fear leading to procrastination

Procrastination is often amask for fear. Maybe you are putting off doing something
because you are afraid to fail, or afraid to succeed, or afraid that you may be embarrassed
or be rglected. Realising this fear can help you deal with your procrastination. The key to
getting to the root of your procrastination is to know what isbehind it and then pick the
strategies to remove these reasons.

Here are some statements you might say to yourself when justifying your procrastination.
(These are written out for the students.)

‘I'm aperfectionist, that’s why things take longer for me to complete.’
‘Itisn’t fair that | haveto do this.’

‘I’'m not really able to do this thing well.’

‘Thisisjust too hard.’

‘I haven’t got enough time.’

‘I don’t have the knowledge.’

‘I don’t want to fail .’

‘I don’t want to look stupid.’
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Sometimes the fear behind your procrastinating belief is easy to spot. If you put off
compl eting things because you' re a perfectionist, your fear may be that if you don’t get
things 100 per cent right, people will mock you. Other fears may take abit more
exploration to get to the bottom of .

What do you get when you procrastinate? Well, often this brings stress and anxiety. Y et
the reason it is so easy for you to carry on procrastinating is that quite often when you
leave things to the very last minute, you somehow pull out a good enough result to prove
to yourself that your procrastination strategy works. Y ou can even say to yourself that
you are applying economy of effort! Y et every time you procrastinate you reinforce a
habit of inaction. You avoid the task at hand instead of participating. And the action you
take feeds your fears by reinforcing your limiting beliefs.

Ask yourself these three simple questions at regular intervals.
= What am | currently procrastinating on?

=  What belief, about the thing | want to do, is holding me back?
»  What fear isbehind that belief?

I dentifying fearsthat drive you — and fearsthat block you

Fear can be afriend. Fear of a certain outcome can alow you the necessary leverage to
take action. If you are prone to move away from what you don’t want more than to move
towards what you do want, then you are using fear to spur yourself into action.

Using your fear of consequences may seem like a good strategy to employ, but it comes
at acost. Using guilt, fear, and shame as mechanisms to make you take action may work
in the short term, but the negative messages you are setting up for yourself can do you
more harm than good in the long term.

Going on an extreme crash diet because your partner thinks you look fat isn’t likely to
have along term benefit for you. Y our overall health may suffer and you may feel
resentment as well as low self-esteem, which won't give you the best chance of success
in keeping the weight off. Your inner critic has learned to place guilt on you whenever
possible and will endure even when the guilt produces a positive result for you.

Take care with using fear to generate results. Keeping focused on what you really want in
your life, rather than what you really don’t want, is always the most effective and
healthiest leverage in the long run.

Fear of failure

Most people can relate to this one. Perhaps your client’s biggest fear isfailure and they

hold the belief that they not good enough. Certainly failure often has undesirable
consequences and most people do enjoy being successful, but the client’ s real fear may
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be that not being good enough means that they won'’t be loved. Conquering this fear
means embracing some or al of the following new beliefs.

1. Falureissimply part of the discovery process and success comes from being
willing to gain knowledge.

2. | am aways good enough, even when the things that | do don’t work.
3. | aways succeed when | try my best with good intention.

4. Avoiding failure means closing myself off to new possibilities that | may never
otherwise experience or know.

Fear of embarrassment

Sometimes we avoid activities or things because we don’t want to look silly or exposed.
Soitiseasier to stay out of the limelight in case we feel embarrassed. Feelings
surrounding the fear of embarrassment can be addressed with the following self-talk.

1. Everyone admir es someone who has the courage to say what they think, even if
they don’t agree with it.

2. What isthe wor st that can happen? If | make afool of myself it breaks the ice and
people warm to me.

3. Thereareno stupid questions. | bet everyone wants to know the answer and is
afraid to ask.

Fear of achievement

Fear of achievement seems an odd fear to have, yet it holds many people back at some
point in their lives. Doesn’t everyone want to achieve things, reach objectives and goals?
Actually, being good at something can seem like alonely place. Sometimesiit is easier
and more comfortable to avoid being the best that you can be.

Fear of achievement can be one of the trickiest fears to recognisein yourself because it
seems quite unselfish; ‘Don’t blow your own trumpet’, ‘be modest’, ‘avoid pride’, etc.
But it isafasefriend. Marianne Williamson in her book “A Return to Love” writes this:
“Our deepest fear is not that we are inadequate. Our deepest fear isthat we are powerful
beyond measure.”

Get comfortable with your own success with the following thoughts:

1. Holding myself back doesn’'t help others and only harms me.
2. I'll develop the skill of dealing with my success as | go aong.
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3. | can be a shining example to others and will experience much more joy from this
than pain.
4. I’'mworth going the extra mile for.

Minimising your fear foes

Ironically, reducing the impact of fear in your life meansinviting it in to play and taking
agood look at it for what it is. You can eliminate fear over time by experiencing the
reality, rather than what your imagination conjures up. As you gain confidence you start
to realise that more often than not you don’t fail, get embarrassed or rejected, or end up
lonely and alone. And you begin to appreciate al the great things that come out of taking
atry at something new, taking arisk, and trusting in yourself.

When you allow fear to enter, try to perceive it as just another emotion that can serve you
in some way. In fact sometimes fighting against these things increases their power of
resistance. Y ou can think of your fears as comic book monsters. Why not have some fun
creating your own personalities? Be inspired by the wonderful un-scary scary monstersin
the Pixar film Monsters Inc.

Seeing your fears in thisway takes alot of the power out of them. Do your ‘fear foes
have names? Does giving them a personality that is faintly ridiculous alow you to laugh
them out of existence? It certainly helps!

*View thefollowing Supplementary Forms:
= (CB101-Do Your Beliefs Reflect Reality?
= (CB102-How Do You Believe?
= CB103-Changing Beliefs
» (CB104 — Examine One Belief
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CLIENT ENROLMENT STRATEGY:

Part 1 — The Sample Session Process

| really think that you are going to appreciate the Success Conversion Client Enrollment
Strategy. Much of this process comes from my personal work as a coach. Thisiswhat |
have learned over time. | can honestly say, that this processis unique to our school —and
our graduates are generally very successful at presenting strong sample sessionsin the
field.

As| was preparing for the class for the very first time, | realized that merely knowing
what to do about enrolling your clients and how to go about it wouldn’t be enough. |
realized that for many you, there may be something going on under the surface, that when
recognized and properly dealt with —will help you to become super successful.

What am | talking about — are strong underlying beliefs that you may hold, about you, as
acoach, about coaching itself, and about the clients that you will be working with. So
firsgt, let’stalk about the 6 beliefsthat | have, that | feel make me very powerful when it
comes to selling coaching or presenting my service as a coach.

Turn with meto page 3. There you will find the 6 fundamental beliefsthat | believe
every coach must have to be super successful.

Belief number 1 —The#1 priority of all coaching isaction. Your free session should
be designed to motivate clients to take action. Even if they choose not to hire you, you
want to leave the individual committed to making a positive change in his or her life!

The goa of my sample session isthat getting the client to start taking action — right then
and there — that’s my priority. Everything | do, is aimed to get them to get off their butt
and start to do something, BUT ... to start to do something different than they’re done
before.

They need to change, so change or action is priority #1 within the sample session. Taking
action could be to sit with your feelings — that’ s still doing something. The reason why |
say that’s so important — that taking action is priority number #1 —is because if you just
sit around doing what you' re always been doing, you' re going to get what you’ ve always
got, right? We've heard that before.

Having this as my underlying belief has gotten me to design my sample sessionsin such a
way that it's moved people to take action.

Belief number 2 - Getting a coach isthe very best thing that anyone can possibly do
for themselves.

Thisisabelief about coaching in general. When people hire a coach, they will often
begin to achieve great results, that have absolutely nothing to do with hiring acoach in
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and of itself. Just by deciding to hire a coach, they have now made a new commitment to
themselves and to whatever it is that they are trying to change.

Y ou see, when you make a new commitment to yourself, great things happen. I’ ve had it
happen where a client hires me and all of a sudden, things just start going crazy. I've
talked to other coaches and they often find the same thing. | know I’'m a great coach and
motivator, but it’s not al about the coaching —it’ s al about the client making a great
commitment to his or her self —that makes all the difference.

Belief number 3 - No one can help theindividual better than you can. Now you may
not believe that just now, but think about it. Thisis true because Y OU are the onewho is
reaching out — to that person - right now — at this moment ... today!

You seg, | believe, that hiring me the best thing anyone could do for themselves, and no
one could help them better than | can. | believe that’s true for you too! No matter how
good of acoach that you believe you are—or —are not, NOBODY , can help the person
that you' re having your sample session with, better than you can.

So by having this underlying belief, it makes me fed like, ‘| really need to get them to
sign up for coaching’ because even if | am not the most experienced coach, the client is
still going to get some great things out of it, just from the commitment they have made to
themselves.

Are you with me? | dareyou to put thisin your literature ... ‘I suck, but commit anyway.
You'll get good results!” Absolutely, your client will see results.

Thisleadsusinto ...

Belief Number 4 — Only good can come from coaching your clients. Only good can
come from coaching. If someone hires you, nothing bad can possibly come out of it if
you stay within the realm of coaching. That’s my belief. If someone hires me, only good
can come fromit. And | believe that’ s true for you too. Even if you were a horrible coach
—and you're not, you're a great coach — even if you were the worst coach, good could
come of it.

Maybe you don’'t have that belief right now, but after this call, as you begin to deliver
strong selling sample sessions, you will operate differently. Can you seeif you have this
belief, you would have so much certainty about what you’ re doing? Can you see that?
Good.

Belief Number 5—Your desireistoreally want to help theclient. | really want to
help. That's abelief | have. I'm in thisto help people. | like the fact that | make good
money, there' s no doubt about it, but I'mreally init to help. I'm sure that’s just as true
for you.

No one makes every single sale. No one I’ ve ever heard of, even the top sales trainersin
the world, make 100 percent of their sales— and that’ s just theway it is.

Don't let it stop you —it’ s not about failure —it’s about the law of averages here.
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Belief Number 6 — Your servicesarewell priced and come with great value. My
services are agreat value as compared to the support and assistance that my clients
receive. | feel likewhat | offer my clients, isthe deal of a century; and by believing that,
it makesit so much easier for me to sell my services.

If you believe that your services are awell priced for what your clients receive, it's so
much easier to sell. It’s ano-brainer. The more you can present your coaching so it seems
to be the ultimate no-brainer to buy from you, the better. For me, what it does—isit takes
the pressure off me.

So —I'd like you to notice if you can see yourself in those beliefs. I've listed 6 different
beliefs — some of those you’ re probably thinking ‘I’'m with you on that one’ — and some
—"“Wow, I'd like to be with you on that one — but I’m just not there yet!

| ask you, just to notice what istrue for you. If you see that there's a disparity between
these beliefs and the beliefs that you currently hold ... you may want to address this and
begin to make your way through this obstacle. Maybe seek some help from your
coaching partner if you already have one to assist you in making the shift through this
process.

The closer you can get to these beliefs, the better. Make sense?
Turn with meto page 4 and let’ s talk about the sample session.

Now the purpose of the sample session isto provide value to prospects. It also, isthe
opportunity for your client to get to know, trust and love you — and to begin the process
of creating changein their lives. That’s the purpose of the free session in my mind.

As coach, my job isto help my potential client begin to create the mind-set toward
change. Why do we want to do that? Anyone? Because they will hire you! Hiring you
would really mean helping themselves long term. Do | say that is because you can redly
help them solve their problems and reach all their goas—in ONE SESSION? Of course
not!

Well, maybe if they only have one little goal. So we want to bring value to the client and
to begin moving them toward change.

Don't try to solve al of the client’ s problems in the sample coaching session; in fact, if
you do this right, you will want to begin to coach the client DEEP on one particular thing
that interests them most. Then, you'll leave them wanting more. Does that make sense?

Thetruthis, there’ s a science and there' s an art to the sample session; the science I’'m
going to teach you, and the art is you performing the free sessions. Y ou will bring your
own personality, your own unique way of doing things, that’s the “art.”

Now, what I'd like to do is move into what to do in your sample coaching session. There
are 7 parts to the sample coaching session. I’'m just going to quickly tell you all of the 7-
parts, and then we'll go back and go through all seven.
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1 — make the connection.

2 —stimulate their desire.

3 —increase emotional connection to their desire
4 — uncover the blocks and barriers

5 —increase emotiona connection to pain

6 —the turnaround

7 —the offer

Okay? Thisis very scientific and | want to emphasize how powerful thisis. We have
learned this approach through trial and error, through the study of what others do —really
and we have found what does and does not work.

| think there's no better way to produce the sample session than what I’ m about to share
with you. Here we go. The 7 parts of the free session — the anatomy of the sample
session; part one, make the connection. TURN TO PAGE 5!

Part 1 —Make a connection. The object here is to make a connection, which is
basically some small talk about the client for several minutes ONLY . Don't let
this go long; you don’t want their life story. We just want to gain some rapport —
to make a connection —to feel comfortable with each other. We're talking about
“small talk.” Great! That wasit — not that hard, right?

Now we'll moveinto part 2 —stimulate the desire. If you’' re coaching someone on
business — here you could say, ‘* Where would you like your business to be? Y ou could
also usetheword ‘Ideally’ — you could make this question time-defined by saying “
saying “Where would you like your business to be in six months? Or, make it time-
defined by a year, or however you feel works best. Y our client will give you an answer —
writeit down!

Then as afurther example say: “Okay, excellent. And how much revenue will your
business be generating six months from now? Y our client will give you an answer. Write
it down.

Again, what you are wanting to do, is stimulate your prospects desire for what it is that
they are wanting. So, continue by saying: “If you could wave a“realistic” magic wand,
where would you want your business to be in six months?

Now, I'mtelling you this from a sales point of view, you want to hold up the client’s
goasin front of him or her — because these, are what you are going to coach them on
when they purchase your services.

What are they buying when they’ re buying coaching? Can anyone tell me? That’s right
... they are buying your services to assist themin realizing their goals and objectives.

The reason alot of coaches struggle, is because they try to sell coaching. Here' s alittle
secret | learned the hard way ... MOST PEOPLE DON'T WANT COACHING!

Surprised? What do they want? They want their dreams, their goals and they want to get
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rid of the challenges that they have. They don’'t want coaching. Coaching isjust ameansto
an end. When you take your car in to be repaired, you don't care what tools are used — al
you want is your car to be fixed. The same thing goes for coaching.

Our job as coach, isto stimulate the prospects desires so that we can then sell them onit.
‘I’m the mechanic; let me get into the car and work on it with you.” Does that make
sense? That' sthe “sales” side.

Then, from the coaching side, we want to help our prospect to get some clarity around
what it is, that they want most — and then to begin to create some goals. We want to
increase motivation by talking about the goals so that our prospects are motivated to
want to achieve them.

And none of thisisrocket science. It's a beautiful, beautiful thing. Thisiswhereit getsa
little more sophisticated, yet still very simple and very powerful.

Part 3 — Increase the emotional connection to the desires. Ask questions like:
=  What will changein your life, when you reach this goal ?
=  What impact would reaching this goal, have on other aspects of your life?

»  What would be the best part, of having what you want?

Then you will say something like this to your prospect: “I want you to go ahead and
imagine yourself there right now; it’s six monthsin the future and you’ ve already
achieved those goals. | want you to notice how that feelsin your body. Where in your
body is that feeling coming from?’

Identify where the feeling is coming from. Isit the stomach, heart, solar plexus, etc.

A secret here —it doesn’t really matter where they are feeling thisreaction —itis
important that they are feeling something within the body that they can relate the desire
to. Ask about the area and get afull response regarding the feelings related to having met
their goal. Bingo! Motivation is stronger.

Now, we also discovered something that happens that is called “approach avoidance.”
Thisiswhen part of us wants something and part of usis afraid of it. Only about 15
percent of the people have approach avoidance. Now, many of ustend to haveit in
certain areas and at certain times, but there’ s a difference regarding approach avoidance
when it comes to just having the goal; versus taking action on agoal. Let me give you an
example to make this clearer.

So, approach avoidanceislikethis: let’s say you're single and you want to meet a
prospective romantic partner. Y ou saw someone you wanted to ask out and the thought
about dating them feels good, but the part about asking them out feels scary because they
might reject you, so then you don't go for it. That’'s approach avoidance.
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But it'salittle different to have approach avoidance about having the relationship. For
example, there’ s a part of you that wants the relationship because then there would be
love, there would be excitement. But then the avoidance part would then be * What if
they leave?

So to sum up: there may be afear of having to work hard or give up things, to get what
they want, while the other sideis, once they get what they want — will they be able to
keep it or not? If you find this, you'll probably want to point it out to the client and do a
little bit of coaching around that in the sample session.

Thismovesusinto Part 4 —Uncover the blocksand barriers. You will want to
explore what this fear or block is. Just talking about the blocks and barriers usually
begins to motivate the client even more to find answers.

Now, if you notice fear surrounding of what it would take to reach the goal, or the fear of
losing it — this helps us to understand the feelings of the client. And it’s good to know
that because if they have “approach avoidance” about meeting their goa, they’ re probably
going to have it about hiring you. It’s probably going to be reflected in their decision
about hiring you. Does that make sense?

Here you can aso choose to explore excuses, procrastination, being a perfectionist, etc.
Y ou can additionally ask something like this, for example:

= “What else do you think is stopping you?’, exploreif there is self-judgment
present, or anything else that you can notice, then you can ask:

=  “What other challenges might be holding you back?’ — Then, move through the
discussion.

Thismovesusinto Part 5— I ncrease the emotional connection to the pain. Thisis
where we begin to discuss how all of the challenges are affecting the client. How the
experiences of the challenges make them fedl. Y ou want to clearly define the unhappy
feelings that come from not being able to overcome the challenges necessary to reach
their goals and desires. Y ou want the feelings to be brought forward as strongly as
possible.

We dll have things that are hard to go through, but as you continue to talk about this, it
brings the pain to the forefront for the client. Ideally, thisis what you want to have
happen. We want to bring forth the strong desire to change the feelings — to overcome the
challenges so that the client is motivated to move forward — NOW! After al, as| told you
earlier, when a client is very motivated to move into change — they are willing to pay
money — to get out of the pain and into the pleasure of achieving their goals.

We're basically making them stew in the juices of how horrible it is to have these things
going on. The reason we're doing this is to move the client into action — action then,
becomes the number one priority. If someone is in enough pain, they’'re going to do
something about it. Even though it may not seem like such a “nice” thing to do, it's
ultimately, very important.
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Thereisarereally only two reasons that people have for doing anything —
1. toobtain pleasure
2. toavoid pain

Y ou want to stimulate the pleasure and stir up the pain. Any questions about that?

Thismovesusinto Part 6 — Theturn around. At this point we want to acknowledge
that all of these things that the client is experiencing as “normal.” We all experience these
feelings and problems with one thing or another. Thisis caled “normalizing.”

These are sounds of reassurance. Thisis where | would say something like this: “All these
challenges are very common, and they’re very solvable. In fact, I’ ve worked with dozens
and dozens of people who've had similar challenges and overcome them. I’m certain if
you and | were to work together, we could overcome them too and help you achieve your
goal. Does that sound good?

Telling them these challenges are common, they’ re solvable and that you have helped
many other people with these over time —it’slike saying: ‘ Of course, I'm very familiar
with these things.

This moves us into Part 7 — the offer. So, this is your opportunity to ask what the
prospect found most valuable. The reason you do this is to establish that this was
coaching, this is good stuff, and it was valuable to the client. It also potentially creates
some feelings of reciprocation (of course, a selling point), and may make the prospect
feel like he or she wants to give back to you. It may or may not do that — | don’t know.

By asking that question, it establishes value and may establish reciprocation. Does that
make sense?

Then, the next part is that you say something like this: * Allison, | have a program
designed specifically to help people like you, who arein your situation and want to
overcome exactly these same kinds of challenges you are facing and achieve the results
you' re looking for. Would you like to hear about it?

Okay. That is called: “zero pressure,” not moving right into coaching, not assuming the
saleor ANYTHING! It'sjust saying that | think | have something he or she wants and
asking if they would like to hear about it.

I think you have to feel comfortable with putting alittle bit of pressure on. My goal isfor
the potential client to feel none, but you might have to put alittle bit on —it will depend
on theindividual that you are working with — as well as your own personal preference
and approach.

A lot of coachesfail because they have too many offers, too many possibilities, and
they try to let the client figure out what they want — instead of being the expert that they
should be and saying “I recommend that we do coaching session every two weeks for the
period of 3-months.” REMEMBER - you are the expert — act like the expert. You are the
professional — take control here.
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Also, there' s a philosophy out there that if you have 3 options, most people will buy
the middle one. | hear that al the time, and it may be true for everybody on the planet
but me. I’ve never found that to be true. | find that too many offers makes the client
confused.

So, we have gone through thefirst few segments of the Enrolment Strategy. Where
to go to from here—we recommend that you take thetimeto study the remainder of
the document, begin to learn it and apply it as soon as possible.

Please click on thetab “Achievement Challenge 1” thereis a challenge you'll find there.
Pleaseread it — | would also recommend that you complete this challenge.

Please click on “Section 2" — “Packaging and Selling. Here you'll find more
methodol ogy on the Packaging and Selling your practice.

Then, please click on “Achievement Challenge 2" — once again, our recommendation is
that you complete this challenge.

So, | truly hope that you found this discovery on the Enrollment Strategy helpful. Thisis
apowerful concept —and it works. There are no notes coming your way after this class,
because you aready have the Enrollment Strategy in front of you.
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COACHABLE MOMENTS

Introduction: Today we' re going to talk about clues so that we recognize the “coachable
moment” and this will include energy and vocal changes. We are going to talk alittle bit
about timing and recognizing that change can be difficult for the client — it may even
cause some distress. Changeis hard for al of us— so expect that your client may come up
against some resistance.

We'll talk alittle bit about supporting the client when they come up against some stress
about change and alot more.

First, let’s point out that a coachable moment can be defined as: “a moment — or
moments” that occur during the coaching conversation when the client receives a
revelation, or amoment that the coach can use to demonstrate the tactics being
developed.

Coach-able moments are the ‘juice’ in the session. These are the potential moments
where the ‘rubber meets the road’ for the client. The intended outcome of exploring
coach-able momentsisto discover how the client can make a‘shift’ in understanding in
order to take action. Coach-able moments are not the point in the session to push for
strategy or action. That will come later.

The coach’sjob is to notice these potential moments and explore one or al of them. Not
all coach-able moments are equal in importance. To be a masterful coach, learn which to
explorefirst, how deeply to examineit, and when to look into it more fully. Begin by
investigating the most useful or the most urgent points first. It comes down to doing ... or
experience.

Cluesto finding the moment

Your client will provide you with clues on how and when to coach them. These will
come in the form of subtle comments and actions. When listening closely you can hear
these points differentiate themselves from other things being said, amost asiif they were
highlighted in your awareness.

Coach-able moments present themselves as opportunities for powerful coaching. Look
for cluesin the agenda that the client sets. Later in the session you might detect additional
opportunities as well. Here are some subtle clues your client may unknowingly supply.

Missing piecesto astory.

Strong or weak energy.

Repeated words or phrases.

Inconsistent statements.

Nervous laughter.

Assumptions, interpretations, limited per spectives.

Rhema International © 1992-2010 44



= Sudden, strong or contrary emotions.
=  Throw away comments.

Sometimes you will hear clients say something that seems a bit strange. It is likely that
thisis something valuable to explore. Also they may repeat words or phrases that could
indicate a coach-able moment.

Coaching requires both parties energy

Most often when something is missing from aclient’ s story it is also missing from the
client’s understanding. They might be disregarding it, or not wanting to face acertain
critical piece of information. REMEMBER ... it’s not the Coach’s job to force the client
to deal with ANYTHING. If you believe you become aware of something, gently check it
out with the client. Sometimes uncovering the missing pieces unlocks the client’s mind
about their issue and decisions are more easily made.

Should you hear breathlessness, an unusual pace in your client’s speech, or if you sense
intense energy, take note of it. If it doesn’t smooth out in the first few minutes of the
session, point it out to your client. You might even suggest that they take a moment to
regroup, gather their thoughts and be more fully present.

If your client’s energy remains low, note that as well. Coaching requires both you and the
client to have sufficient energy for the session. If either of you can’t bring that energy
into the session, it might be best to postpone it until alater date. Try “calling the client
forth.” Ask your client to take a few deep breaths, brighten their voice and raise their
energy abit and continue with the work.

Exploring vocal cues

By your client’sraising of their voice or energy, there will be adramatic changein their
presence aswell asin their genera state of mind. It might be the very thing that will
make coaching possible or give them the spark to take more action.

If you hear your client make quiet audible sounds or say something that simply doesn’t fit
with something else they have said earlier this usually indicates that there is something
more going on under the surface than the words alone are conveying. It is a cue for the
coach-able moment and for the coach to listen closely and possibly ask the client about
the sound. Pointing out these sounds will often reflect to the client where they are stuck,
and get them rolling toward their own solution more quickly.

It would be so easy for the Coach to step right over this Coach-able moment and agree
with the client. Instead, don’t let the client wiggle away from exploring the issue. Thisis
always another opportunity to operate from the client’s values, wants and desires. Make a
statement or formulate questions that points this out.
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When possible, it is best to hold up amirror to help the client see who they are actually
being, contrasted to the way that they want to be. Mirroring is transformational because it
allowsthe client to see themsel ves from the perspective of an observer.

Change can be difficult

Just because a client occasionally breaksinto tears or raises their voice, doesn’t mean you
need to stop the coaching and refer them to a therapist. Only chronic or unmovable
emotions are cause for concern. Strong emotions are often anecessary release of energy
that could pave the way for atime of meaningful action. Take care not to step over
emotions and go on as if you didn’t hear it.

On the other hand, limit your empathetic response. It is generaly not helpful to console
or become emotional yourself. Show understanding and compassion, keep your
boundaries, and encourage your client to release and move through the emotions.

Remember, thistime of changeis often very difficult, and as we know, we all get stuck in
our ruts. Along with the process of change there may come a sudden fear or uncertainty
at the prospect of changes that are taking place or are about to take place.

Each one of us has assumptions and interpretations that unnecessarily limit us. When you
notice this, give your client another way to look at matters. Y our point of view doesn’'t
have to beright. All you are trying to do is awaken the client to new perspectives. Once
their mind is open, they’ll be on their own way.

Timing makes all the difference

Throw away comments are dismissed words or phrases muttered under the breath. Train
yourself to listen when this happens and to carefully hear what is being said. They often
point to a coach-able moment.

The throw away comment often points to that which is missing for the client. If the coach
hears the dismissed point and repeats it back to the client, more useful information
emerges as aresult. Then the coach can slowly unravel the skewed logic that the client
has bound themselves with.

Timing is everything. Every time you coach you will learn which coach-able moments to
go after and when to tackle them. Timing can make a big difference in the flow of the
session. If you launch in too soon the client might not be ready for the shift. Encourage
your client to talk unless they are naturaly very talkative. We are not suggesting you hold
yourself back completely, but learn how to reign yourself in alittle so that you can be
sure you have alowed the client time to be ready for the coach-able moment.

Try this: When you hear your client pause in their story, count to five before you speak.
Usually your silence will encourage them to give more va uable information. On the
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other hand if you are certain that the timing is right, you can proceed into the coach-able
moment.

Deep and meaningful coaching

Staying safely on the surface with the client may not serve them at all. Coaching can go
deep and be very meaningful.

Asyou get to know your clients better they may present you with opportunities to coach
at adeeper level. You are not aguru. As a coach you don’t need to be, because coaching
is not about teaching or leading. Coaching is about showing your client their own inner
wisdom. All you need to do is show them the mirror and let them choose what they want
to change.

There are three critical questions for you to ask yourself before going deeper with a
client.

1. Areyou fully within your integrity? If you have an impulse to go deeper into a
topic with your client, check in with yourself first. What is your motivation? If
you are certain you are not bringing your agenda in, ask these next two questions.

2. Areyou operating within the realm of your training? Y ou’ ve got permission to
coach your client, not diagnose or treat them. Keep out of the realm of therapy. Be
clear about the differences between coaching and therapy.

3. Hastheclient given their permission to go deeper into asubject? The client’s
agenda always rules. Ask your client whether they would like to pursue atopic to
adeeper level. Ask again if you notice resistance. Take no for an answer if that is
what you hear.

Remember, coaching sessions are not the place for you to get your needs met or to be
acknowledged for your wisdom. Y ou are privileged to be sharing this space with your
client and you are there to guide them to their own ‘internal intelligence.’

Client distress

There may come atime when your client moves into amoment of distress. Distress can
show up in several forms. It could be that your client raises his or her voice in anger or
irritation. It may aso be that your client becomes emotional — perhaps even beginning to
cry. At al costs—thisisthe time that the coach must absolutely remain in control and
take active steps to move the client through the moment and back on course with the
coaching conversation. Thisis not to minimize the client’s distress, but unless the client
successfully moves through the movement — the session will come to a complete
standstill or in the worse case scenario — the issue that caused the distress may never be
adequately explored in future sessions.
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Supporting the Client in distress

Asthereisaways apossibility of aclient moving into distress so it isimportant that the
coach have aplan if the client becomes angry or emotional. Women and men may need
to be supported differently.

When doing face-to-face coaching, with a‘*woman client’ —it may be acceptable to put
out your hand to lightly touch her hand, or you might ask if she would prefer a hug. Keep
inmind that if the coach isamale, keeping your response appropriateis particularly
important.

For the ‘male client’” — it may be acceptable to sit for amoment in silence, or
aternatively, to place ahand on a shoulder in a show of support. For some men, any kind
of reaching out may be unacceptable.

It works best if you develop your plan for success surrounding ‘client distress' by setting
the guidelines for these moments at the onset of the coaching sessions. This can easily be
done by simply having a conversation with the client and asking:

‘There may be moments that you become overwhelmed with our conversation. This
could be because you may be asked to think about things that may cause you to have an
emotional response such as anger, or perhaps even a moment of tears. This may not be
your experience at al; however, should you experience a moment of anger or emotional
distress, how best would | be able to support you though that moment?”’

Then give permission to the client tell you what the appropriate response from you would
bein either of the two situations.

The shift

One reason why coaching works so very well as a process for achieving goalsis that it
catal yzes change to begin and brings about a shift in awareness. Y our clients will
accomplish small and more significant changes in their persona lives when they clearly
see what they are doing that hampers their success. Once your client’s agendais clear and
one or more coach-able moments have been explored, the coach invites the client to shift
or leap beyond the stuck phase toward possibility thinking.

A common mistake coaches make is that they try to move a client from a coach-able
moment directly into strategy or action mode. Before outward action, the client needs to
recognize within themselves a readiness to move forward openly and freely.

The shift in readinessis that of the client ‘ getting it.” They need the conscious clear

understanding about what has been holding them back. The action comes after this
consciousness takes hold and flows naturally from the shift that takes place within them.
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The shift happens within the client, not within the Coach. When listeningto aclient it is
counter- productive to lock into a solution and push before the client is ready to do the
shift. That would be putting into motion the coach’ s agenda. The client needs to see the
move forward from a different perspective than before so that they can put themselves
into creative action.

Making the shift

A shift will often happen within asingle session, or even between sessions. There are
also larger shifts that occur with long-term clients. Thisiswhen coaching isreally
rewarding. Inviting the shift is a subtle thing and with practice your intuition will guide
you.

To begin understanding the process, acknowledge verbally every shift your client makes
during coaching sessions. In a short time you will see what shiftslook like and how vital
they are to your client’s success.

Have you ever seen your reflection in awindow and noticed that your posture could be
better? In effect that is what happens with coaching the client. Y ou show your client a
reflection of themselves so that they can begin to make the necessary changes and
adjustments in what they are doing and who they are being. Suddenly there is adistinct
contrast between the before and after reflection. That contrast isthe proof that a shift has
occurred.

Sometimes showing a client what the future could look like, provides a contrast that
invites the shift.

Continue or hold accountable

Remember, whatever we focus on expands. Thisistrue for you, and it istrue for your
clients. Shifting focus provides the needed contrast for the client. It is sometimes also true
that just shining the investigative light of awarenessin theright placewill aidin a
remarkable shift for the client. Again, this develops contrast between where the client is
and where they want to be.

Coaching means that you must be supportive, compassionate and challenging all at the
same time.

Y ou never want to come off patronizing. This can intimidate the client or keep themin a
heavy frame of mind. It is not appropriate to push aggressively at a client to make
changes. It’simportant that you don’t find yourself in the place where you are caught up
in wanting more for your client than they want for themselves.

On the other hand accountability is what most clients want. Remind the client of their

goas or what they have said they wanted. Sometimes a well-placed question moves a
client to action. If the client continues to roll away from the commitment, goal or coach
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reguest, you will need to check in with your integrity and with the client to determine
whether to continue to hold them accountable.

Inviting the shift
There are ways that you can ‘invite the shift.’

For instance — as the Coach you can say: “Y ou have said that you want this for yourself
and yet | am not seeing your actions follow your words. Do you want me to continue to
hold you accountable for this?’

When inviting a client to shift consciousness, consider these ideas.

Give your client a positive glimpse of the future.

Suggest a shift in focus or perspective.

Use contrast.

Use metaphors.

Useillustrations.

Use stories (always “limit” your stories and keep them short!)
Be direct and challenging in your approach.

Don’'t push, just remind the client of what they want.

Recognizing the coachable moment

If you listen closely, the client will spell out very clearly where he or she wants to go.

Y ou may haveto listen to what lies below the surface, but you will hear it. The most
helpful information usually flows out in the first few minutes of the session. Sometimes
some brainstorming may be required to help the client clearly articulate what she or he
truly is saying, but the information is there!

Asyou listen, your intuition will tell you what questions to ask. With practice, you will
learn to clearly recognize those * Coach-able moments’ that come up in a session.

If you find yourself talking more than listening during a session, you may not have
listened deeply. If this happens, just remind yourself to connect — not perform. If your
attention is on what you are going to say next or how to solve the client’s problem, your
client won't get the feeling that you are truly in the moment.

Ascertain thefacts
Clients give us volumes of information about the human condition in every session. They
tell uswho they are, who they want to be, and clearly point out the way that they would

like to proceed. Your job isto discern just where the highway to successis, and how best
to get to your destination.
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When listening, try to ascertain the facts rather than the client’s interpretation. Ask
guestions that will cause the client to search more deeply. As you do, listen to your
client’s shift in perspective. Be aware of your tone of voice and always keep your tone
neutral and non-judgmental. Avoid parental or dramatic tones at all cost. As you continue
work with your client, he or she will become more solution oriented all on his or her own.

Coachablein the group setting

Coachable moments within the ‘ group coaching’ situation must be handled differently.

Y ou might notice that an individual within the group coaching event has had a moment of
revelation. Perhaps the eyes have lit up or there has been an audible cue. Just remember
that within a group setting it is never appropriate to ‘unwrap’ an individual’s private
moment to the others without permission.

A good method of handling a discussion about coachable moments or personal insightsis
to put aside time during each coaching session when there is opportunity for anyone to
discuss their personal revelations to the group. Once everyone becomes comfortable with
one another, these discussions can be enlightening and encouraging to everyone. Y ou
may ask to speak with the client after the group session is over, or perhaps give you a
telephone call or send you an email to discuss the insight that the client received through
the session.

The master piece

In al coaching sessions the masterpiece is the shift that the client makes toward
possibility thinking. Everything that happensin the session after that turning point is
about framing the masterpiece. When awork of art isframed it is clear that someone
values it enough to show it off. The piece is complete and ready for public display.

PERSONAL GROWTH CHALLENGE:

From this moment on, during every sample and/or paid coaching session that you
execute, be open and watchful for the ‘ coachable moment.” For several months, keep a
‘coachable moments’ journal. Keeping arecord of these moments will remind you of the
power of coaching and just why it is that you have decided to become a coach.

When you face moments of feeling that your client didn’t get quite what you had hoped
from a coaching session — read your journal. Y ou will find encouragement within your
journal’ s pages when you need them — encouragement to keep you growing, learning and
enhancing your skills.

Thereis no additional reading directly related with this lecture.

Rhema International © 1992-2010 51




The CO-CREATIVE RELATIONSHIP

Introduction: Welcome to today’ s call! Today we' re going to explore the co-creative
relationship. We'll explore:

Respect & Trust

Connecting with the Client

Strength of Commitment

We'll talk about Attitude

WEe'll explore the coaching request

And some of the do’s and don’t that you have to be aware of when coaching.

Clients will often make their first contact with a coach because they are experiencing a
time of confusion in their lives, or simply because they are overwhelmed with
circumstances. Ideally they hold the hope that the coach can clarify things and promote a
better sense of direction or adistinctive step toward a desired outcome.

Theinitial contact with the coach is of particular importance because thisis usualy the
first step to persona victory for the client. Your initial contact is crucial to theclient’s
acceptance of your help. Like most people, your client will probably have tried
everything on their own first, and then turn to a professional coach for help later.

We all know what a difference that strong supportive relationships can make in life. With
the coaches support client’ swill find their way to accomplish what seemed impossible or
beyond belief.

There are three key points of support that will help your client excel.

= Attitude
= Commitment
= Resources

Successful people know how to use al three of these to their personal advantage.
Respect and Trust

In coaching, respect and trust is of utmost importance. Even when you make a mistake,
say the wrong thing or fumble over a question or response, trust yourself. If you let small
things like these overcome your efforts to be helpful to the client, it will come across loud
and clear.

Similarly, trust your client as you trust yourself. If you can’t, you should not be coaching
this client. The coach/client relationship is based on what we call a co-creative
relationship. That means that both of you have to pull your weight. Both always work
together as one. As you continue working you will find that both of you will develop
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your intuitive powers and work more effectively with each other. But, without respect
and trust — the relationship can’t flourish.

Supporting the client

Supporting your client’s concepts and ideas whenever they are being self-supportive
(even if they contradict your ideas) is the paramount way to coaching. Any type of self-
supportive effort that your client puts into the work is helpful. Let the client make his or
her own decisions.

Showing that you have no stake in the outcome, except to better the client, is what
coaching isal about. Frankly, do you care that the client has succeeded even though they
have not used all of your ‘good ideas ? Of course not! The main consideration is that
your client has found their way to where they want to end up, (their goals and objectives).

So, supporting the client means that you only need hold up the mirror, or reflect back
what you have heard and understood the client to say. With each clarification, reflect
back once again and refine each statement until it breaks down to the underlying idea.
Thistool is especially useful for your client’s exploration and growth — because probably,
they have never thought about their life as much as when they began working with you.

Connecting with the client

Our clients are attracted to us because of what is happening in our lives. This seems
rather mystical but it is true. When we are moving through shifts within our own lives,
we attract different clients. At any particular time, we can attract clients that will help us
through our current journey, or we will attract those clients who are in need of our direct
experience and insights.

Y our ability to connect with a client and to be supportive of them iswhat makes a valued
coach. Upon occasion, when appropriate — you can tell abrief and relevant personal story
that may be useful for your client’s current journey.

Remember the coaching conversation is all about the client — not about Y OU! And be
careful not to assume that the client’s situation isidentical to one that you may have had.
No two experiences are exactly alike. And remember, while empathy is a wonderful gift
to offer the client; it is only effective in coaching when limited.

Strength of Commitment
Having this choice of strength of commitment is really empowering. Clients should be
reminded (and reminded often), to commit to their success and to becoming self-

supportive.

Because, even the most well-intentioned pursuits can fall by the wayside if they don’t
have strength of commitment behind them to go the distance. It is not enough to have a
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well-defined goal for the client. Even the most clearly formulated vision may not be
strong enough to carry a person through to their desired outcome without making afirm
commitment.

Commitment means applying willpower and resour ces to the course of action until the
goal isaccomplished. Let’s discuss for amoment the process of setting a goal. When
clients set agoal, listen for their commitment. If the commitment is not clearly present in
what your client says, ask about it. “What commitment are you making to accomplish this
goa?’ Get it spelled out as clearly as possible. We like to have you ask your client
something like this: “On a scale from one to ten, ten being the highest commitment and
one being the least — where would you say your commitment is to completing this task is?
If the client can only commit to 8 or less—find another coaching request that they will
commit to that is eight or higher.

Attitude

Theright attitude can make al the difference between winning the race and loosing
miserably. During a coaching session - with yoursalf and your clients, notice the
prevailing attitude that is present. If you notice that the attitude is one of self-defeat and
discouragement, change it immediately! A little tip isto ask your client about past
victories during your first intake session — so that you have afew goodies to remind them
of if they are feeling down. Make al the necessary adjustments that you need to make, to
turn the situation around.

As a coach and mentor you may have to remind yourself and your client that attitudeis
EVERY THING. Remember, attitude is a matter of choice. We don’t often think of itin
that manner but it’s true. We can make a definite choice to change our attitude from self-
defeating to self-supportive. Once the right attitude is tuned in, we become un-stoppable.

Planning

Strategic planning is essential to further the client’ s goals. It takes careful planning to
prepare the future for what you want. When your client is making self-supportive,
strategic moves toward the future — support them by:

Helping to for mulate clear goals
Committing to daily practice of envisioning
Creating alies and resources

Staying in balance

Being accountable

What makes the difference between a client who succeeds and one who failsis strategic
planning. Right from the onset of your coaching sessions, start your client thinking about
strategic planning. Be sure that every goal that the client makes has reasonable
commitment (80% or greater), and also that the client has enough time and energy to
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follow it up with action. If at some point it becomes clear that the client is not committed,
encourage them to either postpone the goal for now or to muster up the commitment.

Oncethe godl isin place ask your client to carve their action plan into smaller bites. Then
help them to set up daily practices that support these smaller goals that they wish to
accomplish.

Coaching Clientsand Goal Setting

The Coaching client most often fallsinto one of two categories when it comesto goa
setting and achieving.

1. The over-achievers.
2. The over-promisers.

The over-achievers are highly competent and driven individuals who take advantage of
opportunity with lots of energy and gusto. They have full-time jobs, several outside
commitments, diverse interests, hobbies — they have little time to spare and are still
looking for more opportunities.

The over-promisers are individuas who often come with along list of goals. They are
likely to have trouble staying in balance. While they will occasionally feel overwhelmed,
generally speaking they rarely stop.

Over-achievers value excellence and do everything as thoroughly as possible. Over-
achievers should be worked with, to do the following.

Slow down incrementally over alonger period of timeto ‘reduce shock.’
Stop over extending themselves.

Focus energy in one direction at atime.

Create a resource pool for support and delegation.

Choose projects that are realistic and manageable.

gkrowbdpE

Theimportance of the challenge

One of the reasons that clients hire a coach is that they want to be stretched and
challenged. While actively challenging the client is a great tool used by coaches, it isalso
important for the coach to discover how to best challenge each client.

A good challenging coach consistently walks along that fine line of the client’s comfort
zone. You must decide for yourself, just where that is and with continued practice you
will soon learn the style that best fits you. There are several ways to effectively chalenge
aclient:

1. Increase your client’s goals.
2. Challenge your client to their highest potential.
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3. Provide challenging feedback.
4. Supply your client with lots to think and ponder on.
5. Hold your client accountable.

Provide some challenging work for your client to do between sessions.
Coaching requests ar e always negotiable

A coaching request is always negotiable. If the client does not agree to the request that
you make, you can always counter it with another idea. Try to always frame arequest so
that the client can negotiate if they desireto. The goal is to provide challenges that work
for the client, but think BIG! The bigger you think, the bigger the results will be.

Aswe chatted about earlier — use the “ 1-out-of-10 Commitment Rule.” Make sure that
the client is 80% or greater committed to the challenge or coaching request that you make
and you have awinning system.

Summarising often

It helps to summarise often during your sessions, because each time the client hears their
own words or concepts come back to them from their coach, they not only feel heard but
also validated. There are severa ways that are valued techniques for doing this.

1. Repeat back exactly what you heard.
2. Paraphrase what was said.
3. Reframe what you heard in useful ways.

Reframing is when the coach offers the client a new perspective by changing the origina
viewpoint, or even specific words, into something more positive. The key hereisto
always reframe in a more positive way. In effect, the reframe asks the client to see the
glass haf full instead of half empty. Use the reframe minimally — to use reframing often
when coaching may give the impression that you are doing some type of therapy.

Summarising is away to check that you have understood the client. This can be used
throughout the session.

Never interrupt

Occasionally you may feel the need to interrupt while aclient is speaking. Try and only
do soif aclient is becoming stuck in a certain train of thought and not moving through it,
if the client is moving from their agenda or if they appear to be momentarily distracted.
At any of these points you may choose to stop them. When interruption is necessary, then
cut right to the chase. Certain circumstances and certain clients will require you to get
more comfortable with honing this skill.
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Baby Steps Work Best
Remember — change is hard! As a Coach you’ [l want to work with over-promisers to:

Learn to say “no.”

Commit to personal time.

Commit to family time.

Set both long and short term goals.

Develop stronger boundaries.

Gain fulfillment through more avenues.

Be open to the possibility of a meaningful calling or new vocation.

Baby steps work best here. Endorse them for their self-discoveries and when they do
anything that is just for them. Encourage them to learn what makes them ‘tick’ and to
learn about their passions. They would be enhanced by exploring the following.

Values.

Personal needs.

What they really enjoy.
Spiritual side.

PR

Listen and Observe

Y ou will find that there are also some clients who are not goal oriented at all. They seem
to actively resist the goal-setting process. One approach to take with these clientsisto
call it something else. Instead of goals, use words like: dreams, visions, or what they see
in their future. Whatever works, use it!

Another approach isto listen, observe and see what unfolds with the client’s non-goal
model. Stay away from goal setting and strategy unless they ask for it. Work with them
the way that they work best. If you are a strategic coach and are not comfortable with a
coaching style that is not goal-oriented, consider referring this client to a different coach.

Accountability

The coach must always set up the mechanism for accountability. This means asking your
client to be accountable to themselves and the coaching process in reaching their gods,
for their plans and actions and for the statements that they make. Setting a standard of
accountability coincides completely with the establishment of a co-creative relationship
between the client and the coach.

If it becomes clear that the client did not do what they said they would do, you must
simply acknowledge that. Here are afew examples of what a coach might say:

= “| noticed that you didn’t complete your assignment. What happened to interrupt
your work?’
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= “What isyour revised target date to complete that?’

» “You have said that you wanted to get that off of your list of things to do. Have
you considered delegating that item, if you do cannot put your resourcesinto it
right now?’

»=  “Do youwant meto continue to track that for you?”’

As acoach you are not the parent or schoolteacher. Y our client must be considered adult
and must always have a choice. Y ou may make recommendations but you must remain
unattached to whether the client accomplishes something or not. You are fully
encouraged to get creative with accountability. Help your client by creating rewards and
higher stakes or consequences, related to the achievement of their gods.

Raising Consciousness

When your client desires to make bigger changesin life, and therefore setsabig goal, a
destructive but common pattern may arise. They may fall back to old habits and paths of
least resistance. Thisis because their inner judgment may rise, and then steals the client’s
motivation and they end up feeling somewhat defeated.

It is helpful to acknowledge this pattern tendency with the client and ask them to give
‘theinner judge’ anew role, one of raising consciousness. By doing this we help the
client to create a better relationship with self, helping them not to self-sabotage. The more
the client actively keeps up their awareness of the situation (or what they do want), the
faster the desired change will be achieved.

This comes to the end of our lecture for today. Are there any comments or questions
before we close?

*View thefollowing Supplementary Forms:

= CCR101 - Co-Creative Relationship
=  Success Conversion Co-Creative Coaching Model (PDF) and accompanying MP3
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GROUP COACHING

Introduction: Today, we're going to talk about group coaching in general. We'll talk
about the financial advantages, the forming, quality and intricacies of a group. Well
examine the personalities and learning styles of a group. We are even going to talk about
the coach’sroll as afacilitator of a group.

Ask people about the dynamics of life coaching and the likely responseisthat it isaone
to one activity performed between an individual wishing to address an issue and a coach
either in person or over the telephone. The model is established and it works for most
personal issues where the individua alone can make a change.

Group life coaching however is growing rapidly in popularity particularly within the
business community. Group life coaching can be unbelievably powerful however the
central principle of team should always be that the whole is going to be greater than the
sum of its parts. In other words, each member of the group has something special to bring
to the table.

A coach will apply the same coaching principals of self-revelation to the group
environment because many team performance problems can be addressed within the team
setting and the group should be oriented towards identifying solutions.

Of course you can introduce “ group coaching” to most any topic you have a current
interest in. But, when performing group “business coaching” it shouldn’t be confused
with team building events or team training. Its aims are very direct and focus on learning
about the particular topic. Within group coaching, there is discussion to get the problems
out on to the table, agree what needs to be acted upon and agree what the causes of the
dynamic are likely to be and then finally for the whole team to agree what actions are
going to be taken.

Not only is a group life coaching approach the right approach for certain team issues but
of course it might also be the most cost effective to the business as well. Y ou will find as
you explore the possibilities of group coaching, they are many companies that hire
coaches for team building and skills building workshops. Thisis avery lucrative area and
has become a foundation of many coach’s income.

Coaching in numbers
Typically, for group coaching you would want between six and ten people in the group.
Some coaches feel more comfortable with smaller numbers. This size of class alows you

to split your time between the participants and deal in more depth with each individud’s
situation and needs.
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Typically, any group coaching program would have atheme (say: making a great career
transition) and involve a series of meetings held weekly or twice a month. With a greater
degree of individual interaction, you would require less content in each coaching session.

Financial rewards of group coaching

Larger group numbers also allows you to lower the cost of participation to far below your
one-to-one personal coaching rates. For example, if you charge $300 per month per client
for atota of two hours of one-to-one work; a group call would allow you to charge five
people $50 dollars for a one-hour group session twice a month. This would allow you to
leverage your time, (five people x $50 x twice amonth = $500 per month.)

That said, some coaches find that their coaching groups become very popular and
therefore, permits them to raise the cost of their group coaching classes.

Y ou would be making more money on an hourly basis through group coaching and
equally important; you would be offering another way for people to work with you at a
much lower price point. The cost of the group work is $100 a month per person versus
the $300 per month for your one-to-one coaching dependant upon your own price-point,
of course.

This lower priced service would tranglate into allowing alarger number of peopleto
experience your coaching. (Thisis great for them and great for your business.) And once
you offer a group-coaching program, you now have a place to steer prospects that want to
work with you, but simply can’t afford your one-to-one rates.

Qualitiesof a group
The essential qualities of group work are:

Identity: each member has arole to play.

Responsibility: all members are equally responsible.

Communication: the group should develop an overall style.

Ideas: free exchange of ideas should be possible.

Self-Control: al members should demonstrate self-control of expression.

Safety: the group environment should be safe for experimentation and disclosure.
Self-Esteem: allowing members to appreciate their own input/value.

Empower ment: group goal-setting and achieving in a supportive environment.

NGO A~AONE

Group extremes
There are two extremes from which group interaction takes place.
At one extreme, the group can be unstructured, with the focus being on emotional

responses. Thistype of group calls for sensitivity and empathy. At the other extremeis
the task-orientated group where specific goals exist.
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Between these two extremes there are many variations, but generally, the emphasis
should lie equally between the two extremes. A no-nonsense “get on with it” type of
approach will fail, aswill an overly “touchy-feely” approach which lacks practicality.

Per sonality types

Within all groups there are naturally a number of different personalities. Asin any group,
each member will find his or her own place. The following roles have both positive and
negative input into agroup: (Pick afew at random to read.)

ROLE WITHIN GROUP POSITIVE ASPECT NEGATIVE ASPECT
Self-disciplined role Organi zed, hard-working, confident, |-
trusting, tolerant
Energiser role Stimulating, outgoing, dynamic Impatient
Dreamer role Ideas, imagination, knowledge Impractical
Communicator role Promotes group spirit, sociable, Poor decision-maker
reduces conflict
Innovator role Enthusiastic, inquisitive, setsclear | Losesinterest after initial stage
objectives
Rationalizer role Encourages, offers Moves people on too fast
information/opinions, helpful
Follow-through role Conscientious, strives for perfection |Worriesif things are not perfect
Facilitator/leader role Calm, self-confident keeps group -
together
Evaluator role Hard-headed, wise, baseson facts  |Lacks motivational skills

Of the various personalities, the following are essential, the others are useful:

Sdf-disciplined
Communicator
I nnovator
Facilitator

~AODNPE

Learning styles

Each group member is unique, and according to their personality type, they will enjoy
learning according to four main learning styles: (Pick afew at random to read.)

LEARNING STYLE |REQUIREMENT FROM POSITIVE ASPECTS NEGATIVE
GROUP ASPECTS
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PRACTICAL Simpleinstructions, short Logical and appreciative of |Need to be praised,
LEARNER activities. tasks set. not very adaptable.
INTELLECTUAL Learning viaresearch, brain- Appreciate knowl edge, Need successful
LEARNER storming and simulations. enjoy discussing facts. outcomes to feed
self-esteem. Find
decision-making
hard. Often don’t
like groups.
CREATIVE One-to-one support, audio- Enjoy personal attention. Need praise for
LEARNER visua enhancement & Show empathy & their empathy.
opportunities for generating understanding. Creative,
own ideas. expressive.
INTUITIVE Problem-solving activities, Needs to be valued
LEARNER analogies, use of mind maps. in the group.
Group skills

Asthe group facilitator it isimportant to be aware of the individual personalities within
the group and have the necessary skills to incorporate each member’s role and learning
styleinto a successful group. It's challenging at the beginning, but it becomes easier as
you come to know the group members.

The group as awhole needs three areas of group-building skills. These skills can be
placed into three types:

1. Thinking
2. Feding
3. Action

Thinking skills
Let’s explore thinking skills: (These are written for the students.)

e Theability to be aware of yourself without dwelling on your weaknesses.

e Redizing that you are responsible for your own happiness and your own goals.
e Accepting that you can make mistakes.

« Being non-judgmental of others.

e Being ableto ask for help.

e Having self-motivation and being capable of empowering others.

e Beingableto listen.

o Being aware of your self-beliefs.

Let’s explore feeling skills:
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= Abletoreax.

» Having empathy.

= Being ableto appreciate other members.
= Ableto disclose persona information.

Let’s explore action skills:

e Being able to communicate with other members.

e Being assertive.

e Making decisions effectively.

e Sustaining positive relationships with other members.
o Completing tasks.

e Setting goals.

For a group to succeed, it must have sufficient skills to be able to do the following:

e communicate with each other

e participate within the group

e trust one another

o disagree/agree/discuss positively

o takeresponsibility for individual activities/actions

Thefacilitator’srole

Thefacilitator’s, or coach’srole, isto assist in the group forming process. Initially, when
the group first comes together, the group of members require boundaries to be set so that
they know what is expected of them and what to expect of the facilitator. It is generally
during the first group meeting, where power struggles often take place and conflicts
ensue. Some members will attempt to take over the group; others will try to withdraw. As
the group progresses further, each member will develop their own role within the group,
developing group skills. Anideal group will travel through four stages of devel opment:

Forming Storming . .
finding one's | — conflicts over —_— Norming —_— Performing
g => — > | deciding how to | ==>> | Working together
place in the power and
" work together successfully
group position

Now understand, some groups get stuck within a particular stage and will need
facilitating or they may not move on towards successful dynamics. So keep a watchful
eye on the dynamics of the group as awhole.
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Failuresin group development

The obvious problem is that of certain persondlity types being unable to operatein a
group environment. These people are individualists who may not respect or like other
members. They are dways right, they are not interested in what others have to say, they
interrupt frequently and are generally very difficult to absorb into a group.

Another problem may be that of rivalry and, conversely, non-rivalry. As group facilitator,
you must always be aware of group dynamics and take control when necessary.

M otivation and empower ment

Generally, a person who is entering a group environment is motivated by self-interest, or
a‘what’'sinthisfor me? attitude. As everyoneis paying for group coaching, thisis not
unexpected. It isimportant that you design your program to show value from the very
first session. Thiswill keep your group motivated and empowered to move forward.

% v
Egotistical, Balanced, Altruistic,
self-centred, self- others-centred,
zelfish actualising selfless

The group is ultimately more successful as each member becomes ‘ other s-centred’ and
‘selfless”’” Thisiswhen the greatest work is done. Thisiswhen the whole group beginsto
benefit.

Per sonal motivation

A person who decides to enter group coaching will have first decided that they see a need
for change and that they feel that they can change.

For him or her to have come to this conclusion they have made use of positive self-
esteem and believe that they are capable of improving and have therefore set themselves
the goal of improving. To feed their motivation and enhance their self-esteem they need
encouragement and support from the facilitator and the fellow group members.

Because motivation needs constant feeding and enhancing, you will need to assist themin
setting goals in arealistic manner. Assisting them in breaking each step down into
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smaller bite-size, short-term goals. The group as awhole should be able to set small,
realistic goals and discuss them so that every member is motivated by the others. The
group as awhole will only enjoy interpersonal motivation if communication incorporates
everybody’ s needs and views. Each member needs appropriate goals, a choice of how to
reach them and the responsibility for their own learning.

Strokes

A stroke is a transaction which makes us feel good. It has only to do with making the
members of the group feel good. Stroking include both positive and negative strokes. In
coaching, we only recognize “positive strokes.” Here are some examples:

applauding another member

congr atulating another member

supporting another member

smiling

paying a compliment

offering to help out

nodding in support of what another person is saying

NogrMwNE

It'simportant to remember that we all have a“comfort zone” of stroking requirements,
and again each person is unique in their needs. We get on comfortably within our
accepted boundaries, but outside of those boundaries we need to adjust back to the
comfort zone. Try and assess each member’ s needs and do your best to meet that need,
however, remember, you are not the member’ s babysitter, mother or fairy godmother,
you are the coach.

A-Z OF REQUIREMENTS FOR SUCCESSFUL GROUP WORK
Now, this comes naturally, over time with experience. You can’t cover it all of these
at once, just do your best to incorporate what you can asyou can.
(Pick afew at random to read.)

Acceptance - of others
Action - skills
Atmosphere - friendly
Attitude - openness
Achievement - praising
Awareness - of others
Bonding - with each other
Boundaries - ensuring
Celebrating - success
Change - encouraging
Cheerfulness - facilitator
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Freedom - of choice

Fun - lots of

Goadls - dear, staged
Habits - new good ones
Helpfulness - all round
Humor - safety valves
Imagination - using
Justification - better skills
Keeping it up - motivation
Listening - to self/others
Motivation - enhancing

Rewards - for success
Safety - confidentiaity
Self esteem - enhancing
Self awareness - encouraging
Sensitivity - to others
Sharing - experiences
Shyness - overcoming
Smiles - cost nothing
Strokes - positive
Support - vital

Tea- breaks
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Comfort - of members Names - remembering Thinking - skills

Compliments - paying Nurturing - self/others Time - using well
Conflict - resolution Observing - learning from Transactions - healthy
Courage - to change Patronizing - not healthy Uncertainty - accepting
Curiosity - openness Perfectionism - not healthy Unconditional - acceptance
Determination - to succeed Planning - effective Understanding - clarity
Disclosure - safe Politeness - costs nothing Uniqueness - accepting
Emotions - examining Praise - lots of Vaues- moras
Encouraging - al members Quality time - group time Voice - good communication
Energy - for change Questions - freedom to ask Wants - options/consequences
Failure - protection against Relapses - without criticism X-trahelp - for the nervous
Faith - in self/others Relaxation - de-stressing Y es - we can change
Fedling - skills Responsibility - accepting Zero negative strokes - the
god

Telephone vs meetings

Ultimately, it is up to you to decide just how you would prefer to present your group
coaching class. Y ou may want to think about your own persona delivery style. If you are
adynamic individual who can get your point across without visual aides, then you may
want to consider telephone group coaching.

If telephone group coaching feels right for you then you can begin to think about creative
ways to deliver your classesin apositive, upbeat manner. You may want to limit the size
of the group to six members. Thiswill alow you the opportunity to team up your
members so that they can strategise together and support each other between telephone
meetings.

Y ou can explore the avail ability of telephone conference lines, just like the one that we
are using here today. These are relatively inexpensive and usually are at your disposal
24/7. Y our line can also be used for personal coaching sessions when you are not doing
group facilitation.

If you decide to move forward with face-to-face group coaching, you will want to explore
local venues. Y ou want to look for something affordable. Visit the local library and
community centers as they usually have rooms for rent at alittle cost. You may aso
encounter community centers that permit members to book aroom at no cost — so you
might want to consider becoming a member.

Live coaching means having alocation that isfairly quiet and with limited interruptions.

Make sure you choose a place that provides easy access and parking for your group
members. Good air flow is also important. If the room is stuffy, everyone will fall asleep.
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Refining your skills

As you begin refining your group coaching skills you may decide that thisincomeis
beneficial to your overall success. Beyond the financial element, group coaching provides
the coach with an opportunity to funnel group membersinto your one-on-one coaching
schedule. Group coaching also provides a consistent opportunity for ongoing referrals.

Referrals are the life-blood of the coaching business. Make it easy for peopleto refer
others to you. Offer incentives and opportunity for your successful group members to feel
like they are appreciated and that you will reward them for their personal referrals.

Group coaching offers a tremendous dynamic for persona growth, for both the coach and
the group members. The difficulty will be in finding something that you would absolutely
enjoy coaching a group of individuas on.

*View thefollowing Supplementary Forms:

» Goal Setting & Action Plan.PDF
= Group Building Activities PDF file.
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Marketing 101-Part One (Growing Your Clientele)

Introduction: Today we' re going to talk about marketing - specifically, some of the
things we're going to talk about are ...

= Attracting clients — not selling them,

= We're going to discuss “connecting with aclient in ameaningful way;”

=  WEe'll address in importance of “being seen;”

=  We'll look at the power of attracting versus selling;

=  WEe'll address pricing your services,

= Andwe'll even talk about making it easy for your prospectsto say “yes.”

Y ou do not need to have afull marketing department behind your coaching business to
get new clients enrolled. Expensive and slick advertising campaigns may often turn out to
be less effective. What generally works best is far smpler. Devel oping relationships by
connecting with people on a persona level is your best advertising to get your coaching
business off the ground.

This, in fact, iswhy you are urged early in the program to begin providing sample
sessions every week as soon as you felt confident. It gives people personal experience
with you and helps them to understand just how the coaching process works and how it
can be of value to them. For both the new coach and the established one, the sample
session isthe most direct way of marketing your business and your skills while gaining
clients.

If you have not already done so, begin developing your marketing plan and what that
looks like. Y ou should include your marketing plan, as part of the Business Plan that you
submit just before you complete your final exam. Let’s quickly look at what a good
marketing plan would include:

Making you more visible.

Making you more credible.

Showing individuals your value.

Promoting your service.

a > w b P

Providing ataste of your expertise.

Y our prospective clients don't want to be sold. They need to know about you, gain trust
in you, and come to understand your key values and services.
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Attracting Clients - Not Selling Them

If the idea of marketing is intimidating to you, you are not alone. The key in marketing is
to accurately echo exactly who you are as a professional. Marketing yourself means
doing so in amanner that promotes who you really are and reflects your values and area
of specialty.

Y ou should try to approach your marketing with the following attitude:
With complete Authenticity.
By being creative.

Through experimentation
With open-Mindedness

E N

Y ou might think differently, however, you don’t need to be concerned with being
fascinating, telling everyone al the great things you can do for them or trying to hard sell
them on your services. That will usually promote your coaching businessin away that
will not be very successful.

Y our goa should be to promote your business in a manner that will get you the best
results possible. Marketing becomes fun and easy when you put your focus on these
following 4 things: (I believe all of these are written for you)

Attracting the right client.

Removing the 'selling’ part.

Being interested rather than being interesting.

E N

Showing rather than selling.

Connecting with people isthe key to effective marketing that begins to get the results that
you desire. After all, isn’t that what you want — results?

When people perceive that you want something or expect something from them, awall
often goes up. That wall can become very difficult to bring down. When someone wants
to sell us something and approaches usin a‘sales-person’ stance and tone of voice, we
automatically put up boundaries to become inaccessible.

Within your coaching practice you should aways present yourself as a professional who

is open and honest about what you do, confident in building a steady growing practice
that does not require ahard sell. Y our business should speak for itself.
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Connect In a M eaningful Way

Do not focus on trying to sell anyone your services. Again, the hard sell usually isnot a
good approach to take. Rather, put out your efforts in the following manner.

1. Listento the needs of others.

2. Ask lots of direct questions.

3. Show genuine interest in others.

4. Let go of the need to impress.

5. Let go of the need to provide all the answers.

6. Be unattached to the outcome.

7. Offer asample session when the timeisright.
The more that you take the time to show genuine interest in other people, the more likely
they will be to take active interest in what you and your coaching business have to offer
them.
Show Your Skills
It isimportant that you show your skills and not just talk about them. Show others by
being interested in their lives, being a good listener and asking great questions of them.
Show others that coaching is exactly what they need to help them when they are stuck in
seeking apath to their goals and dreams.
When others experience the 'magic’ of coaching, they don't need to be sold on it.
Telling others about your coaching services, in a manner of speaking, is still selling your
services. It may not feel like selling, but it is. Making consistent connections and sharing
your work in your everyday conversations with others in a non-selling manner not only
makes the connection with others effectual, but it makes them intrigued.
When you go out to meet people, give them something of value.

1. Good tips and tools that they can employ in their lives.

2. Thegift of being agood listener.

3. Making others feel heard.

Rhema International © 1992-2010 70



4. Your expertise.
Being Seen
Isthere importance in being seen? Definitely! When your business is a service-oriented
operation such as coaching, visibility and credibility are crucial to your success. Here are
afew key ways to become more visible and show your credibility.
1. Direct one-on-one contact.
2. Speaking to groups. (Civic groups likethe Lion’s Club, Optimist, L egion, etc)
3. Joining group activities. (Anything of interest to you!)

4. Writing. (For local periodicals, newsletters, community newsletters, etc.)

5. Speaking to individuals. (Wherever you go — there are opportunities to speak with
people — be the first to say hello and open up the conversation.)

One-on-One Contact
Again, the most effective way of promoting your coaching business and attracting clients
to your work isto connect with them directly in a one-on-one manner. People want to
hire a professional that they trust. When prospective clients have first hand experience
with you, trust is built more quickly.
If you happen to already know alot of people, you might be able to completely fill your
practice simply by contacting them and | etting them know that you have opened your
doors as alife coach.

1. Cal personsthat you already know.

2. Takethem to coffee.

3. Offer anyone interested a sample session.

4. Invite them to become your client.

and findly,

5. Take down the phone numbers of any prospective clients that you meet.
(Remember, everyone and anyoneis a potential client or a potentia referral.)

If you do not have alarge network when beginning your business, build it by joining
groups, attending various networking events and making public presentations.
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Whenever you find a group of people together, there is an open opportunity to network
and develop new contacts and referrals. The secret to making this work for you is not to
'make it work." Remember, you must always remain unengaged from the outcome.

Attracting Versus Selling

Join groups that interest you and where you know will enjoy yourself regardless of who
is present. You will be your true self. You will get involved, which iskey, and you'll be
someone people want to have around.

Thisis all about attracting versus selling. Aim for creating alarge network of people who
know about you and who like you as a person. Here are some types of networking groups
you may want to consider.

1. Lead your own groups.

2. Chamber of Commerce.

3. BNI (Business Networking International — bni.com, allows one individual
representing one business type in each group)

4. Civic Groups.

5. Recreational groups

6. Professional business associations.

7. Small business associations.
And finaly -

8. www.meetup.com — (Thisis an on online opportunity where you can either join a
group, or if you like — start a group. So, please feel freeto explore that.)

Y ou can find amyriad of interesting groups in your community through your Y ellow
Page directory, local newspapers and newsl etters, the library and the Internet. Ask your
friends for input also. Y ou probably already know of some groupsin your areathat would
be of interest to you.

Y ou can grow your coaching business if you clearly define who your ideal client is. Then
seek out groups that would have your ideal client in attendance.

L etting People Experience You

Continue to create greater visibility and credibility in your community by
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» Taking leadership roles.

= Speaking to groups of interest.

= Writing publications that you can distribute throughout the community.
= Offering something specia to members.

» Delivering some consistent message for the first six months.

» Askingindividuals on your email list if you can send messages.

» Asking theindividuas that you email to forward the emails to others they think
may be interested.

» Beginning an online newsletter.
» Inviting group membersto sit down with you for a sample session.
» Building adata base of present and possible contacts.

Y our prospective clients are everywhere. Y ou might meet them at a party, at the store, on
an airplane, at a meeting. Always be ready to connect with individuals wherever you are
and invite them to take a sample session.

Pricing your services

Many coaches struggle with pricing their services. A very common error among new
coachesisto let their doubts and insecurities rule the pricing of their coaching services.
Thelogic goes like this, “I have only been coaching for afew months, | cannot be really
good, and therefore | cant charge much for my services. Thus the average new coach
charges between $150 and $200 per month per client in the first 12 months of their
practice. This price would usually include one full coaching session of approximately 1-
hour, each week.

Y our humility may be a natural reaction, but it skind of like offering a discount for brain
surgery. | m new at brain surgery. In fact you are my first patient, so | would like to offer
you the surgery for half the regular price.” Most patients would head for the door because
they wouldn’t want to be your guineapig.

Remember the 20% rule. Asageneral pricing rule, you will know you are correctly
priced for the particular clientele you are targeting if one in five (or 20%) objects to your
pricing. If fewer than onein five objects to your pricing, you are priced too low. If more
than onein five objects, you are priced too high.
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When you are beginning your practice your grestest need is to build your competence and
confidence as a coach. Therefore, if you want to work with a client who cannot afford
your regular rate, and since you do have lots of room in your practice, find away to make
it work for the client. You can simply say, “1 would really like to work with you. Can
you afford ‘X’ amount of dollars?” (Use a dollar amount that is 2/3 of your usual
rate). Alternatively you can say, “Well, | would love to be your coach. How can we
make this work?” Y our client will get a coach and you will get the practice. Some
income is better than none.

The Sample Session

The Sample Session is the single most important selling tool that the life coach has, to
recruit new clients. As you practice the art of the Sample Session you will find that, by
the sheer law of averages, you will soon begin to gain a consistently growing number of
clients. So —look at the document we call the “Enrollment Strategy” and read it until you
know it inside out. Practice it and practice it until you have it down flat. By knowing how
the Enrollment Strategy works the higher the likelihood of enrolling a greater number of
clientsin your coaching program.

Making it easy to say yes

Always make it easy for aclient to say yesto your offer. For example, after a powerful
complimentary coaching session, if the prospect indicates that they want to work with
you, make it easy to begin.

Don 't digress into along dissertation about contracts, minimum commitments,
cancellation notice and extra fees for intake sessions. Follow the Enrollment Strategy.
The client wants to make a decision to move ahead. Any complicated intake process right
at the start may make the client want to reconsider their decision. If you have a
preference to work with contracts, spell out all the necessary details on your brochure,
website or intake form in asimple and straightforward fashion so that any prospect can
understand it. Y ou may want to consider the following.

= Speak freely to any serious prospect: get to know what they want to achieve
through the coaching, to give them afeel for the process and to help them
understand how it all works.

= |If the client decides to proceed: send awelcome letter that spells out the
commitments of coach and client and a questionnaire that provides all the
necessary contact information. The answers to the questions will provide
insight into the client’ s strengths and weaknesses, and what they want to
achieve through coaching.

= Don't charge separately for an intake session, but cover all the necessary
information in the welcome | etter or welcome package or within the first few
cals.
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» Encourage them to make a commitment: If you desire, don't have the client
sign a contract. In this way they are free to quit anytime they choose. However,
encourage them to make a commitment to themselves to stay with the
coaching for at least three months to experience the full results.

*= You may typically cal your clients so they are not faced with any long
distance charges. With a good long distance plan this only costs you afew
dollarsacall, but it makesit easier for the client.

Broadening your offerings

Most coaches have a store with one product in it, and that is one-to-one coaching. Aswe
have discussed, there is alimited percentage of people at the higher end of the economic
ladder who may be able to afford this product. But if you also provide group coaching,
teleclasses, tapes, books or articles, you can offer awide variety of products at different
price points. You will benefit by having more to offer and the world will benefit because
more people will have been coached.

| want you to know that you will receive products from us as a graduation gift that you can
re-brand to make your own. That means you can change the name, the content, anything
you like — but we recommend that you change at least 20% of the content if you are going
to sell your products under a different name. That way, you products won't be exactly like
anyone else’s. Y ou' re going to receive coaching products, email products and awhole ot
more, so be thinking about your website and how you are going to work other products
offeringsinto your coaching website.

*View thefollowing Supplementary Forms:
= M101-50 Potentia Client Selling Questions
= M102 - 25 Stepsto Filling Y our Practice
= M103 - Selling Coaching that People are Buying
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Marketing 101 - Part Two

Introduction: Thank you, today we are going to talk alittle bit about Reaching Y our
Ideal Client Base. We're going to talk about Public Speaking — Big or Small and public
presentations. We'll be looking at the importance of Group Workshops and Being
Creative. We are even going to discuss the option of Authoring and Group Coaching and
Designing a Group. We'll even talk alittle bit about radio and writing for newspaper
columns.

Let’sface afact. Thereis no coaching businessif nobody knows that you exist! If you
find yourself wondering why you don't have clients to coach, ask yourself: "How many
people actually know who | am and what services | have to offer?"

To fill acoaching practice a great deal of people need to have heard about you. It comes
down to the simple law of nhumbers. As anew coach building a practice you must let as
many peopl e as possible know that you are currently building a practice, and who your
ideal clients are. When those who may beideal clients see you often in the community,
notice that you are familiar, available, and solidly in the picture, they will likely become
interested in your service.

Y our aim should always be to significantly increase the number of prospective clients
that you can serve. Start by making yourself as visible as possible, as often as possible.

Reaching Your ldeal Client Base

While public presentations are certainly not as personal as the one-on-one approach, they
increase your visibility quickly and lend you the air of professionalism that you need to
become successful. You can reach out to othersin a professional manner though

Workshops
Seminars
Speaking to groups
Teleclasses
Writing
Publishing

Internet outreach

Noakr~wdpE
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Public Speaking - Big or Small

Public speaking is a great way to build your practice while boosting your credibility with
people. It isalso agreat lead-in to building necessary networking relationships that lead
to other opportunities for building your practice.

Many coaches develop their public speaking skills to a professional level where they can
charge fees for their lectures. But we don’'t expect you to go that far if you don’'t have a
desireto. To get started, just offer your speaking engagements for freeto civic and
Service organizations or other groups of interest to you.

Here is how you would begin:

Develop a basic course outline.

From the outline, further develop 3 to 5 separate talks.

Send out your postcard or introductory letter to civic and service organizations.

Follow-up by phoneto seeif you can schedule a speaking engagement.

Y ou might want to consider joining alocal Toastmasters or National Speakers

Association chapter to get some experience and network with more experienced

speakers.

= You might want to consider the following topics.

0 Speaking about your speciaty niche.

o Form atalk distinctly around atopic that your ideal clients would have an
interest in.

0 Something that you know a great deal about.

o0 Enjoyabletopicsthat interest you.

Relate the topics one-to-another or develop a series. That way, interested parties will
have you back to listen further to what you have to say. Create atitle that is compelling
and that clearly expresses the subject of your speech.

Presentation

Designing alecture does not have to be intimidating. Y ou can design your talk using a
10, 20 or even 30 minute guideline. A good question and answer format is always a good
way to go because it gives the listeners the opportunity to participate. It also gives you
the opportunity to talk about some of the fundamentals of coaching that you may not be
ableto do in other formats. Provide a maximum of three key points that revolve around
the listener’ s questions. While you don't want to overtly promote yourself during public
presentations, present the idea that you have some solutions to your audience’ s problems
or concerns.

Now some speakers often leave out thisNEXT CRITICAL STEP. Have your participants

take immediate action in some way that offers another direct experience with you. And
hereis how you can initiate immediate action:
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Collect business cards at the beginning of your talk.
Do adraw from the cards for afree sample session.
Enrol folksin arelated workshop.

Haveflyers at the back of the room.

Pass around a sign-up sheet for anewsletter.
Provide infor mation about your free sample session.

oukrwhrE

It' simperative that, after you have completed your lecture, you stay for awhile to
network with the individuals who have attended. Meet as many as you possibly can.
Enter all of the information from the business cards into a database for future reference.
They are all potential clients. Follow up with each one within 24 hours.

Be sure not to make the presentation too promotional. As a guest speaker your roleisto
provide valuable information on atopic to your audience. If you makeit atalk that is
simply to impress and promote your services, it generally won't go over very well.

Group Workshops

We talk about group workshops all the time — and they can play a very important role for
you as you begin your practice. Whether you aready have experience in facilitating
groups or you are brand new to the experience, it isalot of fun and can be very
profitable. Being seen and heard also makes your work more viable and credible. Group
facilitation is a collection of many skills.

Listening.

Asking questions.
Responding.

Tracking the group’s energy.
Making your comments clear.

agkrowdE

These are al skillsthat you have already learned and are currently working on to hone
further. That is one of the reasons why it is an easy leap from coach to facilitator and you
will become more masterful at these skills the more you utilize them.

While you do want to prepare a well-structured group event, don't feel like it hasto be
perfect. It doesn’t. In agroup setting — just create an atmosphere of exploration, fun and
collaboration. If you have never done this before, keep in mind that what you want your
participants to remember most is the feeling they got from their experience of you, than
the content of what you said.

Be Creative
Workshops or seminars are generally known as face-to-face experiences. But ateleclass
takes place over atelephone bridge line that is like a high-tech conference call. Both of

these have distinct advantages. Workshops and seminars can be multi-dimensional
because you can add visua elements or break participants into small groups for activities.
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Y ou can aso do creative things with music, movement and icebreaker activitiesthat are a
bit more challenging in telephone-based events. Teleclasses have different kinds of
advantages:

Participants can call in from anywhere.

Participation is not limited to a small number of individuals.
It iscost effective.

There are free or low fee teleclass services.

ApODE

Teleclasses are very popular. Always keep in mind that there are many ways to produce
an event of this nature and there are no absolute rules. So just be inventive, be yourself
and enjoy creating this experience!

Authoring

The challenge for most of us who wish to become authors is getting it out! Out of our
head and onto the page. The most practical way to do thisisto start small. I’d encourage
you to join the CCA Business Strategies Group. With that membership you will receive a
number of Private Label Articlesfor your use. Here are afew other things that you can
do:

Send out press releases about your business
Write articles for the local newspaper .
Write for other’s newsletters.

Put out your own regular newsletter.

Write abooklet about your niche.

eSS EN .

These are great ways to extend your reach beyond the walls of your office. Y ou could
write about anything that you have some expertise in, such as:

What you feel passionate about.

What you are most interested in.

Y our message to others.

What moves you to continued inner growth.

pWODE

Idedly you can write about anything that reflects you, and specifically your values and
the values of your ideal client. Pick subjects that you can write about, directly and in
detail, from your personal experiences. Thiswill:

1. Establish your_credibility.
2. Increase the number of peopleinterested in your work.
3. Build your data base of subscribersand contacts.

Monthly or bimonthly newsletters written and emailed will provide you with
opportunities to make new contacts, answer questions, invite feedback, promote trust, and
help in solving other peoples’ problems.
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Group Coaching

Group coaching isjust what it sounds like, coaching several individualsin a group
session at onetime. It can be thought of as facilitating a group process whereby you will
coach a number of people at once.

Group coaching is great experience, especialy for the beginning coach. It provides plenty
of opportunity for interaction between the participants as well as taking the focus off you
while doing group processing and discussion.

Group coaching is an efficient use of time and shows many people at once the value of
coaching. Like workshops and teleclasses, group coaching involves facilitating a group of
people around a certain topic.

Group facilitation Coaching assists you in leveraging the following: (These are written
out on the student’ s page)

» Your time; because you are Coaching many individuals at once.

= Your marketing; because you are marketing Coaching to many individuals at
once.

» Your earning potential; because you are earning more money for your time by
charging each individual in the group.

» The group experience; because groups are inter-developmental, providing
participants with more value for their experience.

» Ongoing value; because the aspects of group coaching is like an ongoing support
group.

Designing a Group

With group coaching it is not possible for each participant to bring their own agendas.
However, by design, each person has time to respond to a common theme or question and
receive Coaching in the moment if it is caled for. There are two main approachesto
gathering a group for Coaching.

1. Create a group based on one overall topic of interest where there are numerous related
points or themes to cover over time.

Creating financial independence.

Opening the way to prosperity and abundance.
Finding and following your life-purpose.
Parenting teenagers.

pWODNPRE

This approach requires rich subject matter that has almost endless opportunities for
exploration and progress.
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2. Create agroup of individuals with acommon background or goal where their special
challenges and potential solutions and strategies are discussed.

Stay at home parents.
Entrepreneurs.
Retired persons.
Self-publishing.

ApODE

(My first group coaching project was on “Job Finding.” — great subject matter there —
everyone in the group throws in ideas and everyone is very excited to find new answers
and ways to gain work.)

Radio

If you have already learned how to market yourself one-on-one, and in public
presentations, broaden your scope of reach. One way to accomplish thisisto share your
business and your products with alarger audience viaaradio talk show.

Creating aradio interview opportunity isnot as difficult as you may think. With today's
technology you can be heard on theradio all over the country without leaving your home
or office. There are also Internet talk show stations that can deliver your message using
streaming media. Thisis an opportunity that is more readily available than you can
imagine.

Small community radio stations are always in the market for adding to their current
broadcasting play and are usually very approachable. Thereis also the possibility of local
community broadcasting organizations seeking viable programming of interest.

Newspaper columns

Most coaches completely overlook the most hungry media center of them all —the local
NEWSPAPER. The mediais continually interested in the phenomenon of coaching.
Thereis always aneed for local newspapers to present quality articles on an ongoing
basis.

| bet you never have thought that if you approached the editor of your local newspaper
that you could begin to write a column of your own on aweekly or bi-weekly basis, but
you probably can!

Present your local editor with ideas that will enhance the lives of everyday individuals

who are seeking practical information that they can use on adaily basisto improve the
quality of their lives. Write severa articles as examples and use them as the framework
for carrying your articles.

Paid or not — this type of publicity will grow your business more quickly than any other
method known.
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The main reason most coaches don’t take explore this opportunity is because they are
afraid that they won't be prolific enough to keep up with the demand. Thissimply isn’t
true. We are generally talking about 500 words, or one page double-spaced at font size
12. You can aso research private label article sites that are available on the Internet.
They arerelatively inexpensive and they offer quite avariety in topics.

In short, you can’'t afford not to investigate this incredible opportunities available to build
your business through the various things that we' ve talked about today.

Y ou have the following supplementary reading forms that correspond to this lecture:

*View thefollowing Supplementary Forms:
= M104 - Are You Ready for Coaching (from the client’s perspective)
= M105 - Coach’s Goals and Objectives
= SC101 — Self-care Checklist

PERSONAL GROWTH CHALLENGE:

If you haven't already, begin to build a 30-second message for radio. Include your
description of your ideal client. Use the 'Goals to Action Plan' work form if it helps.

Begin to research the different options that there may bein your area for Radio broadcast
opportunities.

Over the next few weeks continue to sharpen your 30-second radio message. Continue
until you are absolutely sure that you have put together a message that ultimately reaches
your ideal client.
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NETWORKING and PROMOTION
Intro: Today on this call we're going to talk about:

Building your network

WEe'll talk about getting some “Sound Advice” about setting up your business
WE're going to address gathering your support

We'll talk alittle about your marketing materials

WEe' |l addressreferrals

And alot more. ...

Perhaps the most exciting part of being a coach isthat you get to decide just where your
practice will go and how you are going to get there. The hard part is deciding where you
want to be! Every decision that you make in growing your business will ultimately bring
about huge change.

Everything that you do to support your coaching business will become a defining
moment for you. Has everyone begun thinking about what you will name your business?
As you begin your planning and practice, begin ajournal. Keep track of your voyage
right from the start. In that way you can look back upon your journey and recall your
defining moments.

Opening decisions

Y ou may decide to take on a partner in your business. Y ou might choose someone who is
of like-mind and practices coaching or arelated field that goes hand-in-hand with your
coaching skills. Y ou may decide to be a sole proprietor working from home.

No matter how you decide to set up your business you will want to have the backing and
support of others. Y ou can accomplish thisin many different ways:

Y ou can establish partner referrals,
Networ king referrals,

Develop an advisory board,

Put together a steering committee or
Develop anetwork of colleagues.

gkrowbdpE

Building your network
Professional networking isthe BEST way to:
1. Make business contacts,

2. ldentify leads and
3. Turnthoseleads into sales.
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The further you take this, the further along the road you will be to legitimizing your
practice and gaining recognition from your community and professiona peers. We need
to say that there may be moments of intense isolation as you build your business on your
own. To reduce your isolation you may also choose to build your network by doing the
following:

Attending classes.

Enrolling in a mentoring group.

Attending conferences.

Joining your local Chamber of Commerce.

pLODNPE

Getting sound advice
Most successful entrepreneurs give themselves the advantage of the following:

1. asteering committee
2. or an advisory.

We strongly suggest that you too. An advisory would be made up of a number of
individuals that will support you through the rough spots and just lend good advice for
direction as you need it. Feedback is important as you begin your work. Sometimes we
cannot see the forest for thetrees so it is helpful to have others to provide some clear
unobstructed feedback. The ideal advisory would be made up of the following.

Four to six people that you know and trust, and who know you.

People who have enthusiasm about what you are doing.

People who have something distinct to offer.

People who have avariety of experience and_inter ests (they don’t have to coach).
People of different ages and from different walks of life.

gkrowbdpE

Each person will have something valuable to offer. Therole of your advisory is not to
give continual advice. Rather, their post is to guide you when you feel that you need a
fresh perspective on what you are doing.

Gathering your support

Always recognize the contributions of your supporters no matter how small. Remember
that these folks add to your credibility. Alwaysrefer their servicesto others and be sure
you never fail to mention that he or she sits on your advisory committee. When you feel
ready take your coaching commitment to a new level commit to the following:

Develop professional alliances.

Co-facilitate wor kshops.

Offer free workshops.

Volunteer to be on someone else’ s advisory.

ApLODNPE

Rhema International © 1992-2010 84



5. Invite fellow coaches to meet on aregular basis to share information and ideas.
Narrow your focus

To narrow your focus from the marketing standpoint means that you are not trying to be
all thingsto al people. You' ve heard it before, ‘ What is your niche? Y ou really must
find atarget market. That may not sound like new information but it is amazing how easy
itisfor new coaches to missthis. You realy need to follow through on this one.

What we are really saying isthis; take the time to discover who your ideal client is. Who
do you desire to work with? Once you do this, discover what their wants and needs are,
their common problems and concerns. Then put your effort into marketing to meet those
wants, needs, problems and concerns.

If you don’t yet know who your ideal client is, think in terms of going to some
complementary businesses; ones you admire perhaps; ones that probably serve the same
target market as you.

Ask them to describe their ideal client. One of the things we have found is that when you
go thisfar, you usually find that your ideal client, the individual that you really want to
work with, rises to the top. Y ou suddenly know who he or sheis.

This exercise is very important. We have found that it hel ps the new coach get a clearer
picture of who their ideal client is. Then, it can be as simple as asking yourself, “Where
can | find thisideal client?’ Once you know where you can reach thisideal client —you
can go after him or her more directly.

Communicate a cor e difference

In many cases something that differentiates your business can be as simple as serving a
very tight niche market, for instance, “Retirement Coaching.” It can aso be the way that
you package your services or it can bein an image that is related to your service that
differentiates you from another coach.

A problem can present itself if your prospects really can't tell the difference between
your service and another. One accountant |ooks like another. One electrician looks like
another. One coach looks like another. It may not be true, but in many cases the client
cannot distinguish between you another coach unless you go about it in amore creative
way.

What usually happensis the prospect picks up the phone and asks * How much.” That's
the way in which they determine one coach from another. They base their decision on
priceif they cannot find any other distinguishing marker that sets you apart. If you can
find away to stand out and be different, you will rise to the top and PRICE won't be an
issueat all.
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A lot of times businesses will say they provide quality work and fair pricing. Those are
not differences. Those are expectations. If you aren’t sure what differences you offer, ask
your practice partner, one of your practice clients to articulate what you do that is
different or unique. For most new coaches, your clientswill be an excellent resource for
testimonials.

Here' s atip. If your clients have agreed to doing atestimonial for you but don’t seem to
get around to it, ask him or her if you can write afew lines and them call them back to
fine-tuneit. Be sure you let him or her know that you won't use the testimonia without
their fina approva. By doing this, you can ensure that you will receive your testimonial.

Another great place to do some discovery around differencesis by looking at your
competitors. What do they claim to do that is specia? What don’t they clam? Whereis
the industry not served? Maybe there is a special service that you can pinpoint, expand on
and use as YOUR point of difference.

Once you’ ve gone out and done some discovery, or even some interviews the hard
creative work begins. What you want to be able to do isto let people know how you're
different and unique. Y ou can put it into a powerful short phrase.

Capture a phrase that really gets at the heart of what your market is missing or at a
frustration or something you do that is exceptional. Use eight or ten words. That can
become not only the way to differentiate your business; it can become the real seed of al
of your marketing messages. Everything will grow from that statement.

Packaging your business

Everyone has heard the phrase ‘image is everything.” In some ways people really can
relate and attach themselves and better remember if they can connect to an image. That
image can be a photo or the color of your logo. These are great ways to differentiate your
business.

Think in terms of packaging. How best can you package your service or services? If you
look at most coaches sites what do you find? ONLY coaching services! How about
creating products from your services? What about e-books, reports or evening
recordings? All of these can be very easily created. How about selling telephone coaching
aswell asan email coaching program? The whole ideais to create something much
bigger than providing coaching alone. Y ou are limited only to your imagination.

Search the Internet for ideas. Keep track of what you see that you like and don’t like.

Marketing Materials
Some of you probably have afew rough drafts of tri-fold brochures that you may have
been working on — or some sales copy about your business. That isjust what alot of

small business owners believe they need to create. What we have found works best isa
marketing kit. It is a series of documents that can be very flexible and can be
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personalized easily. Once you personalize them, you can easily create a pdf to send to
your prospect by email.

This kit is something you can actually personalize and gear toward a specific industry,
lead or prospect. It can come in many forms; a pocket folder or file folder that you can
get custom printed or print yourself. Then you can create a series of sheets.

Thefirst oneto createis called “The Difference.” Whatever your businessis, start by
creating a one-page document containing:

1. Threebiggest benefits of your business
2. Threeways you are differ ent than any other coach.

Take one whole page and explain how you are different. Rather than talking about how
great you are, spend an entire page getting into the three benefits and three differences.
That page aone will be so different than what most other coaches are producing. Use the
actual words and examples that your clients are telling you as to how you are different. In
many cases it’s little things that will make an impact.

You'll need to have a page that talks about your coaching service. Just give the basics.
People loveto read case studies. A case study is proof that you have helped someone.

Y ou’ re showing prospects an example of somebody that got the result you' re telling them
they can get.

Testimonials are so important. Begin getting them NOW with your practice clients. These
areinvauable. If you don't do it now — you’ll have no testimonials to put on your website
when the time comes.

Every marketing kit should have a STORY,, either about how you got started, you
overcame adversity, and how your business came to be in the specific niche that it’sin.
People love stories. People relate to stories — they build trust.

Live by the calendar

This step is more of a housekeeping one, but it is amazing how important it is. There
really isalot to do in your business. Thereis an age old phrase, “Y ou are the chief, cook
and bottle washer.” You do it al.

You didn't start your business because you wanted to first be a marketing expert. We
suspect that most of you started your business because you wanted to do coaching.
Unfortunately, marketing is very easy to shove aside and | et other things come before,
but, marketing is essential to your business. No marketing ... no clients. Simple.

What we would strongly suggest you do isto get a giant calendar or at least something

that will stare you in the face as it hangs on the wall. At the very least, map out one thing
you intend to do and what steps it will take to do that, then schedule it. Evenif it takes
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you six months of scheduling, you'll get it done! Make marketing appointments with
yourself. It's essential . Carve out a portion of every day, if that’swhat it takes, and make
an appointment to do marketing.

Referrals

Y our goal should always be to keep your ‘referral machine’ well oiled. Referrals are the
life-blood of your business. Referrals can come via several sources:

Friends.

Family.

Current and past clients.
Business associates.

A related business.

NookrwdNE

Let’sthink of two moreif we can ... anyone?

Wherever and whenever possible continue to build your referral contact list. Professional
networking requires diligent follow-up. Cultivate new and on-going relationships with
individuals who can assist in building and maintaining your coaching practice. Y ou can
call them or send emails, getting together at the diner for a cup of coffee, meeting for
breakfast, or playing around of golf. KEEP IN TOUCH!

Acknowledge a successful referral

It isimportant for you to feel confident enough to ask for areferral. Always ask for a
referral when:

1. You have completed a sample session. (Ask if the person knows of anyone else
who may benefit from your work.)

2. When you meet fellow coaches.

3. When you are meeting with successful clients.

4. When you aretaking a peer to coffee.

Always acknowledge a successful referral. Rather than make a phone call, may we
suggest that you take the time to send a card through snail-mail to say thank you. A hand-
written note goes along way in thisinformation age.

Business Cards

First impressions are lasting impressions. How many times have we heard that? When

starting with your venture, a business card is most often the first item of stationery you
obtain. It is sometimes your very first purchase before you even begin.
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Don’t let this happen to you. We have all been handed a business card that 1ooks cheap,
is printed on poor quality paper or has perforated sides from being printed on a home
computer. Always hand out a professional, quality business card. After you leave your
card remains.

When you are starting a business, carefully consider the way you want to present your
ideas, the type and quality of person and company you want as clients, and then consider
the visua image of your business card and stationery.

If your card represents you in aprofessional way, so it needs to be done RIGHT! Get the
input of a professional and think about your prospect perception when they see your card.

Now let’ stalk about that most UNERSUDED yet most expensive piece of businessreal
estate you own as an entrepreneur. Does anyone know what that is? THE BACK OF
YOUR BUSINESS CARD.

Use of a Website

With the rising popularity of the internet, people are expecting that any reputable
business will host awebsite. There are two types of website you should be aware of -
Social Networking and commercia websites. Whichever type of website you have, you
can help to promote it with online social networking websites.

Y ou will want a professional looking Website. Don’t settle for the “mom and pop” look
just becauseit’s cheap! Thefact is, most people won't stay on asite very long that
doesn’'t appear professional in look or content. Look at the hosting and development
packages that we offer in the resource area of the School’s Student Area.

When you join an online networking community, you should be given your own profile
page. On this page describe yourself, your online professional Website and what it is that
you do. We recommend checking out www.meetup.com. We currently have students
that find that this site has opened doors immediately. One student has over 70 membersto
the group that she started in aslittle as 5-weeks! Membership is FREE!

If you have awebsite that is selling products or services, you may find it alittle bit easier
to use social networking sites to your advantage and help to grow your business.

Blogging to promote your business

Blogs are turning out to be a very effective method of promoting your business on the
Web. So what exactly isablog? A blog (short for "web log") is basically a simple web
site that allows you to post articles or information quickly and easily at regular intervals.
If you are concerned about blogging — thinking that you won’t be able to keep coming up

with new information or new topicsto write on ... you must consider using ‘Private
Label Articles” Now understand, there is nothing immoral or illegal about using these.
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They are prepared and written by ghost writers who freely alow them to use their work
as your own if you have paid for their use.

If you decide to use private label articles, you should change or add 20% of the content
and change the name of the article so that it reflects your own viewpoint. This way your
article won’t show up the same as someone else’ s with the same name.

Now Art and Science of Coaching membership includes 26 weeks of speciaized
business-building materials and monthly products worth $1,200 — $1,400 each and every
month. The cost of student membership is $200.00 for one year — you can even pay in
two payments of $100.00. The regular monthly membership is now $749.00 USD.

There are blogs on almost every topic imaginable. Here are afew highlights of how a
blog can help promote your business online. (These are written for the students.)

= Search engines LOVE blogs because the content is being updated constantly.

= Nichevisitors are more likely to discover your business because blog entries can
be very specific.

= Blogs can be organized by topic making it easy for readers to find topics that
interest them.

» Blog entries continue to bring in web traffic 24/7.

= Information on your blog can be easily distributed directly to your readers with an
RSS news feed. RSS stands for “Really Simple Syndication.” RSS feeds notify
your readers automatically whenever new content has been posted to your blog.

* You can differentiate yourself from your competitors with your blog.

If you want to help extend your reach, improve your search engine rankings, and give
your business an edge to finding new clients then you may want to consider ablog! My
personal view on how best to blog as a coach isto set up 3 blogs. One hosted on your
Website, and then set up two more out there in cyberspace on free blogging sites. You
can set up free blogs at www.blogger.com or at www.wor dpr ess.com and then what you
will doisyou will link your two free blogs to point visitors back to you Website.

| believe that thereisjust a bit more information on “blogging” there in your notes that
you can read on your own. And of course, your lecture transcript will even give you more
specific info on all the things we talked about today.
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*View thefollowing Supplementary Forms:

BR101 — What is My Brand?

N101 — Beyond Self-Promotion

N102 — Developing a Marketing Mindset
N103 — Public Relations Kit
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PRACTICE MAKES PERFECT

Introduction: Today, during this hour we are going to talk alittle bit about practice, and
how practice will bring about the results that you want for your coaching business. We
are going to talk about getting ready for your sessions and about the importance of active
listening and recognizing coachable moments. We'll discuss a bit about devel oping your
own personal affirmation and managing your inner struggle. SO LET’ SBEGIN.

First let me say here, that providing great coaching doesn’t depend on your ability asa
coach to be great — it depends solely upon the innate belief that within your client is
SOMETHING GREAT! After all, you aready know how to coach. Y ou have within your
Coaching Session Guide a compl ete outline of a sample session and coaching session.

Y ou can coach!

Your job isto bring out that something great in your client —to inspire the client to dig
deep and to think big — and then help the client to articulate what he or she most desires
and wantsin hisor her life— THAT ISCOACHING.

So once again, | say to you ... providing great coaching doesn’t depend on your ability as
acoach to be great — it depends solely upon the innate belief that within your client is
SOMETHING GREAT!

Practice M akes Per fect!

Take every opportunity that you can to fully develop your skills. Find practice partners —
willing friends and family members to engage in your learning process. Practice with the
coaching outline. As you do, you never have to worry bout what questions to ask, the
guestions are right there for you, just read them.

Asyou get more comfortable, you'll begin to hear your own inner voice and intuitive
abilities. Y our personal style beginsto emerge and bring you the clients that you want.
Every session that you give will strengthen what you know and give you further insights
into your intuitive powers. Each time you coach will add a building block to your
Coaching foundation.

As a Coach you must become a sensitive receiver. Asyou do, you' [l remain in-tune with
the client by listening with both the mind and the heart. As a sensitive receiver, you'll be
listening to al that issaid and al that isnot said. Y ou begin to pick up on subtle changes
in tone of voice and energy behind the emotions that may be carrying the words.

Listening is the cornerstone of your work. Every other Coaching skill is based on the
level of listening that you do. Even the most dynamic Coach knows how to listen,
because in so doing, he/she can ask the right questions and request the right work for the
client to do.
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TheBig Picture

Each of uslongsto be heard. Oftentimes, the one thing that people are starved for isa
listening ear. Knowing that someone has fully heard your words and understood is very
powerful and sometimes, overwhelming. A Master Coach hears all and discerns what is
useful and what is not. A Master Coach knows when to respond and when to be silent and
let the client continue to speak. It all comes with practice. Y our practice is important.

Most of us are in constant dialogue in our heads. Voices just keep rolling and rolling, al
wanting to be hard. A Master Coach learns to become ‘blank’ so that the noise within the
head is silenced, giving total attention to the client. How do you practice this?

Asyour client is speaking, notice your own thought processes. Notice where your mind
wants to wander off to as you are listening. When your mind wanders, imagine putting al
of those thoughts in a big black box and locking it up tight! Keep adding to the boxes if
you must. Eventually, the mind will take heed and become silenced. It just takes practice.

The big pictureis putting your client in the foremost of your mind and at the forefront of
your total attention. That iswhat the client is paying you for. Listening from a‘empty
place’ ishow you will be able to hear your own intuition and respond to your client from
aplace of strength. Thisiswhen Coaching really becomes thrilling.

To Ready for Your Session

Before you begin any coaching session it is essential that you clear your mind and
become focused on what you are about to do. Take afew minutes before you begin the
session to center yourself and focus on emptying yourself of your own thoughts and
concerns so that all of your energy and thought process can be present and available to
your client. Many coaches choose to perform atype of ritual like a breathing exercise or
meditation before beginning a session. Others utilize prayer to center themselves.

As you embark on your new coaching career it would be helpful if you formulate your
own ritual that you will carry out before each session. Again, as you practice this, it will
become second nature to you and you will easily and quickly be able to become ‘ empty’
of your own life, needs and concerns and ready to receive your client and do the work
with him or her that needs to be done.

Explore different breathing exercises and short meditation techniques until you find
something in particular that works well for you. Y ou may feel somewhat inhibited at first
if you have never experienced techniques of this kind, however, any feelings of sdlf-
consciousness will shortly pass as you settle into a method that works well for you.
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ActiveListening

It isimportant that ‘active listening’ always come into play with your client. Asyou find
your center and become ‘empty’ of self, your listening powers will become clearer and
your intuitive powers will be enhanced and far more effective. As you listen and choose
the direction you're going ...

» What doesthis client need to take along on this journey in order to succeed?

» Ask yourself what baggage must this client drop to continue this journey
successfully.

= Anticipate any hurdles or obstacles that may come up along the journey to
success.

= Watch for any shortcuts that can be employed to shorten the route to success.

= Watch to see how the per spective changes along the route to success.

If you focus on the above points during each session you will find a natural flow that will
bring about positive solutions with greater ease.

Recognize Those ‘ Coachable M oments’

When listening very closely the client will spell out very clearly where he or she wants to
go. You may haveto listen to what lies below the surface, but you will hear it.

The most helpful information usually flows out in the first few minutes of the session.
Sometimes some brainstorming may be required to help the client clearly articulate what
she or hetruly is saying, but the information is there!

Asyou listen, your intuition will tell you what questions to ask. With practice, you will
learn to clearly recognize those * Coachable moments' that come up in a session.

If you find yourself talking more than listening during a session, you may not have
listened deeply. In this case, remind yourself to connect — not perform. If your attention is
on what you are going to say next or how to solve the client’s problem, you client won't
get the feeling that you are truly in the moment.

Ascertain the Facts

Clients give us volumes of information about the human condition in every session. They
tell uswho they are, who they want to be, and clearly point out the way that they would
like to proceed. Your job isto discern just where the highway to successis, and how best
to get to your destination.

When listening, try to ascertain the facts rather than the client’s interpretation of the facts.

Clearly ask questions that will cause the client to search more deeply. Asyou do, listen to
your client’s shift in perspective.
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It isvery important to be aware of your tone of voice throughout the dialogue. Always
keep your tone neutral and non-judgmental. Avoid parental or dramatic tones at all cost.
As you continue work with your client, he or she will become more solution oriented all
on hisor her own.

Ask Questions That Have | mpact

When you ask a question, listen to how it has landed with the client. Aim to ask direct
guestions that have impact. When you hit the mark you will know because you will
notice a direct response and even perhaps, a change of tone in the voice. Should this
happen, acknowledge their shift and seize this moment to go deeper into the topic.

If you require amoment of silence during the conversation to formulate a question you
will find it valuable to do so. Simply say to the client, “ Give me amoment, while | am
formulating a question.”

Should you hear aweak response to your question, your client istelling you to try a
different approach. In this case reword the question and come at the subject from another
angle. The question — response pattern is the heart of the Coaching session.

There are different types of questions and it isimportant that you practice them:

Probing: use this type to gather information.

Leading: usethistyperarely —thisisaclosed question and requires a specific answer.
Strategic: best suited for later stages when working on action plans.

Challenging: effective when the client is not stepping up to the plate.

Inquiry: use these types of questionsto ‘wake up’ the client or use in future sessions.

gkrowbdpE

If you are concerned which type of question to use, just remember to start with “who,
what, when, where or how.” So let me say, rather than 'buying into' the client's story,
listen for the facts versus the client's interpretation. Listen for your client's shift in
perspective as you do this.

Getting the Answers

Sometimes clients will not answer your question directly. If the client should try and
wiggle out of an answer simply tell him or her that you would like an answer to your
initial question. It isadisservice to the client to let him or her wiggle out of answering
any questions.

If the client is not coachable — either temporarily or completely you will be able to better
recognize this as you advance in your work. Sometimes a client is simply not in the mood
for the session that day. This happens. Y ou don’t want to be put in the situation of having
to drag information out of the client. Y ou are not their therapist.
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If the client does not return into active session when you ask him or her to ‘engage’ try
the following:

Ask what he or sheisfegling

Change to alighter agenda (always have alternatives ready)
Suggest a short break for centering

Reschedule to another time

Consider if the client is better off with another Coach or process
Terminate the relationship if it doesn’t shift by the next session

oukrwbdprE

An important part of getting the answers that you need is using your voice in the
appropriate manner. When asking your client questions, be especially aware of your
vocal tone.

= Voca Energy: Check the energy of your voice. If you sound anxious, nervous, in
ahurry or too distant, that will al transfer to your client. Y ou should remain up-
beat and enthusiastic with your client at all times.

= Voca Tone: Useanatural friendly tone. Be sure that you NEVER sound parental
or condescending in any way. Bein a‘light’ manner.

» Voca Pace: Generaly the more effective pace and rhythm is to match that of your
clients. If however, the client is wound up too high, or dragging too low, your job
will beto reign in the client to where you want the paceto be. Try to achieve a
natural pace.

= Vocd Inflection: Keep your voice in a‘medium’ modulation so that you are
easily understood. Your aim isto not fall into a monotone sounding range.
Sounding ‘flat” will make it seem like you are disinterested in the session.

Your VoiceisYour | nstrument

Itiscritical that your client hear you clearly. Always speak clearly. One good way to
listen to the way that you speak isto listen to yourself on tape. It can be abit scary at
first, however, once you get over theinitial shock of how your voice sounds to others
(much differently than it sounds in your heard), you will be able to master your vocal
styling. If you find that you are not communicating well with your clients vocally — voice
lessons can be very helpful. Your voiceis your instrument, treat it like onel

Timingis everything!
Every time you coach you'll learn about which Coach-able moments to go after and when

to tackle them. Timing can make a big difference in the flow of the session. If you launch
in too soon, the client might not be ready for the shift.
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Encourage your client to talk unless they are naturally very talkative. We're not
suggesting you hold yourself back completely, but learn how to reign yourself in afew
beats so that you can be sure you have allowed the client time to be ready for the Coach-
able moment.

Centering practice

Welivein aculture that teaches us how to do things. We learn very little about how to
be. Few of us have discovered areflective or spiritual practice that brings out our very
best on adaily basis.

If you are in the mgjority that have never properly investigated this area, you can
profoundly benefit from developing your own centering process, practice, or ritual to
help get you into your most powerful and present state, routinely.

For most people, feeding this best part of us involves some regular reflective practice or
centering routine. The reflective practice that works well for one person may not work
for another. All reflective practices involve ajourney inward and the cultivation of more
presence. Presence leads to peace and the ability to have more choicein your life.

S0 here, in no apparent order, are afew of the most common reflective practices.

*» Meditation

» Prayer and contemplation

= Walks, runs, hikes, swims, or other solitary exercise
= Yoga

= Visudization of acompelling, hopeful future

»  Journaling

» Listening to reflective music or relaxation tapes

It's not important which reflective practice you choose. What isimportant isthat you find
something you enjoy and can do everyday that gives you the results you want. And what
you want is something that leaves you feeling more centered, relaxed, loving, open, and
refreshed.

Asto the amount of time to devote to this, 25 minutes aday is great, ten minutesis good,
and five minutes is better than nothing. If you are approaching this for the first time, don't
expect some earth-shattering outcome. The benefits are subtle but accumulate quickly
under steady reinforcement.
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Developing your own personal affirmation

For those dozens of times aweek when an unexpected event stirs up aflurry of disturbing
thoughts, it helps to have an affirming phrase to remind you of who you are - at your best
- and bring your attention back to where you want it. If you can change your thoughts,
you can change your feglings. And if you have positive thoughts and feelings, you will
find it easier to move forward in building your practice.

Finding the right personal affirmation is something that deserves alittle coaching and
introspection. Generally you want to think back to times when you felt very much
empowered, and discern the qualities that were present in you at that time.

For example, if you remember atime where you gave a great sample session - and
confidently asked for and received the business — ask yourself what qualities did |
display? Courage? Confidence? Intuition? Trust that it would all work out asit was
meant to? If these are some of the qualities that were present when you felt most
powerful or are unusually successful, then your affirmation might be. “ 1 am a
courageous, intuitive, man/woman that trusts things are unfolding as they should.”

If you have a good personal affirmation, that reminds you of who you are at your very
best, and you let it sink in deep enough to actually fed the affects, it can act as a powerful
internal compass to guide you through the rough moments.

Managing the inner struggle

Thefina force we need to explore here are the doubts and fears that slow us down, keep
us small, close our hearts, criticize us, exaggerate the challenges ahead, and minimize our
ability to move forward.

In coaching this is often called the “Inner Critic” from popular psychology, or the
"Gremlin” as named in Richard Carson’s book, Taming Y our Gremlin. Richard isa
pioneer in thiswork that has been widely adapted in professional coaching. His book is
an important addition to any coach s library.

Anyone who wants to become the person they are meant to be - and in your case have the
coaching practice you deserve - will need to know how to manage the various normal and
natural factors that work in opposition to any progress. If you find that you need help to
manage your ‘inner struggle,’” don’'t put off seeking help! Find someone to talk to, read
books on managing your thought processes — in short — do everything that you can to
empower yourself to move forward, just as you would for your client.
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The bottom line on being

As acoach we need to be at peace with our past, so we can focus all our energy on
what we are doing today — working with our clients, working on our marketing,
living and loving — so we can create the future we most want.

We must also connect to our inner fire, the passions and values that call usto
coaching, and give us the courage and commitment to move past our doubts and
fears.

And finally we must find the way or practice that allows us to get past our ego - the
fertile home ground of athousand distractions - and thus have the greatest impact on
theworld. In your coaching practice, your success will be heavily influenced by
how you show up in the world.

Be authentic, operate with full integrity, and seek to add value at al times.

*View thefollowing Supplementary Forms:
» F103 - What to Do About Fear
» PDF-Topb5 List Collection.pdf
» PDF - Advanced Coaching Skills.pdf
» PDF - Coaching Program Intake Questionaire.pdf
» PDF - Essentia Communication Skills.pdf
= Q102 - Asking Good Questions
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PRINCIPLES OF COACHING

Introduction: Today we'll be talking about the Principles of Coaching and learning what
the 7-principles are. We' re going to discuss maintaining a commitment to our client and
how we perform our coaching from a place of non-judgement. We're going to discuss
building the coaching relationship on trust and honesty; we'll talk about the various
postures the client may take as well as how the client is responsible for their own
solutions ... and awhole lot more.

Operating principles
Let’ s begin out lecture today by examining the genera principles of coaching:

Maintain a commitment to support the client.

Build the coaching r elationship on truth, openness and trust.

The client isresponsible for the results they are generating.

The client is capable of much better results than they are currently generating.
Focus on what the client thinks and experiences.

Clients can generate their own perfect solutions.

The coaching conversation is based on equality.

These principles are what the Life Coach operates by. Y ou are reminded to operate from
the assumption that the client is always held responsible and accountable for their own
circumstances and actions.

Some of the key principles occur asrules of behaviour that a coach must remember.
Others appear as per spectives of what the coach is there to do, or not do. So, when you
are consistently able to adopt these principles, your ability to coach effectively will
certainly get better with practice.

Maintain a commitment to support the individual:

Y ou are going to want to coach the individual that you are working with in order to
remain committed to the coaching relationship. Y ou' Il have to maintain a supportive
attitude towards your client or consider withdrawing from the coaching assignment.

At the beginning of the coaching relationship this appears fairly easy, doesn’t it? The
coach is probably thinking more about how to make the assignment successful than
anything else. But as time goes on, the coach may experience different factors that could
make it harder to maintain their support. It may or may not be something the coach is
even aware of. For example, simple fatigue with the coaching conversations and even
with the client themselves may creep in. Y ou need to be aware of this possibility.

Where the coaching process feels laboured and difficult - perhaps showing little sign of
progress, you might begin to withdraw your commitment to the client without even
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knowing it. So, it’simportant that as a coach, you are self-coaching. Regularly evaluate
your coaching relationships and identify any negative thoughts or beliefs about the client
relationships and put them into perspective. Recognize what is real and what is self-
generated from your own ego.

When getting ready to coach, take afew moments to prepare and clear yourself to ensure
that you become ‘empty’, before the client arrives or before you make that phone call.
Read through your notes from previous sessions, reflect on what the client’ s goals are.
Remind yourself how you are contributing to meeting those goals. Thiswill get you into
the mental mode of supporting theindividua regardless of how challenging it might be.

In the Student Area we aso have an MP3 called the “Coach Meditation” that will help
you get ready for your client-based coaching sessions. Please download it, listen to it, and
if you are comfortable with it, begin to use it even during your practice sessions.

Coaching from non-judgement:

On atougher note, the coach may decide that they don’t actually like the person they are
coaching very much. Remember, as human beings, we have a natural tendency to judge
others. We compare how someone el se looks, thinks or acts, with ourselves. We might
approve or disapprove of another person because of their hair, clothes, general
appearance, their choice of words, their tone of voice, etc.

As a coach, we will not debate whether any of the client’ s behaviours or choices are right
or wrong. The coach must always detach your own personal thoughts, belief systems and
modes of moving through life from that of the client. After al, coaching is not about the
coach —it's all about the client.

A coach who can’t detach from making judgementsis less likely to successfully
understand the client. Any coach who begins to have internal thoughts and dial ogue about
what the client is saying, e.g. ‘Ooh, you must be difficult to live with.” will block the
ability to listen fully. It would be like trying to watch television with the radio on.

If the coach doesn’t see the client objectively and with an open mind, they will be less
likely to begin to understand the client. The client is aso likely to sense the coach’s
disapproval, possibly from facial expression, tonality, gestures or phrases the coach is
using. When the client recogni zes disapproval, they become more guarded in their
responses.

Once the coach starts to see the client as ‘flawed’ in some way, they begin to adopt the
role of fixer. Again, the client is likely to sense this and perhaps feel defensive or
uncomfortable.

The coach’srole is not to judge the way the client treats other people or how the client

choosesto live their life. A coach’sroleis simply to make clear links between the
behaviours a client is generating, and the results they are getting.
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So, for example let’ s say the client wants a promotion at work, and knows the reason this
isn’t happening is linked to the lack of support being received from his peer group. Soin

this example, let’ s say that the client discusses severa confrontations that have happened
at work between colleagues, and describes crud things he has said.

It may be easy for the coach to make alink between the client’s goals and his current
behaviour, but if the coach spends energy on convincing the client that his behaviour
toward othersiswrong, the client will probably reject the suggestion.

Far more straightforward and insightful for the client, isto highlight the fact that his
behaviour ssimply doesn’t serve the aspiration for a promotion and that his behaviour has
adirect impact on the outcome of his goals.

What does non-judgement feel like to the coach?

Quite simply, to be in non-judgement feels like nothing, because there’ s nothing going
on. The coach is not having internal dialogue along the lines of ‘that’s awful, cruel,
dumb, etc.’

The coach is not frowning with disapproval, shaking their head or making little ‘tutting’
noises. Instead, the coach isreally listening and staying with the flow of the coaching
conversation. At all costs, the desire to judge should be replaced by a pervading sense of
curiosity toward what is being said and what the client is experiencing. The coach’s
overriding purpose is to seek to understand what is really happening and what is relevant
or important about that, in relation to the goals and objectives.

How do we let go of judgment?

Unless you have spent years gaining the enlightenment of a Buddhist Master, you'll
probably have alifelong journey with this one. Y ou will likely judge others from time to
time, but the trick isto notice that you' re doing it and release it whenever you catch
yourself doing so.

Now, we do have adownload for you ... ashort meditation that will assist you in getting
into the right frame of mind for working with your clients. Please make sure you grab it.
You'll find it under the “link tab” on the left call “MEDITATIONS.” The download is
called the “ Coach Meditation.”

Build the coaching relationship on truth, openness and trust:
When you step into a coaching relationship, you must seek to honestly serve your client.
This is worth mentioning because your integrity in this issue can be corrupted if you

don’t approach your coaching relationships in this manner. So to reiterate, the coaching
relationship is ALWAY S based on truth, openness and trust.
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Rating openness and honesty:

Ask yourself these questions to help you understand the level of openness and honesty in
acoaching relationship. Thisis especially useful if you can use an existing coaching
relationship as your example.

Q: Did you ever say anything to the client that wasn’t true?

Q: Did you ever avoid talking about any subject or situation with the client?

Q: Did you ever fed that the client avoided talking about certain things with you?

Q: Have you ever said anything about the client that you wouldn’t want them to hear?
Q: How freely expressive are you able to be when you are coaching the client?

Q: How comfortable are you in the client’s company?

Theclient isresponsiblefor the resultsthey are generating:

We ALWAY S coach from the principle that an individua is ultimately responsible for
their life and the results that they are getting. That includes their job, their relationship,
where they areliving, etc. If we acknowledge we are responsible for something, it
follows that we have the power and influence over it.

As a coaching principle this sense of personal responsibility isamain key if we are to
empower individuals to act powerfully and positively in their personal situations. Itis
useful to break the word itself into two halves, asit literally becomes ‘response’ and
‘ability’, or ... the ability to respond.

The basic framework that coaching is built upon isthe belief that every individua has the
innate ability to conceptualize and bring to light the right answers for any given situation
intheir lives. It is the coach’ s position to assist the client in locating the internal
information that will bring about powerful change to ultimately modify the client’slifein
the areas that change is directed.

Victim Postur es;

The opposite of this responsible, powerful posture ... is‘victim’ posture. Individuas who
adopt the victim posture act as though life were something that happens to them, and they
can do little or nothing to influence it. In their language and behaviours it might show up
as statements like *Well, what can | do about it? or ‘ This seems to keep happening to
me.’ or ‘It’'s pointless, there’ s not much | can do about it.’

From the coaching perspective, a victim posture will impair the client’s ability to imagine
that they have real influence over how their lives are going, and the results they are
experiencing. Clients acting like victims will perceive far fewer possibilities for
themselvesin difficult situations. They may see no way out of situations and no point in
attempting to find one. When the client enters the coaching relationship with the mind-set
of adopting the perspective of responsibility for their situations, they will immediately
feel like they have some power and influence over them.
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Responsibility is not blame:

It isimportant to be clear that responsibility is not the same as blame. Blame implies that
someone has done something wrong and should possibly suffer as aresult. Blameis also
associated with shame, guilt and suffering. Responsibility is about acknowledging our
own influence in situations and as a coach you must create a clear distinction between the
two.

If the client takes the blame instead of the responsibility, it will do little to create a sense
of personal power. They tend towards feeling ‘bad’, ‘worthless” or ‘ burdened.’

Asacoach, it is sometimes appropriate to ask your client to adopt a more powerful
posture by, ‘trying on’ this principle or responsibility with you, and ‘acting asif the
principle were already true for them.” Then examine the situation from this perspective to
discover new insights and learning.

Theclient is capable of much better resultsthan they are currently generating:

As a coach you must believe that the individual you are working with is capable of being
more, doing more and having more, especialy in relation to their stated goals. That might
be anything from increased fitness, to alasting relationship, to getting a better job. If as
the coach you secretly believe that the client is unlikely to succeed in their objectives or
that that they are simply not capable, then that ssimple belief is likely to undermine the
coaching process.

If you have a negative expectation of the outcome of the coaching, thisis probably going
to get in the way during the coaching conversations.

It is suggested that where you' re sure that something isn’t possible for the client that you
deal with it honestly. If you allow yourself to continue the coaching relationship where
you haven't told the truth about how you fedl, then the integrity of the relationship is
corrupted. For the client, having a coach who secretly feels that they are going to fail is
not the kind of support that they need or that is helpful.

Areyou a support or saboteur?

Think about an existing relationship where you coach or support the goals of someone
else. The following questions will help you consider your levels of commitment to this
person.

Q: How do you feel about the goals this person has described?

Q: How achievable do you believe this person’s goals are?

Q: Do you believe this person will really benefit from the results they want to produce?
Q: How do you fedl about the person you are coaching?
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Focus on what the client thinks and experiences

The focus of the coaching conversations should aways be on the client. Does that sound
obvious? It is possible for coaching conversations to be all about what the coach thinks,
knows and does, as though the coach were an example to be followed.

Remember that the collaborative or co-creative coach is not there to tell the clients what
they should do, or have them make choices based on the coach’s life or experiences. In
collaborative coaching you are working with someone to assist them to get where they
want to go.

The principal focus hasto remain on the client’ s thoughts and objectives, as those are the
reason the conversation is taking place. If you hear yourself taking over the conversation,
introducing your own beliefs and views or giving advice, immediately to shift your
emphasis back to the client and focus on him or her.

Thereis atime for sharing your own experience as a coach but this should be done only
when appropriate, in small doses and only to encourage a greater sense of sharing and
trust between you and your client.

Clients can generate perfect solutions

Y ou win when your client wins. Y our pleasure comes from being part of someone else's
process. In practical terms, solutions or ideas voiced by the person being coached are
often more reasonable and pragmatic for them, and more likely to be formed into action.
Why is this? Anyone? (wait for aresponse — take one answer). Well, they will feel
greater ownership of theideaand link that to a sense of responsibility for its success.

Y ou want to resist the temptation to always have the answers. A good coach operates
from the perspective that the best solutions come from the client, not from the coach.

It is recommended that under most circumstances the coach refrain from giving advice
and telling the client what they should do. Infrequently, if you feel that you must break
thisrule; ask permission before you offer a suggestion, e.g. ‘May | offer athought? or
“May | offer asuggestion to think about?’

Once you have offered your suggestion — LET IT GO! Don’t become attached to it in any
way. The client may go with your ideaimmediately, or take time to consider or accept the
suggestion. No matter what the client decides to do you need to remain totally detached
from the outcome.

Next you'll find an exercise caled “Help Someone Find the Answer.” For the sake of
time, we won't go through it on the call, but please read it, and do the exercise later with
afriend, family member or study partner. Let’s move down to “The Conversation is
Based on Equality.”
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GRS Help someone find the answer :

The conversation is based on equality:

As a coach, you are working together with someone to provide them support in achieving
what they want for themselves. Y our relationship will feel more like a partnership of
equals than anything parental or advisory.

The client you are coaching should always feel that they are receiving constant support,
while remaining your equal to you.

Where the coach adopts the unfortunate posture of superiority, e.g. ‘ Trust me, | know
about this' or *Hey, | really think you should listen to me on this one’, not only can the
coach alienate the client, but also run the risk of giving poor or irrelevant advice.

This unbalanced approach can also under mine the client’s confidence as they begin to
feel subordinate in the relationship. They may dislike the inference that the coach is
somehow superior in matters relating to their own situation.

By acting from a sense of equality and collabor ation we promote an environment where
the truth can be told, mistakes made and insights discovered.

Areweequal?

The following questions can help you in discovering the levels of equality between you
and your client.

Q: How much do you respect or admir e this client?

Q: If you were not managing or coaching this person how comfortable would you feel
asking them for advice?

Q: And think about this ... If your client really wanted to do something, and you told

them you didn’t agree, what would they do?

1. Go ahead anyway?
2. Ask you more about your views before making a decision?
3. Go with your decision, assuming that you know better?
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SUMMARY

Coaches operate from principles of success in much the same way as sportspeople or
businesspeople do. Here is arepeat of the key principles.

Maintain a commitment to support the client.

Build the coaching relationship on truth, openness and trust.

The client isresponsible for the results they are generating.

The client is capable of much better results than they are currently generating.
Focus on what the client thinks and experiences.

Clients can generate their own perfect solutions.

The coaching conversation is based on equality.

So this brings the lecture to a close for today, now I'll run through the supplementary
forms and reading that goes with this topic today:

*View thefollowing Supplementary Forms:

V101 — Vocabulary of Coaching

PDF — Pledge of Ethics

PDF —How Do | Coach.pdf

PDF — Essential Communication Skills.pdf

C-101 — Releasing The Client

CM101 — Success Coaching Model

Meditation download — “ Coach Meditation” A short 10 minute meditation we

created to assist you in getting into the mindset of getting ready to work with your
client. You'll find that download in the Student Area under the “meditations’ tab

on the left navigation of the page.
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COACHING PROCESS AND STRUCTURE - Part ONE

Introduction: During today’ s lecture, here are a few things that we are going to cover:

WEe Il discuss the progression or the are four stages of the coaching conversation
and how we begin working with a new client;

We'll talk about establishing the context for coaching;

We're going to discussif the client is engaged in the coaching conversations and
why thisisimportant;

And we're going to exploreif the client really wants change.

So, by introducing a certain amount of structure that you are happy with - to each session,
you can aim to maintain certain standards like the following:

The client understands key information relating to the coaching: the client should
know as much information as they need to feel comfortable and enthusiastic about
the coaching relationship they're entering into.

The coach demonstrates a commitment to the client’s success or learning: the
client needs to know that the coach isworking hard for them, focusing on their
progress and taking their devel opment very seriously.

The coach devel ops an approach tailored to the client: the client should to feel that
the coach is approaching them as an individual. This may include requesting
feedback and reviewing progress on goals.

The coach is aprofessional and can be relied upon: a coach usually encourages
high standards of integrity from the client such keeping promises or commitments.
As coach must lead by example. These are things you must demonstr ate.

What's important is that you are comfortable with your structure and that your client is
comfortable.

Checklist —how much structuredo | need?

How much structure you useistotally up to you and your way of working. Questions you
might consider before deciding how much structure to undertake might include the
following:

agrwbdpE

What do | already know about the obj ectives for this coaching assignment?
How many coaching sessions will there be with this person?

Where will the coaching take place?

What isthe total duration of the coaching assignment, e.g. three months?
How long should/can each session last?
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6. What experience of coaching or training might this person have had previously?
Four stages of a coaching assignment

So, we can identify four key activities or stages that support any series of coaching
sessions.

1. Establish the context for 2. Create understanding and
coaching direction
PERSONAL
COACHING
4. Completion 3. Review/confirm learning

Some of these stages will often happen naturally and others will require you to make
them happen. Most coaching assignments are more effective though, when you work with
these fours stages as a foundation or framework.

While a series of coaching sessions will never develop according to a prepared formula,
working within aflexible framework certainly serves the coach well. In other words,
flexibility is key. The more you are able to remain fluid and flexible, the stronger your
coaching sessions will be.

A set of four developing activities

Once begun, the four activities are like plates that are kept spinning in the air. Much of
this happens natura ly with very little effort. The movement from one of the activitiesto
the other usually flows easily. Let’s1ook at each of these individually:

1. Establishing the context for coaching:

First build a supporting context within which to coach. This might be anything from
physical aspects such as the room and the lighting, to non-physical aspects such asthe
client’s awareness of what is happening and their enthusiasm. Thisis al about forming
expectations, ground rules and awareness.

S0, here are some things that you will want to ensure: (1 believe that these are written for

you)

» Ensurethat the physical environment supports coaching.
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» Ensurethat theroomis quiet.
= Ensure that the mechanics of coaching are mutually agreed upon.
0 Schedule dates of coaching sessions.
o Start and end times of coaching sessions.
o Will you need aphysical location for sessions or will it be by telephone.
0 Who else might be involved in the coaching, e.g. their manager, another
coach or other.

An often overlooked aspect would be ... isthe client aware of what they can expect? Talk
to your client about the following ... (these are written for the students).

Does the client know what coaching is?

Does the client know what to expect from coaching?

Has the client been given awritten overview of the coaching process?
Has the client signed a coaching agreement?

Does the client clearly understand the cost of the session package?
Isthere additional information you can provide for the client?

Taking notes

If you expect the client to take their own notes (some coaches do), then they need to
know that they will be responsible for that. And what about your notes?

Coaching notes should be kept under lock and key, they are considered confidential. If
you are using a computer for notes as most of us do, set up a password protected desktop
so other family members can’t access your notes.

Think about trying a program call “The Journal.” Thisisalow cost program at $49.95
and allows you to set up any number of journals on your computer that include, notes,
calendars, and lots more. How about starting one for your personal use and one for
following your client’s progress? Y ou can find out more by visiting www.davidrm.com.

Y ou may aso want to check out “Coaches Console.” www.coachesconsole.com. This
program is a monthly billing, but provides a place for notes; email services and your
clients can even book appointments on your calendar. It’'s a pretty neat program.

And what about doing your session on ateleconference service just like this one? Y our
client can have accessto the call afterwards for later listening by MP3. There are lots of
free teleconference services out here. Do an Internet search for “Free Teleconference
Services.” Thisisagreat offering so that your clients can listen to your sessions again. Be
creative in what you offer. It adds value to your services.
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Engage the client in coaching

Engagement means that the client isinterested, involved, and is actively a part of what's
going on. The difference between coaching someone who' s engaged in the coaching
process versus someone Who' s not engaged or ‘bought-in’ can mean the difference
between fabulous results and no results. So engagement means:. (these are written for the
students)

» The coach’slevel of enthusiasm for the conversation, energy, ideas and
guestioning, al suggest active engagement.

= How activethe client is between sessions in completing actions, reading
background material to coincide with the coaching?

» Level of opennessin discussion, positive comments or questions, willingness to
consider fresh approaches and ideas.

Doestheclient really want change?

Some people say that they want coaching, they involve themselves in a coaching
relationship, attend sessions, join in conversations, but they don’t actually want anything
to change. It’s not uncommon for clients to have problems that they don’t want to solve.
Why is this? Does anyone have any idea? (Wait for response.) Well, it is simply because
by solving them, they think that they could end up with what seems to be a bigger
problem. In other words, fear of change takes place that sets everything else out of
balance. Clients need to know that they will have to embrace change to be coached.
Again, fear of change can be outlined in your welcome package.

Doesthe client really want to change? Consider the following.
And these are written for you:

» During sessions, to what extent does the client demonstrate enthusiasm for
acquiring new thoughts, seeking other ways of doing things?

= During sessions does the client prefer to discuss problems rather than solutions?

»  Between sessions how ‘in action’ isthe client? Do they compl ete agreements, use
new behaviours, continue to learn, read, do their own research?

There are lots of reasons for the client not to appear engaged in the coaching. Not really
wanting to changeisjust one.
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STARTING YOUR FIRST SESSION

Now let’s quickly examine the four e ements of “ Establishing the Context for the
Coaching.” (Y ou can find more about this in your “Enrolment Strategy” document):

Step 1: Relax the conversation, gain rapport - Introduce yourself once again if
necessary. Lighten the situation a little by discussing something familiar and if you are
really stuck, use the good old stand-by ... talk about the weather!

Step 2: Check that the client is oriented to the conver sation — Tell the client what is
going to happen: *So I’m hoping to spend the next hour getting to know a little bit more
about you and what you' d like to get out of coaching. Isthat OK?’

Step 3: Gently get to know the client — Take notes on some personal details. Thisisan
obvious place to create some more easy conver sation. Take genuine interest in what
they're telling you.

Step 4: Gently explore what they think they’d liketo get from coaching — If some of
these goals are already known to you then acknowledge them. Once you have found
something that they are comfortable discussing, that’s it, you' re off!

Now let’s move into Part 2: Create Understanding and Direction.
2. Create under standing and direction:

The second stage of a coaching assignment puts its emphasis on what the client wants to
achieve from coaching while identifying where they are right now. It al beginswith ...

Getting to know what the client wants

From the first session there needs to be agreement on what areas of their life the client
wants to change or improve - what specific goals they might have. Why? Without a
focus coaching conversations can develop into cosy chats with no real purpose or sense
of direction. The point is, with no underlying goa or sense of direction, thisisjust a cozy
chat. Not that there is anything wrong with cosy chats, it is just that they are not
considered coaching!

Maintaining direction within each session

The need to establish purpose and direction is an important part of each coaching session.
Now what I’ m about to say is going to free you from any fear you might have about a
coaching conversation ending at a dead-end.

REMEMBER: you don’t have to worry about making mistakes. If at some point in the

coaching session you feel that the conversation has lead you down to a*“dead-end” or that
the conversation isn’t working, it probably isn’'t working for the client either. Simply ask:

Rhema International © 1992-2010 112



“1 am feeling that our conversation haslead us to a place that isn’t very helpful, do you
feel that way?’ If you client agrees that the conversation isn’t going anywhere, ask
permission to backtrack to where you left the main conversation and simply pick it up
again. If the client feels that the conversation is relevant — stay with it.

Developing goals

It's very difficult to work on achieving something when you don’t know what exactly it
looks like. Both coach and client must be on the same page. If for example the client
wants to get a better job or career, both you and the client need to understand what
exactly the client means by definition of “abetter job.”

»  What specifically does ‘better job’ mean? Defineit. Shapeit, so that both of you
know what you are talking about. Define salary, benefits, responsibilities,
working conditions, job content, working location, job title, training needed.

»  What circumstances currently relate to that goal? Are there money problems,
frustrations with current employer, contractual obligations?

»  What arethe client’ s reasons (motivators) for wanting that goal; financial
security/freedom, lifestyle, personal profile, respect?

=  What might stop or form abarrier to the client achieving this goal? A fear of
change/risk, academic qualifications, work experience, peer pressure?

Often just discussing what the client actually wants and defining it with extreme clarity
it’s not uncommon for clients to have a complete change of heart about what they want.
Goals within each coaching session are essential to success. If you don’'t know what you
areworking toward ... you can’'t formulate a plan to attain it.

Coaching questions— be positive

Just like working within the guidelines of the Law of Attraction — goals and objectives
should be stated in positive terms: so, stated in terms of what the client wants — not what
he or she doesn’t want. Here are some examples for you:

= ‘What do you want?

= ‘What would you rather have or have be true about the situation?

= ‘What do you want instead?

= ‘Whatisit you actually do want?

In order to be really clear about the goal you can then begin to add more and more detail.
Fill in as much detail as you possibly can. Frame it entirely — get a crystal clear picture of
that goal.
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Usethe sensesto pull it closer

Using the other senses of sight, sound, etc. (or future pacing), helps the individual to
create images or ways of representing the goal enabling them to understand the goal more
easily. Again, thisworks much like the law of attraction. Here are some exampl es of
guestions that pull the desire closer —for an individual wanting a new job:

‘“How will you know when you have your dream job?

‘Imagine you have your dream job. What do you feel like?

‘How are things different now that you have your dream job?

‘“How does this affect the way you |ook?

‘What are people saying about you now that you have this dream job?
*So, imagine you have this dream job. Now tell me what that’s like.’

Coaching questions — check influence

Checking influence means to ensure that the client has direct influence to attain their
goal, or issomeone elsein thedriver's seat? You can ask ...

= ‘How much influence do you have over this?
= ‘Areyou aoneresponsible for making your goa happen?
= ‘What can you do to achieveit?

= ‘Isit within your power to influence this?

=  ‘Who else wants thisfor you?

You'll find more on thisin your Success Conversion Client Enrollment Strategy
document.

Coaching questions— check balance

We want to make sure that it is*OK’ for the client to have this goal, in relation to the rest
of their life.

‘What would the consequences of getting this goal be?

‘Are there any negative consequences of having this?

‘How would having this affect your home life?

‘How does this affect other things which are important to you?

Coaching questions —increase motivation

We always want to find ways of moving the client into the future, to a place where they
have aready achieved their goal in order to increase their motivation. You can ask the
following to increase motivation: (here are six ideas that are written for you)

» ‘What would the achievement of this do for you?
= ‘What higher purpose does this fulfil?
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» ‘What else will you get if you have this?
» ‘What is stopping you from having this?
= ‘What might stop you from having this?
= ‘If you could have this right now, would you take it?

Thefina question is aclever one. It works with people’s gut instinct. Ask someone who
says they want to quit smoking that question. ‘If | could make you a non-smoker right
now would you let me? if they hesitate they usually have some doubit.

Taking action —do it now!

This check identifies the next logica action in relation to the goal and gains commitment
to taking this action. We begin to move out of thinking and talking about it, into doing.
For example, ‘1 want to study for my degree’ becomes ‘1’ m going to call three colleges
and get their current syllabus.’” | think you get the idea— thisis the forward movement, or
homework between the coaching sessions.

Coaching questions—taking action
| believe these are written for you — but let’ s read them together:

= ‘What can you do to achieve this goal?
»  ‘What isthe next/first step for you now?
= ‘What isthe next logical thing you would do to achieve this?

*View thefollowing Supplementary Forms:
» PDF —Essential Communication Skills.pdf
PDF — Advanced Coaching Skills.pdf
P101 — Client Coachability Index
P102 — Client Fast Start Form
Q101 — Introductory Coaching Session Questions
Q102 — Asking Good Questions
Q103 — 50 Power Questions
CM 101 — Success Coaching Model Supplemental Handbook
Zipfile— Goal Setting Forms
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Coaching Process and Structure—Part Two

Introduction: Hi everyone and welcome. Today we' re going to discuss the importance
of confirming the client’s learning and we'll also ook at the review process so that we
know that the client is moving forward.

WEe're going to discuss the importance of linking results to the coaching and we'll even
look at what to do if there don’t seem to be any results. We're going to talk alittle bit
about Personal Development Plans for our clients as well.

By way of introduction, let me say - if you have aready been through the Process &
Structure Part ONE — you already know what the 4-stages of coaching are — but have no
fear — Process & Structure Part ONE and Part TWO are considered stand-al one.

The chart at the top of your crib-notes beginsto build a picture of the 4 various activities
and stages of a coaching assignment. These will simply move one through the other as
the coaching session’s progress one to another.

A\ 4

1. Establish the context for 2. Create understanding and
coaching direction

PERSONAL
COACHING

4. Completion < 3. Review/confirm learning

3. Review / confirm learning

When coaching, regular reviews are wanted to maintain good progress within an ongoing
coaching assignment. Y ou will be interested in both the effectiveness of the coaching
sessions and whether or not the client is making progress to achieving their goas. During
areview activity we might explore any or all of the following.

Are the coaching sessions working well, are they productive, wor thwhile?
What impact are the sessions having on the client?

Wheat progr ess has been made on the client’s goals?

Isthe coach’s style and approach working for the client?

Are there any issues that need to be resolved; is there anything that is not
working?

= How could the sessions be improved?
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If the questions we just looked at appear to be intended only for the client, that’s not
strictly true. Mostly it is the client who places a value upon the coaching because they are
the focal point of conversations and the person who should be benefiting from them. That
said — the coach will aso have views on all of the above.

Waysto review progress of a coaching assignment
So, let’slook at ways that the review process of the coaching assignment can be done:

Givethe client a questionnaire to complete between sessions. (email)

Use a questionnaire to conduct a structured review session with the client.
Schedule an unstructured discussion with the client (explore the progress)
Conduct regular, smaller reviews with the client.

Ask for informal feedback from the client on an ad hoc basis when appropriate.

Other options for review include atelephone call between sessionsto ‘ check in.” Email
may work easily as well for some individuas. We should say that the “Third Party” and
“Review by another Coach” are very uncommon — but some coaches like to use that
method.

Confirming learning

By reviewing the progress and results of coaching we are able to affirm learning with the
client. Once we know there are results, we are simply going to link what the client is
learning with the benefits they are experiencing from coaching. As we continue here,
you'll seewhy thisis so important. So, let’stalk about ...

Linking coaching to results

Here are some questions that you can ask your client to link coaching to your client’s
results:

Q: What benefits do you see from the coaching?

Q: What effects are the coaching conversations having on your work/home/rel ationships?
Q: If you hadn’'t had the coaching what would be differ ent now?

Q: If you continue with these new behaviour s and routines how is the future different?
Q: What have you received from the coaching conversations?

Q: How has coaching affected your quality of life?

So, aquestion here for you — can anyone tell me why it isimportant to link the results
that they client is getting to the coaching?

What if therearen’t any results?
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Where the client is experiencing no results, noticing thisisimportant. If you neglect to
identify that the coaching is having no effect, then you have no opportunity to improve
the situation. And remember, you are taking the lead here—it’s your job to notice the

results or the lack of results.

Sometimes coaching doesn’t produce the results that we had hoped for. By identifying
that the coaching seemsto be having no effect on the individual, the coach and client can
look at what is happening and why, and then decide on a course of action if that is

appropriate.

We have to remember - sometimes the client finds that things have gotten worse. Thisis
usually only temporary and soon things turn around if they are persistent. This can be a
natural part of the learning cycle.

If the conclusion is drawn that the client either doesn’t want to make changes or is not
committed to doing the work necessary to bring about change, the coach may have to
face the possibility of releasing the client from the coaching assignment.

Releasing aclient is never easy, but honestly, as a coach you must always be ready to
have a serious discussion with aclient who is not committed to making adequate
progress, or issimply not at apoint in their life where they are able or prepared for the
coaching assignment and forward movement.

4. Let’smoveinto: Completion

Thisislogicaly thefinal stage of coaching and its purposeisto bring the coaching
assignment to a natural conclusion.

No matter how amazing the benefits from the coaching have been each coaching
assignment comes to an end (Now, that is unless you have moved the client into a
‘quarterly session’ contract). We would also acknowledge that some clients decide to
return to a coaching relationship when they need a clearer focus or more support over a
period of time. Thisiswhy ongoing follow-up with your client’sis so important.

When the client has completed the coaching agreement check in every few months! Make
aphone call, ask how things are going, get caught up on what your client is up to. And
guess what? When the client requires help again —who will they call on? Y OU!

The purpose of completion

When compl eting the coaching assignment the coach aims to do the following:

» Leavetheclient feeling that the coaching has been worthwhile.
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= |dentify waysin which the client may continue to learn when the coaching
sessions end.

= Make surethat the client feels they have ways of accessing further support if they
want it.

It is so important to remember here —it’s not about you —it’s all about the client. In other
words, don’t expect more for the client than they expect for themselves. (Repeat the
phrase)

Begin with theend in mind

It may seem strange but preparing for completion begins right at the beginning of a
coaching relationship. As the coach you must operate from an assumption that the
coaching will have an end to it and that end should fulfil the criteriathat we just
discussed. Throughout your coaching assignments you should keep an eye out for ways
that would encourage your client to create long-term learning.

L eave the client feeling good about coaching

Where the coaching has gone especially well completion becomes easy. For the client,
the review process has identified benefits and the client knows that the coaching has
really worked for them. Remember, if there was an employer involved, the review
processes should have identified positive gains for the client and the organization.

Whenever the client and the employer are left feeling uncomfortable about some aspects
of the coaching you must work to resolve the discomfort. Whatever isincomplete about
the coaching assignment will normally be identified, discussed and made complete by a
good coach. Overall — everyone involved in the assignment should be happy about the
final results.

Per sonal development plans

A persona development plan identifies areas that the client wants to develop further once
the coaching assignment has ended. Here the goals tend to be over alonger period of
time, sometimes months or years rather than weeks. This might typically include gaining
new experience or qualifications, hitting targets of earnings, health and fitness. It may
also include commitments like using a daily planner or making a weekly phone call to
someone.

Personal development plans are particularly useful in business when the client wants to
focus specifically on career development. Also persona development plans are great for
individuals who want to begin some solid planning for their future. Building personal
development plans for your private clientsis also a very ulcerative add-on for your
business. I’ll talk about thisin afew moments.
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Keys elements of a personal development plan (PDP)
Thefollowing are overal elements that the Personal Strategic Plan develops:

1. Areaof development.
o0 Thisisthe general skill or competence the client wishes to develop;

2. Development of an objective (goal).
o0 Thisisspecificaly what the individua wantsto do;

3. Behavioursto devel op and demonstrate competency.
0 Thisiswhat theindividua will be doing more of when they start meeting
their objective;

4. Actionsto create progress.
0 Thisiswhat theindividua must do to really get into action on their
objective and to reach there godl;

5. Dateto complete or review objective.
0 Herewe record the completion dates for the tasks or review of theinitial
objective.

Remember — building the Personal Development Plan is all about the client —it’ s not
about you. Keep thisin mind: Don’t expect more for the client than they expect for
themselves. (Repesat phrase).

Other waysto encour age ongoing learning

If apersona development plan is not appropriate or the client doesn’t want to work on a
Personal Development Plan, there are a variety of other ways that a coach might suggest
aclient continue learning.

Book recommendations, titles and authors.

Audiotape the coaching sessions (with permission) and give your client the tapes.
Night school.

Home study courses.

Start a persona development group of like-minded people.

Attend live courses.

Listen to training tapes and CD’s.

Get acolleague or friend to help focus the client on their ongoing learning.

Ask for regular feedback from friends and colleagues.

The list can probably be much longer and a coach is limited only by their imagination. A
Personal Development Plan will be a great “add-on” service to your coaching products.
The CCA has aPersona Development Plan template available for purchase. Just print out
acopy for your client, a copy for you —and get working on a Personal Development Plan.
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Y ou can expect to sell the service of building a Personal Development Plan from $249.00
to $350.00 USD and up!

Make sure an individual feels supported

What' s redly great about the coaching relationship is the level of involvement and
support that a good coach can create for the person they are working for. When that is
gone an individual may sometimes experience a sudden withdrawal of support. To avoid
this from happening, the coach needs to:

» Preparethe client for the ending of the sessions (if they don’t plan on quarterly
sessions).

= |dentify other potential ways the client may get support if needed.

= Check back on the client soon after the coaching assignments have ended.

Checklist —arewe complete?

At the closing stages of the coaching assignment ask yourself the following questions to
make sure the sessions are compl ete.

Q: Have you had a conversation with the client to find out what they thought of the
coaching?

Q: Isthe client comfortable with the fact that the coaching is coming to and end?

Q: Does the client have goals to continue with learning objectives, e.g. how they might
improve even more at something?

Q: Isthe client clear about how their learning can be supported from now on, e.g. asking
for regular feedback from colleagues, finding a mentor, etc.?

Q: Arethere any other stakeholders you need to update or complete the coaching process
with, e.g. managers, training department, etc.?

SUMMARY:

Any coaching assignment will benefit from some advance preparation by the coach. As
the coach, you need to decide on where the formal checkpoints or reviews happen. In the
end there is no right or wrong, only choices to be made. By spending alittle more time
planning how you want your assignment to work you can increase not only your
enjoyment but your effectiveness as well.

*View thefollowing Supplementary Forms:
»= P101 - Client Coachability Index
* Q101 - Introductory Coaching Session Questions
= Q102 - Asking Good Questions
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= Q103 - 50 Power Questions
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SKILL BUILDING —FEEDBACK

Today during this lecture we are going to address the skill of giving Feedback. As you
can see by the diagram on the top of thefirst page - Feedback is one of the basic five
skillsthat every coach needs to hone to enable him or her to coach effectively.

Some of the topics that we will cover today are:

e Feedback asaway of learning

e Whento give feedback

e Wearegoing to explore feedback given with a positive intention

e Wearegoing to address feedback based on fact and behavior

e Wearegoing to talk about what to do if your feedback gets a negative response

The 5 Fundamental Skills of coaching:

Giving Supportive

Feedback Coachi
T gy

Feedback asa way of learning

One of the great things about a coaching relationship isthat it helps the client to
experience a different view of themselves. One obvious way that they experience this
view is through the eyes of the coach. The coach’ sinput may provide additional
information so the client can:

1. picture of themselves
2. and their experience.

The ability of a coach to provide constructive feedback isimportant to the coaching
experience. Effective feedback can accelerate a client’ s learning, inspire, motivate, help
them feel valued and literally catapult them into action! So it’s important that a coach
learn to deliver feedback that is:
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1. Given with positiveintention.
2. Based on fact or behaviour.
3. Constructive and beneficial.

What do we mean by feedback?

The term feedback means literaly to feed information back to someone. This information
relates to the person receiving the feedback and provides data from which they can assess
their performance or experiences.

Knowing when to give feedback

There are no hard and fast rules as to when to give feedback, but there are guidelines. An
opportunity for feedback may be prompted either by the coach or the client. In either
instance the coach should offer feedback only in the genuine belief that it would benefit
the client.

Potential benefits for the client, when they receive feedback, would include:

A positive impact on their learning.

Useful information or per spectives.
Encouragement or motivation for the client.
Confirmation or comparable views and options.
Promotion of insights or idess.

gkrowbdpE

Sometimes a client ssmply hasn’t noticed something, is avoiding considering something
or is stuck in their thoughts and/or process. At these times, using feedback is a good
choice to make because you' Il help to clarify the client’ s thinking and offer alternatives
that may undo blocks.

If aclient asks for feedback and a coach is not willing to giveit, the client can easily
become uncomfortable. The situation might go something like this: e.g. ‘I just don’t
seem to be making progress with this, why do you think that is? If the coach refuses to
comment, the client may view this as withdrawal of some kind. The client might even
become dlightly paranoid if they suspect that the coach has formed negative thoughts or
judgements about them.

As a balance, there are some occasions where it would not be relevant to give feedback:

1. Whenit'san excuse for the client to avoid taking responsibility (e.g. ‘What do
you think about all this?')

2. If you areinterrupting the flow of a conversation or the thought process of the
client.
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3. If giving feedback leads to an inappropriate level of control by the coach, (e.g.
‘Let metell you what | think about your situation.” )

4. Where the coach does not have enough infor mation to give feedback effectively,
(e.0. “Wdll | could guess what might be happeningis...")

It is aways appropriate to challenge the client’ s tendency to place too much importance
on what other people think. And by doing so, you encourage the client to use a different
decision-making strategy that relies more on what the client themselves thinks and feels.
The coach simply needs to balance the pros and cons of giving feedback, and to act
accordingly.

How to give feedback
Aswe said earlier, feedback should be:
1. Given with positive intention.

2. Based on fact and behaviour .
3. Constructive and beneficial.

NOTE of CAUTION HERE — The person hearing feedback that is clumsily worded and
badly delivered can experienceit as criticism.

Feedback given with a positive intention
There are both positive and negative reasons to give someone feedback.

= Positive reasons:

To learn through your feedback.

To provide per spective.

To provide support in reaching a goal or objective.
To overcome aproblem.

To acknowledge and make the client feel valued.

agrLODdDE

* Negative reasons.

To teach someone alesson.

To gain favour with someone.

To help someone else avoid giving feedback — (getting them first.)
To control asituation.

To dominate someone by telling them what to do.

agrwbdpE

Once our intention is clear and positive toward the individual, we are more likely to
deliver amessage that they will experience as respectful and supportive.
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Need for integrity

Personal judgements, frustrations or a need to gain control of asituation may all corrupt a
coach’s ability to deliver really great feedback. For example, at the end of a very full day
of coaching the final session is running over time and the coach is conscious that he or
sheis going to missthe train home. The client is slowly deliberating over a decision and
thereis silence in the room. The coach interrupts with:

Coach: ‘Can | give you some feedback?’
Client: ‘Err —Okay ...
Coach: “Y ou seem to be procrastinating. | think you simply need to make the

decision now and then stick toit.’

If the coach was honest, he or she would admit that the comment was borne out of
frustration, and the intention was to control the conversation by bringing it to aclose.
Thisisnot an intention that’ s going to benefit the effectiveness of the coaching
relationship. The remark might upset both the client’s feelings and their decision-making
process.

Feedback based on fact and behaviour

Feedback is more likely to be effective if it isfactual, and based on something the
individual can do something about to change. Usually it’s best to comment on behaviour,
because a person can appreciate that they have choices about how they behave. Feedback
that is non-specific or vague leaves people guessing, e.g. ‘Y ou' re not doing that right, are
you?, or “You need to get better at that.’

Feedback that relates to who someoneis, as in their identity, is aso difficult. While
changing behaviour can seem fairly straightforward, changing who we are as an
individual seems almost impossible. For example:

=  ‘Wadl, the presentation didn’t go well, did it? That was because you’' re someone
who ‘tries too hard.” That became obvious during the question and answer
session.’
This remark istoo general, too vague for the person hearing it to do much with. The
individual is left with the opinion of being someone who ‘tries too hard.” This may not be
something they can do anything about.

Within the same situation, the following feedback is more useable and may be more
effective:

= ‘| noticed that some of your answers to the questions were quite long and |
suspect that caused some people to lose the sense of what you were saying.’
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Thisis an observation of behaviour, plus a personal opinion of the effect of that
behaviour. The person hearing it can disassociate from their behaviour enough to
eval uate the situation more objectively. After all, most people know how to stop talking.

Within coaching it is useful to understand the difference between a statement that is
objective and one that is subjective.

» Objective statements are based solely on thefact, (e.g. something that actually
happened.)

= Subjective statements contain views and opinions of an individual person.

To beredlly clear, neither form of feedback is right or wrong. What is important is that
we appreciate the varying degrees to which we are being subjective or objective. The
amount of fact and personal opinion within our statements affects the potential benefits,
risks and results of feedback.

Subjective —the cons

There are both benefits and risks attached to giving subjective feedback. Potential risks
include being wrong and directing or controlling the client in an inappropriate manner.
By using their own views and opinions, e.g. ‘1 think’, the coach isintroducing a form of
guidance which might be considered directive.

Objective—the pros

Objective statements reduce the coach’ s influence to a minimum, and allow the client to
respond only to facts. Of course these facts rely on the ability of the coach to observe
behaviour correctly, or else the whole processis flawed. The potential downside of the
coach making only objective, factua statementsis that the client may actually need the
coach’s personal input to help them progress.

We won't read through the Exercise “Who’s being Objective’ but please do this
exercise, its fun and interesting to do. Please move down to just below the exercise.

Who's being objective?

Feedback that is constructive and beneficial will do the following:
(Student are reading these with you.)

= Balance difficult messages with positive statements.
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» Take personal responsibility for the views you are giving e.g. ‘| notice’ or ‘I
think’

= Use open questions to encourage the client to shift perspectives or explore other
avenues of thought.

= Useneutral or diminished emphasis of words and phrases to describe difficult
situations or emotions, e.g. ‘some discomfort’ or ‘dlight resistance’, etc.

= Communicate supportively using non-verbal signals, e.g. posture, facial
expressions, tonality, eye contact, etc.

» Link observationsto goals, e.g. ‘ This may help you to approach your time
management alittle differently.’

For the coach to judge the feedback as constructive the conversation must be in balance
and positive in nature.

What if my feedback gets a negative r esponse?
Sometimes we find our feedback isn’t received the way we intended it to be. Responses
we hadn’t hoped for might include the client’ s being upset, angry, unpleasantly surprised
or maybe they simply reject the feedback given completely. Causes of negative responses
to feedback can vary, from an unsupportive statement clumsily delivered, to asimple
misunderstanding of what’s been said.
Therearea number of principlesthat can support a coach if this should happen:
Make sure that thisis a genuinely negative response that you need to act upon.
Take full responsibility for your unsupportive feedback. Acknowledge that your feedback
hasn’t worked the way you intended. Apologize and accept that you have regret about
causing their response.

1. ‘I'msorry, I've upset you and | didn’t mean to.’

2. ‘I'veupset you with what | have said, I'm sorry, that’s my fault.’

3. ‘I'mnow redlly regretting putting it like that, | am so sorry.’

If you are not sure what it was you said that caused the upset, just acknowledge your
responsibility, e.g. ‘1 think I’ ve upset you with what I’ ve just said — have 1?7

M ake amends, explain if possible/ appropriate
Explain your intentions but don’t excuse yourself. Stay responsible. For example: ‘My
intention was to be helpful but | haven't been have 1?7 or ‘1 wanted to give you another

way of looking at the situation, | hoped that might give you another way forward.’

After the session:
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While maintaining responsibility for causing the responses, seek to understand what it
was you did that caused it and learn from the experience. Y our options for learning
include

1. When theclient isin an appropriate state of mind, ask them to help you
understand what you did that didn’t work. Be careful to maintain a position of
full responsibility and ask them to help you learn. Be prepared to explain your
intentions but avoid justifying yourself or making excuses.

2. Review the situation with someone you trust to help you learn from the situation.
(while maintaining the confidentiality of the client).

If you're going to learn to give feedback you' re going to make mistakes, so it’simportant
that you know the principles of giving good feedback and focus on them. Where we give
feedback that is unsupportive, we need to acknowledge that and make amendsiif possible.
Then we need to learn from the experience.

My adviceisthis: that you not let a bad experience of giving feedback stop you from ever
giving it again — the world needs you to be great at giving fabul ous feedback!

We won't take the time just now to read through the next exercise “ Get Some Feedback”
but please take the time to read through it and do it. These exercises are for your learning
and they are fun to do. Perhaps put your findings up on your Message Board

Get some feedback

SUMMARY

As a coach, your observations and experiences can make a significant difference to the
person you are coaching. By making observations about the client’ s situation, the coach
provides an external point of reference that the client can use to compare with their own
thoughts and idess.

When delivered with the appropriate balance of objective information and personal
views, great feedback is avaluable contribution to the whole process of coaching.

Genera guidelines for giving feedback include:

Know why you want to give feedback. (know your intent)
Concentrate obser vation on behaviour or facts.

Balance objective and subjective statements wisely.

Maintain the emotional state of the person by remaining constructive,

pLODNPE

*View thefollowing Supplementary Forms:
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* F101 - Rules of Feedback
» F102 -7 Tips On Giving Positive Feedback
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SKILL BUILDING —USING INTUITION

Introduction: Today we' re going to be talking about ‘intuition in action,” how to
develop intuition and the use intuition when coaching your client. We're going to talk
about communicating non-verbally with our clients. We're even going to talk about the
pit-falls of intuition. | think you are really going to enjoy exploring intuition.

The 5 Fundamental Skills of coaching:

I
/ \

Using intuition

Before we jump into your notes to day, just let me say ...you are probably asking, what
exactly isintuition? Webster defines intuition as:

1. quick and ready insight
2. a immediate apprehension or cognition

b: the power or faculty of attaining to direct knowledge or cognition without
evident rational thought and inference

Other related words to intuition would be: higher sense perception, hunch,
precognition, sixth sense, and second sight.

Intuition is an important but often unrecognized part of our lives. Most of us constantly
receive its messages but choose to ignore them. Our rational mind gives us al of the very
"sound" reasons why we should ignore the intuitive impulse. When we ignore our
intuitive mind it speaks to us less often. Intuition, in most cases, is never forceful or loud
- except in times of extreme danger. We must listen carefully to hear it. It isthat part of
us that always knows the correct answer. Intuition isinformation from our highest level
of consciousness.

Carolyn Myss Said: (If you don’'t know Carolyn sheisamedical intuitive)
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“Intuition is neither the ability to engage in prophesy nor the means of avoiding financial
loss or painful relationships. It is actually the ability to use energy data to make decisions
in the immediate moment.”

“1 recommend that you search out some of Carolyn Myss' books, they are really
fantastic.”

Osho Said: (A teacher of meditative practices, arenown speaker and teacher)

“Intuition is the highest rung of the ladder, the ladder of consciousness. It can be
divided into three divisions: the lowest and the first isinstinct; the second, the
middle one, isintellect; and the third, the highest one, isintuition.”

Although we al useintuition unconscioudly, it can be used consciously and for such
practical purposes as finding people and things, diagnosing illnesses, healing, and even
such fun activities as predicting the outcomes of horse races (we probably all know
people who work their intuition in that manner). As a matter of fact, sometimes the less
known about the subject, the more intuition comes into play.

Developing intuition starts by realizing you have it aready. If you've ever had a hunch
about something, that was intuition. Intuition isjust your mind using more ability than
what you are consciously aware of at that moment. But can you trust your intuition? How
do you improveit?

Hereis athree-step process of how to develop intuition: (PLEASE WRITE THESE
DOWN!)

1. Recognize it and encourageit.
2. Study it to make it more trustworthy.
3. Giveit good information to work with.

And of course, intuition is also awarning device, isn't it? Can anyone provide uswith an
example of intuition being a ‘warning device?

So, here iswhere your crib-notes kick-in!

I ntuition —within coaching:

Study any great coach and you will notice that they often seem to know what direction to
move the conversation in, to get the relevant information or insight that proves most
helpful. Thereiswhat is considered two great distinguishing characteristics of a great

coach that come about through conversation. These are:

1. A breakthrough in under standing for the client
2. A solution for the client
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Sometimes the coach may choose to ask a question or make an observation that
completely changes the direction of the coaching conversation. From one simple remark
or phrase the coach may unlock an issue for someone or cast awhole new light on a
situation. The way we explain this kind of behaviour isto call it intuition. Intuition is an
ability we al have, one we can develop into askill. For a coach it becomes something
they rely upon to help shape and guide a coaching conversation.

I ntuition —wisdom in action:

A short definition of intuition isto: access to our brain’s potential to provide guidance
and information free from the confines of our limited conscious mind. Intuition is one
way our brain communicates with our conscious mind by subtle means such as:

thoughts

feelings

sensations

imagery

sounds or various combinations of these.

grLONDE

Intuition seems to be a function of both our

1.

2. body
Think of how we talk about ‘gut feelings' or ‘having afeeling about something.” Intuition
seemsto potentially involve any part of our body, as it attempts to guide and direct our
thoughts.

Use of Intuition:

Intuition flows when you are fully present in any given situation. It is a quick and ready
insight, not formulated by

1. rational thought or by
2. what you have or have not already lear ned.

It is not always evidenced by intellectual thought. Intuition works only when you are

1. open
2. fully present in the moment.

Should an idea come to you that is heavy with emotion or feeling, it is probably not
intuition. Intuition should flow naturally and easily. Thereis no struggle between *brain’
and ‘heart’ when intuition is working and flowing as it should. When your intuitionis
working you may be inspired or feel a strong desire to share what you have received and
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it will usually be void of pure emotion. Any emotion that is present is usually that of your
own doing so intuition is not fully engaged at that moment.

Y ou must always aim to coach intuitively!

Without intuition you cannot get to the heart of the matter with your client. It is often
your keen insights from out of the blue that will best aid your clients and show them that
you ‘know your stuff.’

Communicating non-verbally:

Intuition incorporates the brain’s ability to understand communication from situations or
people, by going beyond the signals we normally respond to. Logically we can respond to
sight, sound, conversation, events etc. We would suggest that there are some forms of
communication that happen where our conscious minds don’t register them. It'sabit like
dog whistles —we're simply not tuned into them. Our subconscious mind is ableto
gather, assess and interpret different kinds of information from people and situations that
we are simply — not conscious of.

As people, we can communicate quite well without language and after all, animals are
ableto do so. For example, after walking into aroom where the two peoplein it have
obviously been arguing, we say things like ‘Y ou could cut the air with aknife.” What do
we mean by that? Can anyone offer a suggestion of what we mean by that? ....

The human brain is known to be an under estimated resource. Research suggests that we
currently use less than 10 per cent of our brain’s true potential. While we struggle to
compare more than three thoughts at a time, our brain’s background processing is far
superior. We might say that our brain isalot smarter than we are.

A practical tool:

There is nothing mystical or spooky about intuition. It is something that we all use
regularly. Right now, quickly write down an example of when you last used your
intuition. (Wait afew seconds and check to see everyoneis ready to proceed).

Intuition simply builds on what we already know. As alife coach — your position must be
and your client’s already have the answers to everything, but need to learn to access their
intuition to find that information within. The wonderful thing to know is ... anyone can
generate intuitive information, but it takes an experienced practitioner to interpret the
information in auseful way. As with any skill, practice makes perfect.

How we develop intuition:

Improving how we use our intuition takes practice. It may help you to begin by
acknowledging how you already useit. How many decisions or choices do you currently
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make with minimal rational thought? Please write down three that come to your mind
really quickly. (Wait afew seconds and check that everyone is ready to move ahead.)

So think about it - what happens with you before you make these types of choices? Cal it
instinct, call it agut feeling — you aready have it.

Once you have an awareness of the forms of language your subconsciousis using you
can practice tuning in. In order to tune in you need to work at creating a state of mind,
body, breathing, etc. that enables you to hear, feel, or imagine the messages coming from
your subconscious. Your strongest signals from intuition will come when you're feeling
calm and relaxed.

When beginning to notice and acknowledge your intuition, you need to start observing
what happens when your mind shifts from the logical state to the intuitive state. Does the
temperature of your body change? If so, doesit feel hot or cold? What happens with your
breathing? Does the focus of your attention seem different? Intuition should not be the
sole guide in your life any more than logic should, but using it in addition to your other
faculties will enable you to make effective decisions.

We won't read the following exercise right now, but please read it and do it. These are
for your enjoyment and learning — please do them. Please jJump down to “The Subtle
Nature of Intuition.

RUESIELERE Using your own intuition

The subtle natur e of intuition:

Intuition is not infallible. Name a time when your intuition was completely off and right
it down. Intuition is simply another source of thoughts and ideas. Because it is a subtle
channel of information it is easily interrupted or drowned out by the thoughts already
going on in your conscious mind. It isalittle like tuning aradio to a particular station. If
you get two stations at the same time you tend to focus on the one that is louder.

The pitfall of intuition:

Through experience you will find that intuition can be wrong, or at least at times can
seem to be wrong. What most individuals find is that within the coaching situation, when
intuition is combined with deep listening, intuition is usually very strong and in most
situations quite precise.

When depending on your intuition always check to see if the information that you feel
you are getting is correct.

An implied need to develop intuition:
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S0, two aspects that assist the coach in maintaining awell developed intuition are:

1. Continual learning and
2. Sdf-development

These will continually allow you to feed and improve your intuition. These broaden your
pool of knowledge and give your intuition more to work with. Here are afew things that
will assist you on continuing your learning adventure when it comes to intuition:

reading
attending cour ses

debating with others

seeking feedback

listening to tapes

studying othersor any combination of these.

Intuition islike a muscle:

Intuition is built like amuscle. The more it is used the stronger it grows. Begin to use it
consciously and often. Spend some time each day sitting quietly, arriving into your
‘empty’ place and using a quiet shifting of awareness to engage your intuitive ability.
After a short time you may be surprised just what your intuition tells you.

*S0 please, if you will put down your pensfor a moment —and if you are
willing, place your hands on your lap or on your desk in front of you with your palms up.
And if you are comfortable and willing please close your eyes and continue to breath
easily with me ... taking in a deep relaxing breath in through the nose now ... holding it
for just afew seconds, and then gently letting it go out of the mouth with a gentle Hhhh!
sound ... and as you continue to breath gently and relaxed, just follow the sound of my
voice ...

= Shift your awareness right now to the bottoms of your feet. Linger there for afew
moments, feel the sensations.

= Now, draw your consciousness to the front of your face. Wait there for a short
while, notice what you are feeling.

= Turn your attention to thetip of your nose. For afew seconds be aware of what
you are feeling.

* Once you have settled into that spot — Allow your focus to be on your hands for a
bit, note the feelings.
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= Next, bring your attention to a past memory. Immediately shift forward to avision
of the future, and then finally, back to the present by bringing your focus again to
your body.

Practice makes perfect!

This exercise will teach your mind to be flexible and open. By using ajournal to keep
track of your experiences of using intuitive powers, you will also learn how your abilities
are becoming stronger and more active.

Y ou may find on some occasions that intuition engages more easily than at other times.
Thisisnormal. Learn to recognize the physical signsthat happen in your body as
intuition takes over. Again, practice, practice and practice!

Being still, patient, detached from the outcome and trusting, will forth your intuition.
Being busy, impatient, attached to the outcome and fearful of what you may intuitively
receive will close down your intuitive power.

When you respond to your client intuitively you encourage your client’s trust, and you
further develop your intuitive powers as well. Y our intuition teaches your client to trust
themselves as well. As you teach your client about intuition they will learn that they can
trust themselves and that all the answers that they are seeking are aready within them.

Don’t hold back:

When making statements that are being expressed from your intuition, begin the phrases
in amanner that indicates that you are not attached to the question being right, or to the
answer that the client will give. Try using these four phrases:

“Imaginethat ...”

“It seemslike...”

“l havethesensethat ...”
“] am wonderingif ..."

Do not hold back. It isimportant that you freely share your perspectives. Y ou never know
just what will spur your client on to new ideas and enlightenment. If you are worried
about what you are going to say, your mind will freeze up and create ajumble of
messages that will be unclear and vague. It is better by far to voice your impressions and
what you are thinking. Chances are your thoughts will amplify those that are happening
within your client’s mind. Clients always respond to honesty and responsibility.

In closing:
Once you recognize your intuition, you'll have hunches and ideas more often. Study it

and you'll learn when to trust it. Give it good information and you'll be repaid with good
hunches and ideas. Thisis the smple formulafor developing intuition.
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*View thefollowing Supplementary Forms:
= |N100 - Develop Intuition
= [N101 —Practica Intuition
* IN102 — Developing Intuition
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SKILL BUILDING —LISTENING

Introduction: Today we' re going to be spend the hour discussing the levels of listening
and why listening is considered a gift that we give to our clients. We're going to explore
how listening plays a most important part in the coaching session.

The 5 Fundamental Skills of coaching:

Different

Coaching levels of listening
T~ Skills —

Skill two — different levels of listening
I ntroduction

Beforeyou jump into your notes, let me say this: Every day we listen to many
different things in many different ways. Perhaps your alarm clock rang this morning ...
you heard it and woke up. That's listening. Maybe the TV or radio was on as you ate
breakfast. Y ou weren't really paying attention until something of interest came on -- the
weather or the news. Then you focused in. Being aware of the sounds in the background
and your focusing are both types of listening. Maybe you had a conversation with your
partner, roommate or children. | hope you were listening. Y ou got to work where you
talked -- and listened -- to different people in different ways for different purposes. The
list could go on. The point isthis:

What'simportant is not just what we're listening to.
It'swhat we're listening for.
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(STUDENT NOTES START HERE!)

The art of listening is generaly misunderstood and underrated as a skill. The potential
benefits of listening, for both the listener and the speaker, are not often acknowledged or
valued.

An example of thiswould be, good listeners obtain a better understanding of

1. people
2. sSituations

Someone who has that better understanding can respond to situations more effectively
than someone who has not. Thefirst thing we must tell you isthat listening is not the
same as hearing. The key difference between the two is that hearing is the physiological
process of registering sound. It is passive. Listening is hearing plus an understanding of
the message, its context and storage for future use. It is an active process.

In business good listeners make fewer mistakes, they upset fewer people and generally
operate using better quality information. Good listeners also make a contribution to the
person who is speaking. The speaker benefits by:

1. Feeling encouraged to share their thoughts and their ideas.
2. Theareviewed as someone with valued opinions.

Much of the time the consequences of poor listening aren’t devastating, they’ re smply
frustrating. Within coaching especially, sometimes the results of poor listening are more
significant. Poor listening by the coach can lead to an inability to under stand the client
and hisor her situation. And this becomes areal barrier to effective coaching.

The gift of listening:

People who are great at listening can be found everywhere. There isroom in your notes
to write down five examples of people that you know that are great listeners. Aswe move
through this call, try to think of five good examples of good listeners that you know and
write them down. Maybe you’ ve had people say you're agood listener? Itisa
compliment because people like to be listened to. The fact is, people love to be listened
to!

When someone listens to you, we are more able to open up because we feel valued and
acknowledged. It’s aimost as though we grow larger in the conversation, simply because
of the quality of the other person’s listening skills.

Thereis asaying that goeslikethis: ‘A problem shared is aproblem halved.” Listening

and sharing their load most certainly benefits a person in thisway, as they feel that they
and their problems are listened to.
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Listening is a gift that the coach givesto others. It isa gift because it requires effort on
the part of the listener, to set aside themselves and focus entirely on someone else. When
you’'ve had a hard day and have your own complaints and storiesto tell, think about what
it takes to put those to one side and listen attentively to someone else’' s day! Most people
don't find this easy.

For the coach, no matter what has been happening before the coaching session, he or she
must put personal events to one side and focus fully on the person they are coaching.

Listeningin order to influence:

When individuals are trying to influence, convince or ‘sell’ to others, they usually talking
more than they are listening.

When we do most of thetalking ...
1. Wediminish our ability to draw information from the client..

2. Wereduce the space and time available to process information and to respond to
it.
People in sales professions will sometimes miss loud signals that the person is ready to
buy from them simply because they are in atalking mode and not alistening mode!

More regularly people will pursue aline of debate or argument that is having no
persuasive impact on the other person. If they switched instead to a mode of :

1. listening more
2. reflecting more

They might more easily gain information that would allow them to be of help. Listening
carefully really can put you in the place of influence.

Listening within the coaching arena:

All good coaches generally listen more closely and effectively than the average listener.
A really good coach will have an ability to listen that often goes beyond the point at
which most people are actually able to listen. As aresult of these skillsa coach is able to
hear beyond what is actualy said, and begin to notice what is unsaid.

For example a client might be explaining how they are very excited about an upcoming
job change, describing how it’s good for them right now to be moving in a certain
direction, and how it feelsright. In listening well, the coach might actually hear
something else that’ s not spoken, that compl etely contradicts what the client is saying.
Perhaps the coach hears a change in the person’ s tone of voice or something about their
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words that doesn’t quite ring true. This might be something very subtle that would be
easily missed by poor listening.

By noticing this, the coach is able to make this observation and potentialy surface some
reservations or anxieties about the job move. If a coach isableto ded with what is both
spoken and unspoken, the conversation has much more depth for both speaker and
listener.

What we mean by levels of listening:

There are actually severa different forms of listening, although generally we discuss the
topic as though there were only one.

Cosmetic Listening

Conversational Listening

ActiveListening

Deep Listening

| believe the following 4 levels of listening are written for you ... letsread them:

Level 1 —Cosmetic listening: It lookslike I’ m listening, I’m not really, I’'m some place
else.

Level 2 — Conversationa listening: I'm engaged in the conversation, listening, talking,
thinking, talking.

Level 3 —Active Listening: I'm very focused on what you' re saying; I’m recording facts,
paying attention.

Level 4 — Deep listening: I’m more focused on you than on me; I’ m getting a sense of
who you are now.

Asour level of listening deepens, so does our focus and attention on the person we are
listening to.
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S0 let’s explore each level of listening.
Cosmetic Listening:

This you would probably recognize as * pretending to listen.” That is, you are looking at
someone, you might be nodding, and adding ‘listening noises’ such as‘Hmmm’ or ‘Yes
or ‘That’sinteresting.” The person speaking may or may not be aware of the way you are
listening to them, and may be continuing to speak, regardless.

Occasionally you might miss something that the person has said and, realizing you're
losing track of the conversation, say something like * Sorry, | drifted off just then, what
did you say?

Cosmetic listening may be appropriate when you sense that the other person isn’t actually
talking to you, but isjust enjoying talking, letting off steam perhaps, and is requiring little
input from you to make the conversation happen.

This type of listening does not work in coaching as your objectives for the conversation
rely on your gathering information from the other person.

We have to acknowledge, however, that most coaches occasionally drift off into other
thoughts from time to time, and it can be difficult to avoid. If it happens and you believe
that you may have missed akey point, we recommend that you be as open as possible,
e.g. “I’'m sorry, while you were saying that, | was still thinking about your ideas for a
new job. Can you repeat that last thought?”’

By declaring that you stopped fully listening, you re-affirm your commitment to listen.
The person speaking then knows that what they say is still important to you.

Conversational Listening:

Thisisthekind of listening we do most of the time. In general conversations with others
we listen, talk, think, listen, talk, and think and so on. When we model this listening,
there is abal ance between

1. talking,
2. listening and
3. internally processing infor mation

Conversationa listening isanatura activity for most people. It requires little effort and is
present in most of our normal, daily conversations. Thisis usually what we consider to be
a“fun” conversation.

Coaching conversations, simply because of their nature and purpose, are not the same as

these day-to-day conversations. Within coaching we must develop a deeper form of
listening.

Rhema International © 1992-2010 143



Just for the sake of time today, we won't read the next exercise, but please take the time
to read it and do it. Perhaps place your findings on your Message Board.

G Listen and learn

ActiveListening:

One of the skills a coach must have before they begin coaching is active listening. There
are certain characteristics to active listening ... lets read these together ... they are written
for you:

» Thelistener is devoting more effort to listening and processing information than
to speaking, themselves.

» Thelistener has the intention of staying focused on what the other personis
saying in order to fully understand what they are saying.

» Thelistener is mentally registering and recording facts so they can potentially be
used later (taking notes).

» Thelistener is continually confirming that they are still listening by making
appropriate sounds, gestures or expressions.

» Thelistener isactively seeking to understand what the person istelling them, by
using clarifying questions, repeating information back, offering observations, etc.

Deep Listening:

This last category of listening is unlike any other. It goes beyond what islogically
possible to achieve by the other modes of listening to someone. It is often stated that
good coaches are almost ‘telepathic’ in their ability to listen, understand and form
insights into what another person has said, or even to understand what they have not said.
These understandings and insights become possible when a coach practices a state of
deep listening.

When a coach is able to generate this quality of listening, he or sheis able to experience
the other person with a sense of who they are as well as what they are saying.

This type of listening can only be described as a dlightly altered mental state and would
be characterized as follows. (the following are written for the students)

» Themind of the listener is mostly quiet and calm.
» Theawareness of the listener is deeply focused on the other person.
= Thelistener haslittle or no sense of awareness of themselves.

Rhema International © 1992-2010 144



» Thelistener istotally lucid and present to the person speaking.
» This state can easily be broken or disturbed by the speaker asking the listener a
guestion or seeking acknowledgement of some sort.

This state of listening feels almost elusive in nature, in that once you realize you have it,
arein it, the thought registers and is gone again! This seemingly ‘higher’ state of listening
has similar characteristics to meditation, because the listener’s mind is essentially quiet,
with occasional thoughts or insights passing through.

Seeking to serve:

Theintention that is usually pervasive in the coaching relationship is one of “seeking to
serve.”

For the listener it can ailmost feel as though you are experiencing ‘being’ the other person,
although of course you are not. In terms of your ability to relate to the other person and
what they are thinking and feeling about the subject matter, the quality of the information
that you will recelve is significant. The person being listened to will undoubtedly feel
understood, and might experience a deeper sense of relatedness to the listener.

Developing deep listening:

Every coach-to-be must seriously be committed to developing their own ability to listen
in thisway. Deep listening challenges usin adifferent way from alot of other activities,
possibly because working harder can actually work against us.

The following Exercise “ Developing Deep Listing” isarather long one—wewon’'t go
through this today, but please read it through and do the exercise. Y ou can put your
finding up your message board and discussit there.

Please jJump down about 2 pages or so to the Exercise SUMMARY .

Developing deep listening

Jump down to beneath the Exercise Summary

Aswe draw to aclose for today, you may find some of the next few minutes interesting.
Please make some free-hand notes as you listen.

We want you to understand that listening is askill, like talking or walking. We learn it
through practice; we lose that skill by not practicing it. Its mastery is necessary to holding
competent conversations, even to be able to actively practice empathy: if we cannot really
hear others, how can we understand them, and if we cannot understand them, how can we
care about them?
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To listen, we need to silence both the external noise and the internal noise or the machine
in our heads which prevents us not only from hearing and listening, but from thinking and
from being our authentic selves.

Researchers who measure such things find that most people are poor listeners. Those who
livein North American are often cited as among the world's worst. Studies from the last
two decades show that most of us listen at about a 25% level. That means we miss 75%
of the messages peopl e attempt to convey to us. Thisis true whether the speaker is a boss,
employee, client, mentor, doctor, child or spouse. It also means that others miss the point
of what we say three out of four times. THREE OUT OF FOUR TIMES!

Listening was identified at the top of this list, second only to "learning to learn." People
spend most of the day in some form of communication and the biggest part of it is spent
listening. When people don't listen effectively the results are mistakes and
misunderstandings as well as stress, tension, friction and lost opportunities.

In conclusion, let me end this lecture aswe began it ... Asacoach -

“What's important is not just what we're listening to. It's what we're listening for.”
*View thefollowing Supplementary Forms:

= L101-How To Listen AsA Coach
= L102-Learning How To Listen
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SKILL BUILDING —QUESTIONS

Introduction: Today we are going to be talking about Asking Questions — and as we do,
some of the topic we' re going to cover are:

Keeping questions simpl e

WE're going to explore complex questions and why we shouldn’t use them;
Maintaining integrity within the context of questions;

WEe're even going to talk alittle about what we do when we can’t think of the next
guestion ... and awhole lot more.

The 5 Fundamental Skills of coaching:

I
/ \

Asking questions

The ability to ask great questions is consistently uncommon enough to seem like arare
talent. It isactually askill that can be devel oped with concentration and practice. Within
coaching abeautifully timed and perfectly worded question can remove barriers, unlock
hidden information and surface potentialy life-changing insights. In other words ... to be
agreat coach you need to be able to ask great questions.

What does a great question look like or sound like? Well, this might be surprising to you
... but agreat question will have the following characteristics.

1. Itissmple.
2. It haspurpose.

3. Itisinfluencing without being controlling.
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Keeping things simple:

The simple question often has the greatest impact because it alows the client to use their
energy to form their response rather than to struggle to understand or follow the wording
of the question. In addition, simple questions often get to the heart of the matter more
easily smply because of their direct nature. We obviously need to balance that directness
with aneed to maintain rapport and that is still possible. When asking questions being
clever justisn’'t clever.

Complex questions confuse people:

Unfortunately for a coach, asking simple straightforward questionsisn’t aways
automatic. Let’slook at an example. Perhaps a coach hearstheir client say, *Well, | need
to earn more money, you see. That’simportant.” As the coach you will probably want to
understand the motivation behind that statement and so might respond with the following
complex question:

Too complex a guestion: ‘When you consider your motivations, and what causes you to
want to earn more money, what does thislead you to realize?

What do you fedl iswrong with this question? Anyone?

Thisisnot agreat question. It’s fairly long, and complicated. All at oncetheclientis
asked to compare, anayze and then realize something. There is also an implied pressure
to come up with a particular realization —amost as if the coach already knows the answer
that the client should come up with. As aresult the client may fear getting the answer
‘wrong,” or worse, not be able to produce an answer. From there the conversation could
become pretty uncomfortable.

Alternatively, the coach’s question could be: * So, what' s all this earning money about
then?’

Again, not agreat question, athough it is brief. The question lacks some focus and you
may get a‘flippant’ response. Asan example: “1 don’t know, that’s just me | guess.”

You'll notice that there is a subtle tone that suggests the client is wrong to want to earn
more money. The phrasing is similar to that used by parents discussing a problem with
their children: * So, what’ s al this noise/crying/fuss about? So, when we make a person
wrong in the conversation, we begin to lose rapport.

Another simple option might be:

Questioning ‘why:” ‘Why do you want to earn more money?’

Thisis easy to understand, fairly easy to respond to, but it contains the word ‘why,’
which has risks associated with it. When we ask someone ‘why,’ it can easily be
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interpreted as arequest for them to justify themselves. When a person feels pressure,
they can easily become defensive so the type of response you may get might be
something this: *Well, | just do, why should | keep putting up with the lousy wage this
place is paying me?

Questions arelike keysto doors:

The best question is one that the client iswilling to answer because it’s simple to
understand and inoffensiveinits tone. If the question isright, it will surface the
information. An example of suitable questions might be:

= ‘Can you perhaps say a little more about how that’simportant?’ Thisis a gentle,
respectful question.

= ‘“What isit about earning more money that’s important to you?" A little more
direct, relies on you having good rapport, using fairly gentle tone of voice.

» ‘Somoney’simportant —can you tell me a bit more about that?' A little more
casual, alittle less direct and still might easily hit the mark. If it doesn’t, you can
be sureit’s going to get closer.

In coaching, simply worded questions encourage the smooth flow of conversation as the
client is able to concentrate on their thoughts, and respond naturally.

Questions with pur pose:

When we ask a question of someone, or even of ourselves, the question normally has
purpose. For example, some questions gather information; some questions influence a
person’ s thinking. Within coaching, the questions that a coach uses often do both.
Occasionally a coach will ask a question without really knowing why they’ ve asked it.
Where the question is based on instinct and experience, thisis entirely appropriate. This
is the exception rather than the rule.

In other words, if you ask random questions to frequently with no direction or purpose, it
will create a very strange conversation. So remember to keep in mind where you are
going and what information you want.

Maintaining integrity of purpose:

Questions can do many positive things in a conversation such as

. Createclarity

1
2. explore different per spectives (if live, ask participants to come up with 3 more!)
3.
4
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5.

Just remember that questions can also narrow options, imply judgement and leave the
client feeling pressured or defensive. So, try to make sure that the purpose of the question
is not corrupted by strong personal opinion.

For example a coach may hear a client describing his desire for anew job that involves
more money and much more travel. The coach also has someinsightsinto the client’s
personal life. The coach also knows that the client has recently said that hiswifeis
expecting their first baby. Logically it seems reasonable to check out the effect of the new
job on the client’ s family. So, the coach might ask:

= ‘lsn’t that a bit unfair to your wife right now?’
= “Won't that be difficult if your wife has just had a baby?’

Both questions, however, have an implied outcome and sense of judgement. The coach
is expressing their own opinion by using words like ‘difficult’ and ‘unfair.” The potential
of exploring the effects of the job moveis amost lost as the client is pressed to justify his
statement.

With less of a sense of judgement, the following questions work better.

= ‘Howwill alot of travel affect things at home?’
=  “Who esewill be affected by you changing jobs?’

These are examples of a non-dir ectional approach. When the coach keeps the questions
open and neutral the client can explore their own thoughts and awareness of the
situation.

Influence ‘versus control —leading the client:

Asking someone a question automatically influences the direction of their thoughts.
When | ask the question: *What was the best holiday you ever had? (wait afew
seconds), doesn’t this cause you to think about holidays in the past? Although it subtly
implies that you have had a great holiday at some point in your life, the question isfairly
neutral and it doesn’t tell you what you should think.

Within coaching, a collaborative less directive coach tries to maintain a balance between
influence and control. Controlling questions can:

. harrow options

1
2. imply judgement, or
3. create pressure on someone else to come up with the ‘right’ response.
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M aking someone wr ong:

One other thing common to most of the above questions is that the questioner makes the
other person wrong in some way for their views or actions. By making someone wrong
we create difference or distance between us, e.g. ‘Don’t you think that was alittle silly?

When a coach frequently makes a client wrong they risk damaging rapport and the
ongoing relationship.

Theimportance of the voice:
Any question is given further meaning by the quality of your voice when you ask it.

Questions may be made clearer, colder, more supportive or more aggressive ssimply by
the tone, warmth and speed of your voice.

IS CELOR: Use your voice.

Using the question * So what was important about that? repest it three times, changing
the quality of your voice each time using the following characteristics.

= With acruel sneer.
=  With sarcasm (and end with a sight!).
= With genuine curiosity, as though the answer isimportant to you.

Did everyone notice what was different between the voices of the student’ s who spoke?
What was the same about the voices that spoke? Y ou will notice that a great question can
be completely ruined by the wrong tonality. Also use great tonality with a potentially
risky or abrupt question and you' re more likely to get a good response.

We would suggest that you record your practice sessions with your study-partner to get to
know how your voice sounds. Thisway you will learn to keep your voice in a neutra
tone.

Y ou should also be aware that if you are a male with avery low voice, you may tend to
sound too demonstrative and authoritative, leaving the client to feel like they are required
to come up with the correct answer. So you may want to learn to modulate your voice up
just alittle bit and be sure that you are talking at a good rate of speed.

If you are awoman and have avery high voice, you may tend to sound very flippant,
almost like you aren’t taking the coaching conversation seriously enough. So you may
want to modulate your voice down alittle bit to ensure that clients won’t be
uncomfortable listening to your voice.
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If you fall into any of these two categories and you feel that you need some help, we
suggest that you take afew voice lessons. A couple of lessonsis all that it takes and it
will be well worth your while. Remember, your voice is your instrument to make your
living, so take it serioudly.

An appreciation of closed and open questions:

Part of the flexibility a coach needs to develop can be found in the effective use of both
closed and open questions. Closed questions can be answered with a‘yes or ‘no’, and
open questions cannot.

Open questions encourage more information than closed ones do. They encourage
participation and the free involvement of conversation.

Together, let’ sthink of three open questions: (Use these if nobody speaks on the call.)

e What did you enjoy about this?
e What else can you tell me about this?
e Can you tell me more about that?

That said, closed questions may still be used where we don’t want a detailed response,
e.g. If you have a client who gets “stuck” in acircle of problem thinking and you want to
stop them, or move them to “solution thinking” you may want to try these:

= Confirming information ‘Have | got that right?
* Moving the conversation along ‘Can we continue?
» Closing a conversation down ‘Have we finished?

What if | can’t think of my next question?

Sometimes a coach will go blank, get stuck and not know what to say next. Thisis
normal, human and happensto all coaches regardless of experience. Causes and potential
options may include:

1. The coach haslost concentration and has lost the thread of conver sation.
Be honest, declare what’ s happened, and move on. Simply say ‘| am sorry, | lost
concentration just then.’

2. Thecoach is disrupted by another thought.
Be honest by declaring what is happening. ‘ Say, I'm sorry, but | keep thinking
about what you said earlier about not liking things too easy, can you go back to
that alittle? It might be that your intuition has made a connection with
something worth exploring.
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3. The conversation seems to be leading nowhere or seems stuck.
Again, be honest and say what you're feeling or thinking. After all, they might be
thinking it too!

Alternatively, if the clients says ‘| know what you mean, I’'m stuck with it aswell’, you
can then decide how it’s best to continue.

Powerful questions:
Simple, yet powerful questions have many potential benefits, for example:

They re-focus thought from problem to solution.

They can help someone feel more powerful and constructive about the situation.
They tap into creativity and create options.

They can make a problem feel more like a challenge or an opportunity.

They create forward movement, e.g. out of the problem state and into solution or
action.

Powerful questions are phrased in such away as to encompass the problem and provoke
an answer. The answer that they produce addresses the degper_problem, not just the
surfaceissue.

Good potent questions often shift peopl€’s attention to a more effective, responsible
perspective. They introduce the possibility of a solution in the mind of aclient where
previously none existed.

Often people get bogged down by their complaints and how difficult their problems are,
and never progress to sorting things out. In coaching, powerful questions arearealy
effective way of moving someone forward from a problem to solution and action.

Thisisanatural part of the coaching role and invaluable to the person being coached.

The following Exercise called “Powerful Questions’ is here for your enjoyment —we
won'’t read it through now, you can read it on your own, but do take some time to do the
exercise.

Power ful questions: (Please move down to “What if your questions
don’t create progress?

What if your questions don’t create progress?
Sometimes, no matter how many great questions a coach might ask aclient, the client is

simply stuck and can’t progress in the conversation. For example, the coach asks ...
‘What else could you have donein that situation? and the client just can’t think of an
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answer. The coach has asked the question because they want the client to understand their
options or perhaps produce some learning from a situation. As the coach you would
always prefer that the learning come from the client whenever possible. But, if the client
appears not to be able to think of aresponse, the coach has the following options.

= Doesthe client need more time or silencein order to respond?

» Isthere another similar question that might help the client to answer?

» Isthere something else bothering the client that needs to be addressed before they
can continue, e.g. ‘ Are you comfortable discussing this right now?

Give an observation before an answer

If the above options till fail to create progress, the coach may be tempted to just give the
client an answer. For obvious reasons this is not the best way to promote learning for the
client, plus you might provide an invalid answer.

Remember, just because a client can’t answer a question quickly and easily, doesn’t mean
that the coach doesn’t still have options. A period of silence, asking another question or
making an observation can all encourage further thoughts and ideas.

SUMMARY

The ability to ask great questions is one of the most important skills a coach can develop.
Great questions are simple to give answers to, they give direction to the conversation and
gently influence someone else' s thinking.

A simply worded question delivered at the appropriate moment can shift or shape
someone’ s thinking dramatically.

*View thefollowing Supplementary Forms:
* Q101 - Introductory Coaching Session Questions
» Q102 - Asking Good Questions
= Q103 —50 Power Questions
» Goal Setting & Action Plan.PDF
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SKILL BUILDING — RAPPORT

Introduction: Good morning everyone today we' re going to explore Rapport, and aswe
do, we're going to explore what “makes’ rapport, the physical aspects of rapport and how
our beliefs and values enter into rapport. We'll talk about when and how to increase
rapport and we'll also talk about operating with integrity and trust.

The 5 Fundamental Skills of coaching:

Building Rapport
or relationship

I
/ \

Skill one— building rapport or relationship:
Before we begin, let’ s explore the meaning of the word rapport:

1. The Google definition is: “arelationship of mutual understanding or trust and
agreement between people.

2. Merriam Webster Dictionary definition tells us that the word “rapport” comes
from the word “rapporter” (ra-por-tay) — meaning relationship marked by
harmony, conformity, accord, or affinity. And the word affinity means: “similarity
or likeness.”

The foundation for all coaching conversationsis afeeling of honesty and trust between
the coach and the client. A client will experience a good coach as:

1. Greattotdkto

2. Theclient will experience them as war m and attentive

3. And easy torelateto.
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Thisis due to the coach’ s ability to easily build rapport with others.

Some people are able to do this naturally, while for othersit isaskill they choose to
develop. For acoach it is essentia that he or she learn the following about rapport:

1. How rapport happens,

2. Why sometimes rapport doesn’t happen
3. And what options you have to building rapport.

A coach needs to build more flexibility with the skill, in order to deal with the vast array
of people they might meet in a coaching situation. We can say that the word rapport
describes the amount of warmth present in a conversation, and is affected by how
‘relaxed’ or ‘connected’ the two individualsfeel. If you have a good rapport with
someone you will normally feel more comfortable and relaxed in their company.

We say ‘normally’ because that of course depends on what levels of rapport you want
with the other person. Certain situations of close rapport may be undesirable to some. For
example, if you meet someone you instantly feel attracted to, and you aready have a
partner! Not an appropriate basis to build more rapport.

WE Il leave you to read the following exercise and to complete it on your own. Please do
these exercises, they are interesting and fun. Maybe place your findings on your message
board.

Y ou aso probably know of someone who you just can’t seemto ‘relateto’ even when
you try. Y ou might notice the following:

1. Anincreased sense of differ ence or separation between the two of you

2. You find easy, relaxed conver sation more difficult

3. Perhapsthereis even asense of ‘coldness between you.
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In this situation, you might argue that you have no rapport at al, since that’swhat it feels
like. However, because rapport relates to the quality of relationship happening in
conversation, some sort of relatedness, albeit pretty negative, is still there. It'salittlelike
discussing the quality of light in the room. Even when there appearsto be no light, there
still is some.

Let’slook at the rapport chart that you have in your notes: (Randin to go over chart.)

A
Support, trust, sense of being positively connected

Strong sense of knowing, the familiar
Genuine warmth, kinship
Comfortable, familiar

Some warmth

PNWRAO

—0—1— Neutra

Hesitation, trepidation

Some discomfort, detachment
Awareness of didike, disassociation
Genuine aversion, apathy, real didike
Stronger, hostile feelings, even loathing

oo
abhwNBE

It isuseful to remember that at some level, rapport is present in every conversation you
ever have. Thisincludes telephone conversations. Non-verbal communication consists of
all the messages other than words that are used in communication.

What creates rapport?

Where there is ahigh degree of ‘sameness' between two individuals we build rapport
more easily. Perhaps instinctively we feel less threatened by someone we perceiveislike
us. We are more easily able to relax and open up to them. Categories of ‘ sameness
include many different aspects, for example:

Physical appearance and clothing

Body language and/or physical gestures
Qualities of voice

L anguage or words

Beliefs and values.

agrwbdpE

So, let’s explore some of these.

Physical appearance/cloths:

For many of us, physical appearance has a huge effect on rapport. If we generally appear
of similar age, height, weight and features, we will tend to be more comfortable with each

other. We might even say that two people ‘look’ like a couple, as an indication that they
are wel| suited for arelationship together.
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Body language / physical gestures:

Where two people are shown to have a good rapport, they can often be seen as having
similar or co-ordinating body language. If seated, they might adopt asimilar pose; if one
person leans forward, so might the other; if one rests on an elbow, the other might easily
follow. Thereis a short exercise explained here for you to do. Please read it later on your
own and do it —don't just read it. It's fun to do.

Go watch rapport.

The more prominent signs of rapport are easy to notice.

Postures

Gestures

Range of movement

And thelevel of energy they both have

pWONPE

Qualities of voice:

The way voices sound can also give areal indication of rapport within a conversation.
We convey atremendous amount of meaning with these voice qualities, as the quick
exercise below demonstrates. In oral communication, these symbolic messages are
transferred by means of intonation, tone of voice, vocally produced noises, body posture,
body gestures, facial expressions or even pauses.

Now we'll just have alittle fun together for amoment. May | ask for three volunteers?

Change your meaning and not your words.

Using the phrase *Yes al right then,” repeat it three times, changing the quality of your
voice each time, using the following characteristics.

Try —Board and dlightly irritated.
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Try — Hiding your excitement.
Try — Resigned, but compliant

Notice how the meaning or intention of the phrase changes each time your voice quality
changes.

Voicetone and quality will be extremely important for you to hone. Why? Asalife
coach, you will probably be doing a great ded of coaching over the telephone with your
clients. Y our voice will be the key to your success and ongoing work with leading your
client to his or her goals and objectives.

We won't go through the next short exercise, but please read it on your own later and try
it because it’s definitely fun to do. Let’s move down to the heading “ Language and
Words.”

IS CELeEE] Change your voice.

L anguage and wor ds:
Whether you are in construction, finance, the theatre, or any other profession, you're
likely to have your own words or phrases that help you to feel related as a community. If
you find yourself on the ‘outside’ of this kind of language, it is possible to feel

1. Alienated

2. Disoriented with the conver sation

3. Uncomfortable

When speaking, it is dways imperative to remain conscious that you do not use ‘ buzz
words' or ‘catch phrases’ that you have not already introduced to your client.

Beliefs and values:

What we believe to be true about our world and ourselves can either separate or bring
people together. If your client reads you as holding the same beliefs and values as he or
she does you will enter rapport very quickly. We are not saying that as a coach you
should compromise your beliefs or values.

Y ou want to build a strong bond with your client in order to assist him or her in reaching
their goals and objectives. Any smaller insignificant differencesin beliefs or values that
you and your client may hold should be released. Remember, coaching is about
supporting the client. It is not about Y OU.
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When to increase rapport:

Y ou should only attempt to increase rapport when you feel that there is aneed for you to
do so. Sometimes, it simply isn’t necessary. Increasing rapport when it isn’t necessary
may alter behaviour to the point where you begin to mismatch and that will actually make
things worse!

Where the client appears comfortable in the conversation, looks and sounds relaxed, and
is showing no signs of alienation or disassociation, the tendency should be to end
building rapport and just let the energy flow.

Increasing rapport through simple matching:

One well-known way of increasing rapport is known as matching. This means being
literally the same in some way as the person you want to build rapport with. Within a
coaching environment simple ways of building rapport would include matching posture,
voice quality, speed of speech, physical gestures, etc.

If when coaching, it feels that the rapport isn't what it should be, look at the mismatches
or differences between the client and yourself. Check on posture, voice qualities, amounts
of energy displayed, obvious things that you can easily adapt to without any difficulty.
Check gestures, speed of speech, and match these as closely as possible.

Most often, by making subtle changes, the entire rapport will shift within just a matter of
moments.

When is matching actually mismatching?

If you overdo it, that is, match someone very obviously, or to an extreme level of detail,
then instead of building rapport you will actually alienate the individual. There is nothing
worse than having someone ‘mirror’ your every movement, behaviour and gesture.
Sooner or later, you'll notice that you have what appears to be a very strange person
behaving oddly in front of you! Matching effectively is a subtle art. If you want to match
someone who is leaning forward, first incline your body slightly toward them. If someone
is continually smoothing their eyebrow, brush your hand across your own. If they
continually clasp or wring their hands, then occasionally bring yours together. This might
sound strange, but it works.

The question of eye contact:
Some individuals try to increase rapport by looking someone in the eye for long periods
of time. You might find that people in retail or sales professionals do this. Thisisnot a

guarantee of building rapport. Many people are extremely uncomfortable being * stared’
or ‘gazed’ a. Some may even find this threatening.
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In judging how much eye contact is appropriate with another person, we should aways
work toward matching them. If the individual gives you lots of eye contact, do the same.
If they give you shorter gazes, match that. Simply put — notice the client’ s eye frequency
and match him or her as closely as possible.

Overal, as you practice al of the elements of rapport —Once you find that you can gain
good rapport with people easily, your confidence will increase and your intuition in this
areawill lead you all the more strongly.

The next exercise called “Increasing and decreasing rapport” isalot of fun. We won’t go
over this exercise now, but I’d like you all to read through it later and practice it afew
times. So, let’s jump down to the next topic heading ... “Integrity.”

Let’s move down to the topic headed * Integrity.”

I ncreasing and decr easing rapport.

Integrity:

Integrity refers to the association or alignment between what we know to be true, right,
wrong, good, bad and what we actually do. Integrity causes usto be of our word. Asa
coach, what we say must match what we do. If you say you're going to call your client,
then call them. If you say you' re going to post them some information on Friday, then
post it on Friday. This simple congruence of words and actionsis very powerful within
the coaching relationship.

Thisleads usto say — (and | believe that these are written for you)

=  Make commitments wisely —“Can | keep the commitment? Isthisa
good/reasonable commitment for me to make?’

= Make commitmentsimportant — record them, make them a priority.

= Deal with the consequences of any commitments you have not kept — apologize,
make amends, put things right.

So, if you are doubtful about whether you can keep a commitment, don’t make it!
Opennessand trust:

A really successful coaching relationship will include a sense of

1. openness
2. and trust
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between the coach and the client.

The following are ways that a coach can promote this trust and openness: (I believe that
these are written for you)

Share personal facts (only occasionally and when appropriate).

Declare your own thoughts and feelings only when appropriate.

Speak your own truth consistently.

Be of your word (keep commitments).

Keep confidences — confidentiality is extremely important (you earn this sacred
trust).

= Support the client in conversation outside of the coaching sessions.

= Actintheclient’sbest interest in every situation and at all times.

SUMMARY
As a coaching skill, you should emulate the following?
1. Gaintrust

2. Havetheclient - Buy-in to your coaching services
3. Hold influence within the coaching conver sations.

Good rapport refersto the quality of relationship happening in the conversation, as the
conversation is happening. Where we are alike, we like, but where we are different, we
don’t like! Traditional techniques of simple physical matching do have aleve of
influence. What additional factors are important to rapport? Here are three:

1. Our sense of shared values
2. Common aims
3. and our intentions

Overtime, the positive devel opment of a coaching relationship is affected by:

Integrity
Consistency

Openness
Trust.

ApLODNPE

The rewards of great coaching relationships and a clear conscience are worth the effort.

*View thefollowing Supplementary Forms:
» R100 — Rapport Techniques.pdf
» R101 - The Power Of Influence Through Rapport
» R102 —Building Rapport In A Coaching Relationship
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SELLING COACHING

Introduction: Today were going to be talking about “ Selling Coaching.” We'll talk
about the “ Give and Get” aspect of coaching and making the experience of coaching a
great one for your prospect. We'll talk about understanding your prospect’s mind, the
guidelines for the providing the sample session as well as getting the results that you
want from the sample session.

To establish a successful coaching business, you need to know how to sell the services
that your business offers. Selling asit pertainsto a coaching practice, requires an
explanation. Because, few people actualy know what coaching is, how can you sl
something nobody understands? The answer is, of course, that you can t. Would you buy
an expensive service you had never tried and that you knew very little about? Not likely.

For someone to buy your coaching service your prospective client needs to know what
coaching is; and they have to see your service as a solution to one of their existing
problems. They need to know you, like you, trust you, and have avery good sense that
you are competent and fairly priced. Ultimately, they have to believe that coaching will
provide the benefits they are seeking.

While very few people are actualy looking for a coach or have reached the conclusion
that a coach isthe answer to any of their existing problems, everybody has adream or is
going through challenges or wants to make some changes.

When you are just starting out in your practice your job is to find the easiest way to have
all these people see you as a means of achieving their dreams, overcoming their present
and future challenges and effecting great changes. In other words, you must attempt to
raise your prospects awareness to the fact that they have areas of their life they want to
work on, and then have them experience coaching as an effective means of delivering
solutions to make those changes. When you do that, you will have all the clients you will
ever need.

Give and get (or alternatively — Giveto get)

To accomplish this we are going to focus on the most powerful and well-established
principles of building a coaching practice: Giveto Get. The best way to ‘sell’ coaching
(inthe early stages of your coaching practice) isto ssmply ‘give’ away great experiences
of coaching to qualified prospects.

Themain point is: that a great coaching experience isthe best way to sell coaching. Note

that the key word here is experience. Y ou definitely don t want to fall into the trap of
trying to explain coaching to prospects. If you do ... you will fail miserably! Y ou can be
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as eloquent as a poet, yet your finest wordswill at best trand ate into a state of bewildered
confusion, which is not effective for most prospects to make the leap of faith required to
become coaching your client.

We will dwaystell you NOT to get into a discussion with prospects about methodologies
that you use in coaching. Always concentrate your focus on “solutions’ to your client’s
problems. After all, the prospect doesn’t care about methodologies, they ONLY care about
what solutions you are offering. They don’t careif you use Byron Catie' s “ The Work” as
your basis for coaching or a method that | have developed. The client wants to hear about
solutionsto their biggest problems and challenges. If you begin talking about someone's
methodol ogies, you will end up talking about the “other person” not your coaching
services, so don't waste your time or your energy.

The great experience

When you give people agreat experience of coaching, they connect emotionally to
important parts of their life that have often been left behind. Work with your prospect on
the dreams, the biggest challenges, or the changes that they are going through and the
prospect will begin to see coaching as a powerful way to connect with and realize the
results that they want. If you do thiswith qualified prospects you will get lots of clients.
(Please look at your Success Conversion Coaching Enrollment Strategy for more direct
information.)

Y ou have 3 places to write the names of 3 of individuals you believe would be qualified
prospects. So keep thisin mind as we go through this lecture.

Under standing your prospects mind

Depending on the prospect, their mind may be described by one or more of the following
statements. They are written for you, so I'll just read afew and you can go over them
later:

Noisy, filled with conflicting desires and fears.
Focused on their situation and their challenges.
Confused, wondering how to best solve their problem.
Uninformed or inexperienced with coaching.
Sceptical, doubting whether coaching is for real.
Resistant, stuck in their perspective.

Wondering how it works and if it will work for them.
Wondering if you are the best coach for them.
Wondering if they are paying too much.

Wondering if they can afford you.

Sound familiar? Thisis probably how you feel when you go out to purchase something
you have never tried before. In times of stress, or when moving beyond our normal
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behaviour, you can expect to see everyone’ s doubts and fears emerge. To convert a
prospect to a customer, you have to overcome any possible negative concernswith a
stronger positive desire.

What you want your prospect to experience are the feglings associated with the better
future they imagine is possible by working with you. Your job isto help them identify
and experience (at an emotiona level) the feelings of those future benefits. If you can
help aqualified prospect get in touch with, and feel their deepest desires, address any
legitimate concerns they might have, you will have a client. Imagine a prospect’s mind as
alittle teeter-totter. On the one side, you have their doubts and fears.

Y ou need to put enough value on the other side of the teeter-totter to have it tip in your
direction; and you only have a brief opportunity to do this. The best way to do thisis
through a powerful sample coaching session.

Providing a great ‘Sample Session’

As coaches we know that coaching is avery powerful and successful service. In fact
coaching is proving to be one of the most effective methods of growth, training and
development available. Research data show that even though coaching is arelatively
new service, 98.5% of our clients are happy with their coach. 83% of our clients stay
with usfor at least three months. The majority of clients stay with us for six-months.
And some clients simply never leave.

Other studies in organizations have shown that coaching programs have achieved
between 500 and 700% return on investment. No wonder large companies are putting
money into getting their staff coached! Clearly, there is something very powerful
happening in coaching relationships. But coaching is new and few people have actually
discovered its power — so, many coaches struggle to fill their practice because they just
don’t know what to do!

In the early stages of your coaching business, before you have developed a niche and
marketing strategy to attract large numbers of qualified prospects, your ability to deliver
agreat sample sessionisacritical factor in building a successful coaching practice.

Remember, most folks don’t understand coaching, and so they aren’t looking for a
coach, a sample session is your best way of introducing them to the process. Allowing
prospects to see the potential payoff, and moving them to a place where they would want
to work with you is where you want to walk the client to. As a cautionary note,
remember coaching is most powerful when it isfluid, natural, and unscripted. So don't
try to impose these steps in a mechanical way.
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Sample Session Guidelines

After years of experimentation, we offer arough recipe outlining some of the key
components that will help you deliver powerful sample sessions. Think of these as
guidelines that you can naturally weave into the conversation where appropriate and
when the opportunity presentsitself. These closely follow your “Enrollment Strategy.”

1.

Take Your Prospect Deep: (Coach on Something Important) Sometimes when
you engage a prospect in a sample session and ask them what they want to work
on, they will reply with a superficial topic. They might say, "l need to organize
my garage." Respond by affirming you both could certainly spend time on that,
then inquire if they might have something a little more important—perhaps a
dream, chalenge, or change they want to make—for which they would like some
coaching. Even if you are successful in helping them organize the garage, it
won't be seen as an important enough benefit to justify hiring you as a coach.
However, if you can help them make a breakthrough on a dream or some big
challenge they are facing, the prospect will more fully appreciate the value of
coaching.

Take Them out into the Future: Let's say a person wants coaching on a big
goa or dream. Ask: "If you are really successful with this, where will you bein
XYZ months?” (Y ou want them to create and experience avery clear and
compelling vision of the most successful outcome.)

Find the M eaning: Once a prospect has described where they would be if the
coaching was hugely successful, explore the meaning of that goal. "What is
important about this goal to you?" or "What will achieving this goal give you?"
(You are beginning to move them out of their thoughts about the goal—which
have a short shelf life—into the more powerful realm of the meaning and
emotions associated with the goal.)

Exploreand Embody the Emotions. Once you have a prospect in touch with
his most desired outcome, continue to explore the emotiona payoff. "What will
you be feeling when you know your dream has come true?" Ideally, you want the
prospect to see, touch, and taste or otherwise embody the emotional reward.
Again you are building the prospect's emotional connection to the goal; this
emotion will fuel the actions needed to overcome all the obstaclesin the way.
(Naturally, there will be situations - perhaps a business client who is not
comfortable in discussing emotions with you yet - where you might wisely
choose not to explore the emotions associated with agoal.)

Coach the Person, Not Just the Circumstances: Remember the most powerful
work you will do is in coaching the prospect, not the situation. So don't forget to
explore who the prospect wants to be—the qualities they need to bring forth—to
achieve the desired outcome. For example if the prospect wantsto get into a

leadership position in their career, explore what |eadership qualities they need to
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bring out or develop to become the best possible leader. And wherever possible,
coach the prospect to a place where they feel and physically embody these
qualities. If you get your prospects to this place, nothing will stop them.

6. Find the Payoff: Find out what it would be worth to your prospect if they were
successful in achieving their desired outcome. “ So if you do find a job that you
love, (double your sales, lower your stress, improve your health, etc.) what
would it be worth to you?” The answer to this question may or may not be
financial, but as long as the prospect connects with or reflects on the value or
importance of the changes they might make through coaching, they will be far
more likely not to begrudge paying for your services.

7. Bringthe Prospect Back to the Present and into Action: Once the prospect
has seen and experienced the outcome they want and experienced the associated
meaning and emotions, bring them back to the present and wrap up the sample
session by asking: " So what is the next—or first—step forward?" (toward the
great dream or outcome they have described). Coach the person to break off one
tangible first step and set up some accountability, so the step gets taken.

8. Ask for the Businessand a Referral: Once you have taken a prospect through a
powerful sample session, you and they will have a sense of whether thereis afit.
From your side, you simply need to confirm you would like to work with this
prospect (and that they can afford to hire you). You can say, in your own words,
with 100% integrity and authenticity, " That is a powerful vision you have for
your future. If you are serious about realizing it, | would love to be your
coach." Or you could say something like this, "I really enjoyed coaching you.
If you want some support in reaching your dream, | would love to be your
coach."

Find away to point out that knowledge and intention alone does not translate into
changing behaviour. (Otherwise everyone would be keeping their New Year's
Resolutions.) Everybody has had the same experience of wanting to change, but never
seeming to get around to it. The format of coaching allows the focus, accountability and
growth necessary to make changes happen and stick. If you can get this point across, you
will get your share of enthusiastic clients.

Dealing with objections

When you master the art of a sample session, you should expect at least ONE out of SI X
qualified prospects to decide to work with you. (This number will increase to two out of
SiX or more as you master your enrollment strategy and get better at identifying truly
qualified prospects.)

However, no matter how good you are, you will inevitably encounter objections,
reasons prospects have for not being ableto say ‘yes' to working with you. Sometimes

Rhema International © 1992-2010 167



it isa concern about money. Sometimes they simply are not at aplacein their life
where they think they can benefit from coaching. The key to handling objectionsis
for you to stay in 100% integrity, authenticity and detachment. Thereisno point in
bringing undue pressure on the prospect. It is not good for you, and it is not good for the
prospect, as they will only quit coaching at the earliest possible moment.

Sometimes objections indicate the prospect requires more information. Carefully and
respectfully take the time to clarify what additional information they may need. If it is
agenuine affordability concern, and you really want to work with this prospect, you
can explore some ways to make thiswork. If you do not have afull practice, consider
reducing your rate, or providing fewer coaching sessions in a month.

If you sense that it is not an affordability issue, but rather the prospect’ s doubts and fears
that are surfacing you can explore what will be the cost of not taking action.

Anybody who has ever sold anything will benefit from developing their own way of
handling objections. If you approach the situation with full integrity and a sincere desire
to help the prospect - detached from whether or not they will decide to work with you -
you will safely navigate through the majority of objections. And remember, at the start of
your practice you should expect five out of six people to turn you down.

We won't take the timeto read “A Tip On Handling Objections’ by Linda Finkle just
now. You can read it on your own later today or tomorrow. There is some good
information here, so please read it. Let’s move down to the heading “ Getting Results.”

Getting results

Y ou gain many important things when you provide a sample session. What you gain are
these:

= Experience
Y ou become more experienced with the more work you are actively doing.

* Building Your Network
Y ou will gain a prospect to your database through your clients actively impressing
your abilities on others. Y our successful clients are always your very best
advertising.
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» Professional Relationships
Y our prospective client knows that you are a professional Coach and has already
come to experience some of your creative work.

It isnot particularly useful to spend alot of time or energy on what did or did not happen
during a sample session. It is best not to get hung up on the things you could have said or
ideas that you could have planted.

Now, as aside-bar, Gary Glasscock, one of our Master Certified Coaches and a CCA
Lecture Associate came up with this great idea. If someone doesn’t purchase your
services after the sample session because they can’t afford it — how about telling them
that if they refer 5 others to do a sample session that you will give them 1-hour of free
coaching? Isn’t that a great idea?

That means that you' l| be promoting your services to five other folks that you don’'t have
to go on asearch for. Now that — IS marketing at its best.

Look at each sample session as your opportunity to connect with others and encourage
thelr participation in your career. Never fear, there are always clients waiting in the wings
for you to work with. If the prospective client doesn't hire you, it’s not necessarily about
you. Chances are that their decision had nothing to do with you and everything to do with
them. It's not ALL about youl!

PERSONAL GROWTH CHALLENGE:

It isimportant to make it you aim to complete as many sample sessions as possible, as
early aspossible. Don’t worry about waiting until you feel ‘ready’ or until you think that
you have all of the ‘necessary experience’ before you begin.

The important thing is that you begin, and that you begin NOW! It is afact that the law of
averages will provide you with the client-base that you are seeking.

> Make a serious effort to provide at least 12 free sessions each month.
> Begin to offer group Coaching in an area of interest.

> Develop client relationships by offering ‘ private sessions' to the attendees.

A word of encouragement

It is so important that you study the Success Conver sion Coaching — Enrollment
Strategy. Within that document you’ll find more in depth training on selling coaching
through the sample session. Be patient with yourself. Remember that you have
remarkable life experience and that it will serve you well as you begin your new venture
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as a Coach. Remember too, you have aready Coached othersinformally — bringing
together all of your talents and strengths.

*View thefollowing Supplementary Forms:

» B101 - Benefits of Working with A Coach

= (C102 - Construction of Enrolling Clients

= C103—Articulating What Y ou Do

* R101 - The Power Of Influence Through Rapport
= Q102 — Asking Good Questions
= Q103 -—50 Power Questions
» T101 - Coaching Traditions

In conclusion, study the * Success Conver sion Coaching — Enrollment Strategy.” You
will find that PDF under “Week TEN” in the Student Area.

Make sure you download it —read it — understand it — and practice it again and again until
you are completely confident in giving the sample session.
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STAYING IN BUSINESS

Introduction: Today as we talk about ‘ Staying in Business.” We'll discuss moving out of
our comfort zone as we think about building our coaching practice as ajourney. We're
going to think about what support we might require to sustain our business and we'll talk a
little bit about the growth model. We'll talk about just who a “qualified prospect” is. We'll
talk about prospecting possibilities and we' Il even discuss that all important thing —
“setting your pricing.”

If you are like most individuals, you were drawn to the vocation of coaching because you
like helping people. But the truth is you can't help many peopleif you don't stay in
business.

And when you are just starting out, staying in business can be difficult. You don't have the
confidence or competence you will have down the road. Y ou don t know al of the right
things to do and you don't know all the right things to say. Y et you have a huge need to
gain more experience in coaching and develop a positive cash flow.

Obvioudly, to stay in business, you will need to obtain the best results that you can. To get
the results that you want, you will need to continually grow and change and adapt.

| need to say this ... nothing we can share with you will help get you clients unless you act
onit. To act on it you will need to walk through your doubts and fears. To walk through
your doubts and fears, you will need to grow and to find the easiest and most natural way to
market yourself. Y ou may find that discomfort comes from resisting the growth needed to
become the person you need to be, to get the results you want. That is, and will always be,
the biggest challenge to moving forward.

Y ou can learn more about the process of marketing, and you can go through all of the
motions of marketing your business, but, unless you become the person whose passion,
vision, and forward momentum is strong enough to overcome the bundle of old fears,
habits and limiting beliefs, you will have difficulty in sustaining the sort of effort needed to
get the results you really want.

Ultimately you will benefit from getting as knowledgeable, and a most as passionate, about

marketing as you are about coaching. Anything less and you will struggle and have far less
impact in aworld that badly needs your skills.
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Moving out of your comfort zone

We are all in equilibrium. In high-school science, we learned about homeostasis, the
tendency of al organic systems to seek equilibrium. Each of usisavery complex
organic system and we are al in some form of homeostasis. We often call it our comfort
zone and we are very resistant to move out of it.

In fact we can devel op elaborate defence mechanismsto keep us where we are. And as a
result, when we attempt a change, there is resistance.

Most coaches building their practice have a desire to succeed, establish a more abundant
practice, and live the life of their dreams. These desiresinitiate change. In opposition,
consciously or unconsciously, they have beliefs and habits that resist change. . .
thoughts like: “1 can’'t do it. They will reject me. Nobody wants coaching.” To move past
this type of resistance, you need to find away to feed the desires pulling you forward and
manage the resistance holding you back.

Building your practiceisajourney

Starting anything new is a challenge. Building up your coaching practice will be a
journey. There will be highsand lows . . . moments of great elation when you get a new
client and days of despair when the phone doesn’'t ring and no one returns your calls.

In the beginning, you may be investing both time and money. Make sure you have
sufficient reserves of both. It would be foolhardy to start a new business on a shoestring
unless you plan to start small. Success takes time, planning, inspiration and consi stent
effort. Being consistent is key.

Also be aware that there are important lessons to learn along the way. Y ou will need to
learn new skills and let go of old habits. Y ou will need to move past your doubts and
fears. You will need to find and connect to your inner fire, believe in yourself, believein
the value of what you are doing and find away to express your unique gifts that
positively impacts and serves the world. In short, in order to succeed, you will need to
become the type of coach and businessperson to whom successisanatural consequence.

There will be many people who will not understand you. Prepare yoursdlf for the
rejection you will fee when you find out that most people do not want a coach right now.
Anticipate that your offer for coaching will be routinely declined and that this has little to
do with your worth or the worth of coaching. It has everything to do with the fact that at
any given time, only a small percentage of people are able to hire you as a coach. Thisis
just afact you will need to work with.

To succeed in building your practice, you will need to keep your eyes firmly on the

outcome you want: a successful coaching practice full of meaning, freedom and joy. And
keep taking the daily and weekly steps you need to get there.
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Y ou may have many moments of doubt, but if coaching iswhat you are called to do, you
will find away to overcome al challenges and keep moving forward. And aslong as you
keep moving forward, you will reach an abundantly successful coaching practice.

Support

Sustaining a purposeful commitment requires support. We absolutely identify this. To
accomplish your goals, you will need support. Many new coaches come from
professional environments where they had full support systems; their colleagues, their
boss, and even the reporting or reward system to keep them focused and moving ahead.

As an independent professional or “entrepreneur , you will need to set up new support
systems to keep you focused, encouraged, and accountable. Lack of an effective support
system is one of the biggest reasons why many new coaches under perform in their
businesses. Here are four more reasons why some new coaches under perform:

They don’t have meaningful gods;

They don't set weekly priorities,

They don't routinely review what is and is not working in their marketing efforts;
And when they get stuck, they stay there for too long.

AwWDdDPRE

The growth model

Y ou should see the growth model on your page:

SPEEDING UP YOUR PRACTICE>

Slowing Force Accelerating Forces
o [Gowtion — >

|

Attitude

You

This model shows that the rate at which your practice will grow is equal to your:

Know-How + Action + Attitude — Doubts and Fears= Your Success!
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The growth model is centered on you, wanting to accelerate the growth of your practice.
To accelerate anything, you need to apply some force. The accelerating forces can be
grouped into three areas.

Thefirst forward force is Know-How: those things you absolutely must know to get your
practice off the ground, (i.e. how to coach, how to ask great questions, who your ided
clients are, what their problems are, how to package your coaching as a solution to their
greatest unmet needs, how to price yourself, etc.).

The second accelerating force is Action: which covers the various activities that must be
done for you to succeed. (i.e. have a marketing plan, make your calls, talk to people, ask
for the business, put in the time, etc.).

Thefina forward force is Attitude. Here we are referring to the positive “being” side of
building a successful practice. (Or, those persond qudlities, habits and the outlook that
contribute the most to your success.)

Together, when properly managed, these three accel erating forces can move your practice
forward at an extraordinary rate. Another important part to the ‘ growth model’ worksin
opposition to the accelerating forces. It is al those doubts and fears, old habits and
limiting beliefs that hold us back and generally slow our progress. Y ou may want to |ook
at some of your present beliefs by working with the “Examine One Belief” form that
you'll find in your Supplementary Forms Folder.

Know How and know ‘who'

Quite simply, you need to know how to coach. But keep in mind, unless you take your
coach training seriously and practice the craft and skills of “asking great questions” on a
regular basis, you will not be coaching to your full potential. And you will not be creating
the maximum value for your clients. Asking great questionsis the key to the coaching
process!

You don't have to finish your training to begin to work with clients, but at least beginiit.
Learn your Coaching Format found in the Coaching Guide. Everything you need to do a
successful coaching session isright there! Put 50 great questions to memory and you will
be well on your way to successful coaching. After a couple of months of practice, you
will have the competence and confidence you need to add value to your clients, and that s
important.

> Asaside bar, let metell you that when | started coaching | had concerns about “What
if 1 can't think of a question and thereisjust along period of silence. To relieve the fear |
created alittle book to have on my desk during coaching calls. | simply began collecting
great little gems of questions to use during my coaching calls. As the book got more
fleshed out — | added delineated tabs. So the book asit istoday has for example, has
sections for home life, business, relaxation, life’s priorities, hopes and dreams ... and the
list goes on. Asaresult, I've never been lost for aquestion ... the great thing is— clients

Rhema International © 1992-2010 174



don’t know | am using any tool at al when I’'m using my “little book of questions.” Use
this same idea and set your mind at ease. Isn’t that great?

Who isa qualified prospect?

There are just too many people in the world to begin to market your services to everyone.
If you tried to market to everyone, you would exhaust yourself. To build a successful
coaching practice you will need to identify and focus your marketing efforts on qualified
prospects — and if possible, on a specialty niche. In its simplest form, aqualified prospect
is someone you d like to work with, who is open to working with you and could actually
afford to hire you as a coach. How many coaching prospects are there? There are countless
coaching clients if you know where to look for them. Not enough if you don't know where
to look.

Ability to pay

To qualify prospects, we consider their ability to actually pay for coaching service.
According to figures from the U.S. Census Bureau and the U.S. Bureau of Labor
Statistics a $45 thousand dollar threshold is aroughly estimated milestone to indicate a
prospect has enough disposable income to hire you as a coach.

Many coaches have clients who earn must less, of course. If people really want to
change, they will find the money to work with you. However, we suggest targeting
prospects that exceed the $45 thousand threshold, for one-to-one coaching, as we
estimate that over 90% of all coaching clients have been shown to have annual incomes
in excess of this amount.

Theinclination factor

Not everyone that is of the right income leve is open to working with a coach. Many
people believe they don't need a coach. Many people have not realized that coaching is
asolution to many of the challenges they face. Many people are slow adapters, rel uctant
to embrace new services;, many more are just downright stubborn, committed to do it al
on their own.

What does this mean in terms of numbers?

Having worked with coaches al over the world, if aprospect is qualified by age and
income, we estimate that between ONE out of SI X (thiswould be in conservative areas
where coaching is just making inroads) or TWO out of SI X individuals (in progressive
areas where coaching has a higher public profile) are open to coaching.

What Does ThisMean in Terms of Finding Clients?

If we take into consideration the number of fully qualified prospects and divide them by
the estimated 20,000 people currently calling themselves coaches (rough estimate,
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nobody really knows), there are between 400 and 800 North American clients for each
coach. If you add in the additional population base of the rest of the developed world
(where coaching has taken root) you can easily multiply these numbers by two, which
would indicate there are between 800 and 1,600 clients out there for every single coach.

That sort of client base should keep us all busy for quite awhile. And while we work
through these existing potential clients, more people are becoming open, interested and
ready to work with a coach each day. And if you offer group coaching, tel eclasses,
books or other info products you can sell to a much broader demographic which could
easily triple these numbers again.

These figures can only be considered arough estimate, however, are considered by most
coaching organizations to be an authentic estimation of possible prospective clients. So, if
you carefully select your prospects to be within the most favorable age (25 - 65) and
income distribution (over $45K) at least ONE in SI X individuals would be open,
willing, and able to work with you, given the right presentation. (The right presentation
would be the Success Conversion Coaching — Client Enrollment Strategy.)

And the better you get with your ability to deliver a strong sample session to your
prospects; thisratio will increaseto TWO out of SIX.

Prospecting possibilities
There are four factors here to look at when diagnosing the Enrollment Strategy:

1. Randomly describing coaching — If you were to just describe coaching to arandom
sample of the general population, lessthan 1 in 1000 would be likely to become a client.

2. Random sample sessions — If you were to just give out good experiences of coaching
to arandom sample of people, 5in 100 would become a paying client. (That is the 5% of
the population with the right age, income and inclination.) Y ou would be rejected 95% of
thetime.

3. Focused sample sessions — If you were to offer a sample session to prospects qualified
only by age and income — the more visually apparent and easily estimated factors - half
will accept the sample session and at least 1 out of 3 of the sample sessions will result in
aclient. Thismeansat least 1in 6 (166 in 1,000) qualified prospects qualified by age and
income could become your client.

4. Focused ‘ specialty niche’ sample sessions — When you are working with a specific

niche, if you were to offer coaching as a solution to existing problems encountered by a
particular niche of highly qualified people, over one third could become your client.

Pricing your services

Many coaches struggle to price their services. A very common error among rookie
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coachesisto let their doubts and insecurities price their coaching services. The logic goes
like this, “ 1 have only been coaching for a few months, | can’t bereally good, and
therefore | cant charge much for my services.

Thus the average new coach charges between $150 and $200 per month per client in the
first 12 months of their practice. Y our humility is avery natural reaction, but it is kind of
like offering a discount for brain surgery. |’ mnew at brain surgery; in fact you are my
first patient, so | would like to offer you surgery for half the regular price.” Most patients
will head for the door because they don t want to be your guinea pig.

The point is that many people will make assumptions on your competence as a coach
based on the fees you charge. Pricing your servicesto your experience level will make
many potential clientslook for someone who ‘may be perceived’ as more competent. But
if you are content with your price and it is congruent with your integrity you can dways
more forward when you feel the timing is appropriate.

If you prefer to optimize the pricing of your coaching services, you will want to consider
pricing to the market you are serving. In general terms, as of the writing of this material,
competent and well-trained life coaches may average between $300 and $500 per month
per client. Anyone doing business coaching would typically start at $500 per month.
Should you have the fortune, aptitude, experience, or inclination to work with senior
executives or successful entrepreneurs more common fees would be in the range of $750
to $1,000 per month.

What isincluded in the monthly fee?

There is wide variation among coaches. One of the most common formats is three or four
30-minute sessions per month. But one of the nice things about running your own
practice is that you can decide what works best for you and your clients.

The 20% rule

Asagenerd pricing rule, you will know you are correctly priced—for the particular
clientele you are targeting—if one in five (20%) object to your pricing. If fewer than one
in five object to your pricing, you are priced too low. If greater than one in five object,
you are priced too high.

Pricing at the start of your practice
When you are beginning your practice, your greatest need isto build your competence as
acoach. By that we mean — practice and learn the art of asking great questions!

Therefore, if you want to work with a client and he cannot afford your regular rate, and
since you do have lots of room in your practice, find away to make it work for him.
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You can simply say, “ | would really like to work with you. Can you afford $X?” (2/3
of your rate for example). Alternatively you can say, “ Well, | would love to be your
coach. How can we make this work?”

Your client will get acoach; you will get the practice. Y our income will grow from there.

*View thefollowing Supplementary Forms:

» B101 - Benefits of Working With a Coach
B104 — Coach’s 90 Day Goals and Objectives
C103 — Articulating What Y ou Do
SC101 — Self-care List
F103 — What to Do About Fear
SB101 — Client Retention List
SB102 — Coaching Evaluation Form
PDF —How Do | Coach.pdf
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THE SPECIALTY NICHE

Introduction: Welcome everyone — today we' re going to discuss the importance of the
specialty niche and shy you should have one and we'll even talk about ways that you can
begin thinking about what your specialty niche should be. We are going to talk alittle
about possible niches - how to develop a niche and we'll even look at what a specialty
niche can do for you.

| can’t begin to tell you how many coaches communicate with our office each week who
aretired, exhausted, discouraged and lost. They feel confused because, even though they
were professionally trained as a coach, they still don’t have a coaching business. They’re
also tired of watching in frustration how “other coaches’ get new clients and build
successful businesses, while they continue to struggle.

The bottom line is — the sooner you choose a niche to work in, the sooner you' Il start
making money as a coach. The key, asaways, “DON’'T SELL COACHING!” Sl
solutions to the problems peopl e are experiencing!

I schoosing a niche important?

When you choose to focus your marketing efforts on a particular group of people who are
most likely to value and accept your services, it is called choosing a niche.

When you develop aclear, relevant, interesting, and memorable message to set your offer
of services apart from everyone else's, and clearly answer the question of who you are and
why you are here, you have developed your own brand.

Il give you a moment to think and write down 3 things that would set your services
apart from everyone els€’ s—just asyou seeit at thistime.

When you target awell-chosen niche and devel op a strong brand, you break into the
marketing Promised L and where you will have more clients than you ever dreamed of .
So let’slook at what isinvolved in doing thisright.

Therationale behind the niche

If you are just starting out you may have difficulty deciding what your best niche may be.
Y ou may not know what group of individuals you are particularly attracted to working
with just now, or which group may be best to assist you in developing a sustainable
business. Y our niche will makeitself clear to you over time. A very productive nicheis
one that will develop over time as you begin to brand and position it within the market
place.

Therationale for choosing anicheisthis: focusing on a particular group who
under stands and values your_expertise. Thisis so that you can become a well-
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recognized big fish in asmall pond.

Further, because you know the particular challenges of the group, the solutions they are
looking for, the lingo, and the habits of your target niche, you can focus your marketing
efforts and achieve better returns for a given marketing effort. Ultimately, as you become
established in a niche, more and more clients will cometo you.

In professional coaching, there are some broad and clearly defined specialties such aslife
coaching, career coaching, business, corporate and executive coaching, etc. Within these
general categories hundreds and hundreds of niches are evolving. New niches are
appearing al the time.

For exampleif you have ten years of experience working in small business, you would
know the challenges that small business owners face. Y ou would know how to recognize
thelir strengths and weaknesses. Y ou would know what associations or trade fairs they
attend. Y ou would know the periodicals they read. Y ou would talk their language. And
most importantly you would know how to do your pricing and packaging so that your
coaching services would be seen as an attractive solution to their most common problems.
Y ou would appear a much better choice to the members of this niche than another coach
who does not have the experience that you offer.

Herearethe7 main pointsto think about when considering a specialty niche — these
are not included on your crib-notes, so please pay close attention and just make afew
short notes to help you to remember:

1. Passion: Could you, the coach, feel passion for the niche? Are these the kinds of
clients you would enjoy working with? Do you find the work you will be doing
meaningful and satisfying?

2. A Burning Need. Isthere an intense, perceived need for the niche in the minds of
your prospects? Are they truly concerned about the issue which you can help
them solve with your coaching?

3. Underserved. Isthe niche underserved? Is there room for you in this niche?

4. BeFirst. Paradoxically, can you be "first" in your niche? If you can be —you are
onto something that will pay-off.

5. Discretionary Income. Can your prospective clients pay for your services? Can
they, at least, afford $150 per month for membership in your virtual coaching
groups?
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6. Can you find them? Can you locate members of the niche? Can you find these
peoplein order to be able to serve them?

7. Partnership Niche. If niche selection grinds you to a screeching halt, don't give
up. Consider developing a new niche with a partner. Y ou can share costs,
brainstorm ideas, support each other, even split the investment

Examples of a Specialty niche (These are written out — you don’t need to read them all)

» LifePanning

= Teens

= ADD

» Health and Fitness
= Spirituality

» Relationships

» Parenting

= Women'sIssues

» Christian Coach

= Gay Community

= Dating Coach

*  Personal Empowerment
= Stress Management

= Speaker’s Coach

» Marketing

= Emotional Intelligence
= Writing Coach

= Corporate Coach

» Leadership Coach

= Executive Coach

* Business Coach

= Start-up Coach

»  Small Business Coach
= CEO Coach

A few more here:
= Parenting coaching
=  Wellness coaching

» Transition coaching
= Coaching for entrepreneurs
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Within a broad niche you can further specialize. For example you would be in a primary
niche if you were asmall business coach. If aniche is deep enough you can further
specialize and become a small business coach for retail stores. Or further, a small
business coach for start-up retail stores.

Being recognized and able to focus all of your marketing in a particular direction does
have its advantages. This will become even more attractive as professional coaching
continues to mature and more and more competition appears on the scene.

Having watched hundreds of coaches develop their businesses, we now believe a good
niche will give you three to ten times more clients, for a given expenditure of time and
money, than general marketing will. The benefits of finding a good niche are well
documented in the coaching literature.

The key question for most coachesis “How do | find my own niche?’ If that is what you
are thinking, your course comes with some working papersto assist you in finding your
particular niche.

How to develop a niche for your practice

Let’ s start this section by saying that one of the reasons that you decided to create your
own businessis to be able to do work that you enjoy, right? Give your preferences some
consideration when choosing your focus. Plan your business around the skills and
training that you aready have. Doesn’'t that make good sense?

Whether you craft a niche based on your specific skills or base one on the type of clients
you wish to serve, differentiating yourself from other skilled service providersis
challenging and absolutely crucial to your business success.

When you brand yourself for a specialty you increase your referral rate and even find that
you get referrals from other professionals far more easily — because they perceive you as
aspecialist —not a“generaist.”

There are 5 stepsto effectively develop a powerful niche, lets look at those:

1. First, identify your top niche possibilities (e.g. the people you are most drawn to
working with; work-at-home-moms? business owners? leaders? soul seekers?).

Placesto Look. (These arewritten out for the class)
a. Look at the clients you most love to work with.
b. What do they have in common?
c. Look at the type of work that gets you most excited.
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d. What are you called to do in this world?
e. What big changes do you see that need to be made?

f. What type of work is most aligned with your values? (e.g. Y ou may not
want to commit to training CEO’ sin coaching skillsif it means you will
be on the road, away from your family half the time.)

Do not forget to look at those places you have fled from. For example, if you area
refugee from corporate life, you perhaps are not even considering looking there
for aniche, “ They took my soul, | will not go back.” While you may
never want to work in a corporation again, wouldn’t it be great to help othersflee
corporate lifeif they found it as difficult as you did? And wouldn’t you know a
great dea about what that life was like and how to reach those in that niche?

2. Createalist and rank each of your possible niches through the lens of your
passions, strengths, and the needs in the marketplace. Specifically, list al your
possible niches in column one. Label subsequent columns for avariety of
subcategories that might represent your passions, strengths and needs.

(For example, as relates to passions, you might have columns labelled
"Aliveness , 'Values and Impact to represent how alive you are when you coach
this group, how well working with them would align with your values, and how
much of an impact you would have coaching this niche. For assessing how well
your strengths favour a particular niche, you might label columns Life
Experience”, Training”, Accomplishments’, and Capacity to be Great”. For
assessing market needs you might label columns Identifiable Unmet Needs”,
Ease of Accessfor Marketing”, Ability to Pay” and Level of Competition”.

Once you have created the matrix you can proceed to rate each niche, in every
column, on ascale of 1to 10. For exampleif you aready have the emails of every
business owner in your region, you would give this niche 10 out of 10 for ease of
Access for Marketing. If you had to track down each work-at-home-mom
individually, you might only give that niche 2 out of 10 on the same category.
Once you havefilled in each box on your matrix you simply total the score. The
niches with the highest score will be the best fit for you.

3. Once you have identified your top niche contender(s), dive into research mode.
Interview some prospects to better identify what their greatest needs are, how to
best communicate to the niche (do they have an association magazine or national
convention?), what your competition looks like, how to position or present
yourself” as an expert to the niche, and how to best package your coaching asa
solution to the niche s greatest unmet needs.

Itisin going out and talking to a few members of a possible niche that you will

really learn the specific information you need to know. Sometimes you will find
out that the nicheis not a good fit for you. Most of the time you will find that you
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will begin to get really excited. Y ou will see big problems that they have. You
will see where coaching can be used as a better solution to what they are currently
doing.

By the time you have competed your interviews with your niche, you should have
some very good ideas about how to best package your coaching as a great solution
to their biggest unmet needs.

4. Test market your solution. In other words create a program, (a one-to-one ,
coaching program, tel eclasses, workshops, etc.) to try out with your niche. Don t
be afraid to promote it at a greatly reduced cost to get your first few clients. You
will learn alot and you will gain a number of valuable testimonia s that will make
it easier to sell out your subsequent offerings.

5. Roll out your finished product while seeking every opportunity to speak, write,
present or otherwise share your knowledge with your target audience to increase
your exposure and solidify your position as an expert solution provider to this
niche.

Now isthetimeto really raise your profile so that your niche can easily find you,
and come to appreciate al the ways you can help them. Developing a great niche
takes aslong as it takes. Y ou may have to go through this process of thinking it
through a few times before you arrive at your ultimate niche. Keep at it. The
rewards are worth it.

And don't think it is all up to you. In some mysterious way, as long as you do
your part to get out there to see where you can add the most value, the world will
most certainly reveal some unmet need. The universe seemsto conspire to help
those that are passionate about adding genuine value.

Picking your niche checklist
In picking a niche consider these points.

1. Isthenicheis big enough to support you?
2. Canyou easily and cheaply contact these people?

3. Isthe competition is not entrenched. (You really want to stand out and be the
obvious choice in your niche.)

4. lIsthenicheis open to your services and can afford them?
5. You have enough knowledge and experience with the niche?
6. Will you really enjoy working with this niche?
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If you chooseto work in aniche, get closeto them

Get to know their common challenges, opportunities and aspirations.
Get to know how they currently handle the problems you plan to solve.
Join their associations.

Seek opportunities to speak or present at their conferences.

Subscribe and contribute to their periodicals.

Network at events frequented by them.

Let loca media know you are an expert in this area.

© N o g kM 0w DN

Consider creating a newsletter to provide useful information targeted at your
niche.

9. Look for waysto stand out and be r ecognized as someone who adds great value.

We won't read this next passage — because you have it there in your notes. Y ou can read
it after the call if you haven't already read it — but notice that Kenneth Mossman —avery
well renowned business coach says “ Coaches fear claiming a niche because they are
afraid of being too narrowly defined and turning potential business away.

WEe Il let you read this next section on your own. Please move down to “No End of
Niches.”

ATIPONESTABLISHING A NICHE

No end to niches

Thereis no end to coaching niches. Coaching is such a young vocation that new
applications are being invented al the time. What isimportant is that you choose to focus
on groups to whom you are:

1. Attracted

2. who can afford you

3. with whom you have credibility

4. who are open to experience the benefits of coaching

It isalso important that your target niche appreciates your unique marketable attributes,
those things that better qualify you for thistype of coaching and set you apart from other
coaches.
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Three reasons to become an expert

1. Experts make more $3$.

2. Experts command mor e respect.

3. Experts gain more control.

To sum up our conversation today - choosing a market niche is about deciding who you
wish to serve asaclientele. Y our chosen target market will impact the kind of work that
you do and even the level of rates you may charge. If you have avision of billing your
time at $75 an hour, you' d be smart not to target a clientele that cannot afford to pay your
going rates. On the other hand, if you want to spend your time doing coaching via email,
you will be able to target a clientele with awider range of disposable income.

Whatever niche you choose, remember: Home is where the heart is. And if you choose
your niche carefully, it can be where the profit is, too. After al, coaching is awonderful
profession ... but what even makes it more wonderful isthat we can get paid for assisting
others reach their dreams, goals and aspirations.

PERSONAL GROWTH CHALLENGE:

Determineif having a specialty niche market isright for you. Form SN101-Choose Y our
Coaching Niche may help you get the process started.

Continue to compl ete the exercise within this Module to determine if having a specialty
nicheisright for you. Explore al the possibilities of your niche and leave no stone
unturned as you do your exploration.

When you have completed your thought process, write afew paragraphs out for yourself
on your strongest specialty niche possibilities and put them aside so they will be a hand
as you work on marketing your coaching business.

*View thefollowing Supplementary Forms:
= SN101 - All About the Niche
= SN102 — Choose Y our Coaching Niche
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TIME MANAGEMENT COACHING

Introduction: Today we' re going to discuss the importance of time-management. We're
going to explore the different personality types and how they relate to time-management.
We're going to look at exploring organizational skills and how to help our clients make
more timein their day by identifying their weaknesses when it comesto time-
management and how best to re-direct their energy to successful time-management skills

Inevitably, in any coaching relationship there comes a time when the coach and client
must discuss the merits of time management and how to effectively go about it. Some of
us seem to be able to fit far more into any one 24-hour period than others. Y et those 24
hours last exactly the same length of time whether we are busy or doing nothing. It is our
perception of time, which varies.

So why isit that some of us seem very busy doing nothing, while others appear to get
through a seemingly impossible mountain of work? The answer isin one single word-
FOCUS.

If atask needs performing, regardless of what that task is, it must be focused on to the
exclusion of everything else. The task needs to be chosen as the one, which needs doing
most, or, the priority. Other tasks then need to be excluded and that specific task
concentrated on until it reaches the desired conclusion.

Three principles of time management
1. Select thetask with highest priority — (one task will always have dlightly more

importance attached to it. The remaining tasks will be re-prioritized once this
one has been completed.)

2. Exclude al other tasks — (the one has been selected and the others will now
need to wait until completion of the original task. Thereis absolutely no point
in worrying or feeling stressed about surplus tasks.)

3. Put dl effortsinto — (performing the priority task with as much skill and
efficiency as possible.)
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Shortage of time and pressure

Unfortunately, feeling short of time - and therefore constantly pressured - is one of the
main causes of stress. People who do not manage their time well will tend to fed ...

overloaded
trapped
irritable
incompetent
drained
harassed

oA~ ®ONPE

... al of which may, intime, lead to stress-related health problems.

Feelings vs. success

So the feelings that were just mentioned don’t contribute to successin any form. A study
performed by Dr. de Woot in the US revealed the following statistics on the working time

of corporate executives:

e 49% of their time was spent on tasks that could be performed by their secretaries
or Personal Assistants.

e 43% of their time was spent on tasks that could have been delegated to their
colleagues.

o 5% of their time was spent on tasks that could have been delegated to their
subordinates.

e Leavingjust 3% of their time being spent on tasks at their own optimum
performance level.
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There are three basic categories of personality for whom time management will aways
belost — and these are:

1. Sheep without a sheepdog
2. Workaholics
3. Perfectionists

And there is one type of personality for whom the time management battle WILL BE
WON - but at the expense of living a contented life — this personality is called the:

= Tycoon
S0 let’ s examine each of these personalities in turn — so that you will recognize them:
Sheep without a sheepdog
Sheepdog personalities aways seem to be in a state of crisis, lacking direction and
constantly needing to be pointed towards the right course of action. They do not produce
agreat deal of useful output as they always appear to be in the middle of some kind of

crisis (most often these crises are self-induced).

Crises do of course occur naturally, but most will show some kind of sign before actualy
happening. There are four types of crisis.

1. Thefirst simply results from bad planning — not bothering to put gasoline in the
car and then running out in an inconvenient place.

2. The second results from faulty estimating of time, such as setting off for the train
station too late and missing the train.

3. Thethird results from ignoring facts - not paying your eectricity bill when the red
reminder clearly says you have so many days, then getting cut off.

4. Thefourth and final one is perhaps the most difficult - being addicted to the
challenge of crises - enjoying the “buzz” of flying by the seat of one's pants! The
crises are self-induced.

Crisisanalysisinvolves taking stock and re-eva uating the situation by:

e reviewing what needsto be done

e re-evauating deadlines, moving some back (remembering to notify anyone who
needs to know)
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e examining alter natives

e delegating where possible

e asking for help from those who could prove valuable

e preparing for future crises - look for ways of avoiding arepeat situation

Let’s explore workaholics.
Workaholics

These people constantly over-demand; both from themselves and others. They are
stressed, short-tempered individua s who:

live for work

set over-ambitious goals

can't rest

hate routine and repetition

feed on challenge and competition
allow work to overspill into homelife
take on more work than they can handle

Paradoxically, these people actually reduce their chances of success. They are either so
busy doing everything themselves rather than accepting assistance, or they procrastinate
to the point they are always behind and under pressure.

These folks can make changes by doing the following:

e setting realistic deadlines

e delegating as much as possible

e scheduling breaks for r elaxation

e re-assessing the number of hours worked per week to asensible level (50 hours
maximum)

Perfectionists
Perfectionists by attempting to achieve the impossible believe only they, are capable of
performing tasks and refuse to delegate. They fuss over details which are not important

yet their end products are never better than anyone else’s - in fact their work is often
second rate.

Key characteristics of the perfectionist, then, are:
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. worrying what other people think of them

. fearing rejection

. experiencing low self esteem when falling short of self-expectations
(which are usually set too high and inevitably result in failure)

. never being satisfied

. taking over-long to do simple tasks

. going back over tasks again and again

. depressive spells

. short temper

. high stress levels

Sadly, the perfectionist will never be a happy, relaxed individual. Change in outlook and
ridding themselves of perfectionism isthe only route to a happy life.

Let’ sinvestigate the Tycoon Mentality.

Tycoon mentality

These individuals have a specific ability to compartmentalize their lives. In other words,
they can separate totally any number of different aspects of their lives and concentrate on

one part to the exclusion of all others.

Examples of their compartments would be:

e Wwork

o travel to and from work
o family

e gport

e shopping

As each compartment is open to the exclusion of the others tycoons can concentrate
exclusively on the task at hand, but cannot integrate any other task from a different
compartment.

For example, a man has his “work” compartment open. He is busy and concentrating
fully on hiswork and his wife telephones him and he' s abrupt, seemingly uncaring, not
wanting to be bothered by “trivia’. However, when he gets home from work, his “family”
compartment will open and he will be a good husband and father... until it’stime to
change compartments again.

It isfar hedthier to be able to switch freely between compartments, being able to absorb
avariety of tasks and experiences each day and allowing overlaps as needed.
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Working through a process of questions that will assist the client in recognizing his or her
style of time-management will be extremely useful when it comes to setting necessary
goas and objective for change.

Asking theright questions

The most appropriate method of assessment isto ask a set of questions to which the
answers should be “yes’. These questions should include the following:

1. Areyou clear on your goalsin life?

2. Areyou clear on which of these goals should be reached within 12 months?
3. Areyou regularly working toward your goals?

4. Are you happy to delegate tasks to others?

5. Can you prioritize tasks easily?

6. Do you trust other people to carry out tasks on your behalf?

7. Do you clear out any clutter?

8. Do you regularly clear your files or drawer s of old paperwork?

9. Do you use the telephone rather than paperwork wherever possible?
10. When you go home, can you switch “off”?

11. Do you plan your day and your week?

12. Do you prioritize your work?

Any individual who replies “yes’ to all of these questionsis aready a competent time
manager. However, if we are forced to be honest, most of us could only answer “yes’ to
one or two!

Discussion on weak and strong ar eas

Within your role as Coach, there is opportunity for discussion of both the strong and
weak areas of the individual’ s time management. Generally, most individuals tend to
procrastinate - putting things off until tomorrow. Additionally, they tend not to finish
something, which they have started - even if they don’t have a good reason. For example,
getting sidetracked is not a good reason, it is merely an excuse.
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(Intheinterest of time, we'll let you read this case study later on your own. Let’s
move down to Parkinson’s L aw)

CASE IN POINT

Parkinson’s L aw
Work expands to fill the time available for its completion
The Pareto Principle

20% of your time determines
80% of your production

Examining both of these in alittle more detail, human character is such that if an
individual allows themselves a whole morning to produce aletter, then that letter will
indeed take the whole morning to produce. Had an hour been allowed for instead, then an
hour would have probably been sufficient.

So as afun, creative example of time-management — let’ slook at this morning of letter
writing as an example: We could say that a mere 20% of that morning would have been
taken up with 80% of the letter. So - in a4-hour morning, 48 minutes would have
produced amost the whole letter. The other 192 minutes would have been spent
preparing, organizing, procrastinating, making tea and finally producing the remaining
12%.

However, had just two hours been allowed for creating the letter, alot less wasted time
would have ensued. The letter would be 80% compl ete within 24 minutes and only 96
minutes would have been “wasted”.

The art of time management then means being able to accurately gauge how long the
letter ought to take, adding 10% for error, then using the 3 point plan, the letter can be
selected, other tasks excluded and the writing performed.

Organizing Priorities

Fundamentally, any task an individual needs to perform can be broken down into one of 5
categories:

1. important and urgent
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important but not urgent
urgent but not important
busy work

wasted time

akrwn

Important but not urgent tasks

Important and urgent tasks would include things like following up any enquiries or
telephone messages, or in other words — tasks for which a client or clients are expecting a
response within a short time space.

Important but not urgent tasks are slightly less apparent, insofar as most important things
in life are not specifically urgent. This category of tasks can be delayed indefinitely
unless theindividual initiates action deliberately.

An example of important but not urgent task would be visiting the dentist for a check up.
Urgent but not important tasks

Urgent but not important tasks are those that require immediate action but are really not
of high priority if the individual stepped back from the situation and observed
objectively.

An example here would perhaps be purchase of pin-on blank name badges to replace
sticky labelsin time for a group meeting. If the task is not performed in time for the next
meeting, the time limit will expire. But the meeting can continue as normal if the task has
not been performed.

Busy wor k

Busy work includes tasks that are neither urgent nor important but are probably worth
doing.

These tasks often create adiversion. An example would be: the classic example hereis
our earlier example of the individual writing aletter. Rather than getting down to this
task, he sorts through paperwork, tidies out drawers, dusts shelves and suddenly realizes
that it is now too late to write the | etter.

Thereis avague disappointment that the required task had not been accomplished, with
the consolation is that he or she has been busy doing worthwhile things, but arealization
that working on low-priority tasks provided the excuse for delaying the far more essential
task.
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Wasted time

Wasted timeis, of course, rather subjective. To one person, watching TV is“acomplete
waste of time” whereas to another person, watching TV is“enlightening” or
“entertaining”.

Generally, most tasks in category 2 (important but not urgent), will require more
attention, and in turn, attention to category 2 will set the effective time manager apart
from the ineffective ones.

Each day, we have a number of different tasks to perform.

e Some areimportant, some aren’t.

o Some are urgent, some aren't.

e Some are time consuming, some aren't.
e Some can be delegated, some can't.

Effective time managing involves prioritizing tasks, and aiming to perform no more than
8 or 10 (unless they are particularly quick) in a given day. Having prioritized the tasks,
they can be broken down as necessary into sub-divisions of tasks.

With all of the above completed, the individua has now produced adaily plan whichiis:

effective
efficient
achievable
clear to follow

AODNPE

Reassure your client that effective time-management takestimeto learn and it’s
something that requires consistency to learn.

According to the teachings of Neuro Linguistic Programming (NLP) - "Thereis no such
thing as failure, only feedback."

The most frequent problem in time management is invariably — ‘running out of time
before completing all tasks.” It’ s natural that time-management takes time to learn.

*View thefollowing Supplementary Forms:
= TM101-How to Plan Your Day

= TM102 - How to Stop Procrastinating
= TM103 - How to Handle Paperwork
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