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20 MILLION SMALL BUSINESS 

OWNERS NEED COACHING 

AND WE CAN’T DO IT ALONE.

“Joining the BGS family was 
the best business decision I
have made in my life!”

-Dawn Falbe, Tucson, AZ

www.BGSllc.com

The small business segment is a lucrative one…

Small business owners need and want help… and are 

willing to pay for it.

We will show you how to serve this incredible market!

Join our tele-presentation and learn how to…

• Earn $300+ per hour

• Master group coaching and serve hundreds

• Enjoy $50,000+ per year in passive income

Email Julie at Julie@BGSllc.com to learn about our free
tele-presentation. Receive a $25 Amazon.com gift certificate
just for attending!

Presented by Business Growth Solutions.

Michael Charest, Founder

Attend our 
50 minute 

tele-presentation 
and receive a $25 
amazon.com gift 
certificate as our 

thank you.

MICHAEL &
AVA NEED
YOUR HELP!
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choice thoughts

II can’t believe it’s been two years since
our last Corporate Coaching issue, and yet it’s amazing
how far coaching has progressed and the impact that has
been realized in the corporate world during that time.
There have been so many developments and so much
progress in the leadership and executive coaching arenas,
our knowledge has grown exponentially. Coaching truly is 

transforming leaders of organizations, and there-
by transforming the organizations themselves. 

In this issue we present some of the ideas and
techniques that are having such a powerful
effect on corporations. We are very fortunate to
have Sir John Whitmore, recipient of the ICF
2007 President’s Award and well-known execu-
tive coach, give us his insights into the need for
self-responsibility and emotional intelligence in
the management style of organizations.

I am pleased that we continue to build strong
relationships throughout the coaching world,
one of which is a strategic alliance with the
International Journal of Coaching in Organiza-
tions. In this issue you will benefit from that col-
laboration, as IJCO co-founders Bill Bergquist
and John Lazar present their ground-breaking
article on the difference between problems,
puzzles and mysteries.

Rounding out our feature package, Rosemary
Davies-Janes and Amy Dorn Kopelan outline
the need for transparent, trackable profession-
al development in organizations. And not to
forget all of our regular and guest contributors
who have provided incredible insights into the
methodology and impact of coaching.

Looking toward the future, I recently had an
epiphany! I realized that choice can be much more
than just a nice magazine that offers useful infor-
mation to coaches. It can provide a forum to

talk about the issues and challenges we all face -
especially those the coaching industry is not
talking about elsewhere. We have the opportunity
to take choice to the next level; to be the voice for
the profession of coaching. Moving forward, I
want to hear from you about the taboo topics
and the controversial issues facing all of us. I am
passionate about this new approach. Choice Mag-
azine will be a place for honesty and authenticity
in our industry. We’ll talk about what you need to
succeed, providing information and resources on
how to get clients, how to measure success and
ROI in your practice and how to realize a healthy
income from your coaching. 

What do you want to talk about? Please
email me directly at garry@choice-online.com
and let’s get the conversation started!

Garry T. Schleifer, PCC
Publisher
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choice feedback

SEND YOUR FEEDBACK TO:
LETTERS@CHOICE-ONLINE.COM
WE’D LOVE TO HEAR FROM YOU!

The Survey Says!
The results of our choice Magazine survey are
in, and we couldn’t be more pleased! Almost 650 peo-
ple took the time to respond to our confidential survey,
conducted in September, 2007. The purpose of the sur-
vey was three-fold: 1. to gain a clearer understanding of
who choice’s readers are and what they do in the
coaching realm (see sidebar); 2. to gather feedback on
our editorial content and design – what our readers like
about choice, what they don’t like, and what they would
like to see more of – to enable us to continually
improve the content and quality of our magazine; and
3. to garner information that will help our advertisers make an informed decision as
to who our audience is and how best to reach them. 

We are proud to report that a full 93 per cent of respondents rated both choice’s
editorial content and graphic design as “excellent” or “good.” Our columns that rank
among readers’ favorites include “coaching tools,” “sticky situations,” “soul of
coaching,” “choice books” and “corporate leadership,” while our feature stories also
ranked highly. Most respondents said they would like to see more practical informa-
tion in choice, including case studies, tools and techniques. 

Here’s what some of you had to say in your written comments about choice:

By The Numbers
Almost 650 people
responded to our confiden-
tial survey. Here’s how the
numbers break down:

Gender
Female – 76% 
Male – 24%

Certification
Certified – 61%
Not Certified – 39%

Annual Coaching Revenue
Less than $29,999 – 63%
$30-49,999 – 13%
$50-74,999 – 11%
$75,000+ – 13%

“The magazine is infor-
mative, interesting and
filling a need for our
industry – thanks!”

“A valuable resource.”

“I was in need of a con-
nection to the coach-
ing community and
choice filled my needs
perfectly.”

“Always a great read 
– a mix of light and
challenging thought-
provoking articles.”

“I found a hard copy on
the train from London
and was hooked as
soon as I had read it.”

“As a new coach in a
growing industry, I
read choice from cover
to cover. I’m fascinat-
ed by all the ways
coaching can be inte-
grated into our lives.”

“Professional and cre-
ative and responsive
to today’s and tomor-
row’s professional
coaching needs. Job
well done.”

“I was so impressed
with the first issue I
read that I subscribed.
It’s a fantastic way to
keep up on the current
trends in coaching. It’s
also a resource for
mulling over issues

that all coaches have
within their practices.
Thank you for this 
publication!”

“I certainly have not
seen any better publi-
cation on coaching.”

“A very good resource
and a good way to
keep up with what’s
going on with the 
profession.”

“This is a much needed
publication for our 
profession.”

“I read choice from
cover to cover and
thoroughly enjoy it.”

“I love this magazine!”

OUR READERS GIVE FEEDBACK, PERSPECTIVES, CRITICISM & KUDOS 

Interestingly, the most often repeated “negative” comments had to do with wanting
more frequent and larger issues of choice Magazine!

We are still reviewing all of the data and comments we received, and we will be
incorporating some exciting changes over the coming year as a result. We would like
to thank everyone who responded to the survey, and we look forward to continuing
to provide a valued and valuable resource for coaches and those who deliver coach-
ing in the years to come!

“The best professional publication
that I have read. Your articles are
informative and inspiring.”

“You are one 
of my primary
sources of 
information.”

61% are
certified

63% of
respondents
earn less than
$29,999 from
coaching

Coaching Role

35%
36% Full-time

CoachesPart-time
Coaches

Students of Coaching

Other7%
8% 14%Coaches

Within
Organizations
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Carol Adrienne, PhD, life coach and internationally
recognized lecturer, advises a coach on dealing with
health and hygiene in sticky situations (page 19).
Carol is a workshop facilitator and the author of
When Life Changes, or You Wish it Would (Harper
Collins). As a master numerologist, workshop leader,
and life coach, she has helped thousands of people eliminate negative pat-
terns, and has provided them with life-long tools for creating the life they
want to live. Carol also co-authored The Celestine Prophecy: An Experiential
Guide and The Tenth Insight: Holding the Vision – An Experiential Guide.

Bill Bergquist, PhD and John
Lazar, MA, MCC make the dis-
tinction between three types of
issues in Problems, Puzzles &
Mysteries (page 27). Bill has
offered professional coaching
services for more than 40 years
and has authored more than

40 books and 50 articles. He has coached and consulted with corporate, human
service, educational and religious organizations throughout North America,
Europe,Africa and Asia. John Lazar has been a performance consultant and
coach since 1983 and an executive coach for the past 14 years. He coaches
individual leaders and their work teams to produce emotionally intelligent leader-
ship, breakthrough results and business success. He also consults to companies
on leadership, management and performance improvement. Together, John and
Bill founded and serve as co-executive editors of the International Journal of
Coaching in Organizations, in its sixth year of quarterly publication.

Diane Brennan, MBA, MCC provides an overview of
the 2007 ICF Conference in industry news (page 47).
Diane is an executive coach and consultant working
with individuals and organizations in the fields of
health care, academics and business. Diane has
served on the Board of the ICF since 2004 and cur-
rently serves as president of the organization. She is
co-editor and contributing author of the book, The
Philosophy and Practice of Coaching: Insights and Issues for a New Era,
scheduled for release by John Wiley & Sons, Inc., UK, in April 2008. Prior to
coaching, Diane spent over 20 years in senior management, executive and
clinical practice positions within private and publicly traded health care organi-
zations in the United States.

Craig Carr, PCC addresses the delicate issue of health
and hygiene in sticky situations (page 18). Craig is a
senior trainer for the Coaches Training Institute (CTI)
and a coach committed to the conscious development
of personal potential. He is the co-creator of Danger,
Sex and Magic: The Mystic Roots of Coaching, which
he calls “a new model for brave coaching.” Craig’s spe-
cialty is working with entrepreneurs and investors who
are designing new relationships with their businesses or jobs.

Rosemary Davies-Janes and
Amy Dorn Kopelan offer up a
prescription for organizational
success in Organizational Rx
(page 31). Rosemary is a 20-
year marketing and branding
veteran. In 1998 she founded
her own full-service personal

brand agency, Miboso. Today, in addition to supporting Miboso’s teams of
personal brand strategists and visioneers, Rosemary offers personal brand
and vision development for select individual clients and external brand sup-
port to corporations. She also serves on the Guardianleader.com Experts
Council. Amy Dorn Kopelan is the author of I Didn’t See It Coming, the only
book that teaches professionals how to avoid being blindsided in business.
She has produced and keynoted many leadership conferences globally and
has been featured in BusinessWeek, Chief Learning Officer Magazine, and
CEO Magazine. In addition to her speaking schedule, Amy has partnered
with Executive Learning Network to launch Guardianleader.com, a business,
professional development and resource community that will prepare lead-
ers, professionals and organizations to meet with unprecedented change in
the 21st century.

Melanie DewBerry-Jones explores the concept of
alignment to wholeness as a coaching agenda in
soul of coaching (page 45). Melanie is a speaker,
writer and coach. She is a pioneering spirit whose
passion leads her to be known as a Spiritual
Catalyst. She lives her vision to nurture the expan-
sion of love in this ever-evolving universe by working
with clients in creating a deeper integration of spiri-
tual and emotional intelligence. Melanie is a twice-certified coach and a
member of the National Speakers Association (NSA).

8 VOLUME 6 NUMBER 1

contributors

For any organization to shift from a traditional
management culture to a performance coaching
culture, considerable investment is required in
time, money and courage. Page 23
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Marlena Field, PCC, CPCC
and Joyce Rankin, MBA, out-
line some strategies for
assisting clients to make
reflective decisions in Inner
Wisdom (page 11). Marlena
is the creator of Body-

Centered Coaching: using the body as a resource for change and the
accompanying CD set of live coaching demonstrations. Marlena has assist-
ed hundreds of coaches to include more of the body’s wisdom in their work
with clients. Joyce Rankin provides coaching and facilitation to individuals
seeking to optimize personal and professional performance. Her background
in financial services, manufacturing and health care have expanded her
skills and experience in coaching and entrepreneurship.

Deborah Gallant, MBA tells coaches how to utilize
online social networking tools in entrepreneur
coach (page 15). Deborah is the founder of Web
Power Tools, a do-it-yourself website building system,
and a nationally-known coach and speaker on small
business Internet marketing. Her career began in the
radio industry, doing everything from news reporting
to sales, syndication and public relations.

Kat Kehres Knecht, PCC reviews a book about
Microtrends in choice books (page 14). Kat Kehres
Knecht and her husband Curtis Knecht are co-own-
ers of The Relationship Coaching Company whose
mission is to uplift the human spirit. They have a
variety of services designed to do just that including
marriage and family therapy, personal and business
coaching, retreats and presentations. Kat and Curtis

also offer a unique mixture of books, products, a transformational card deck
and The Partners in Paradise Radio Show.

Sheila Kelly, BA, CPCC, helps us listen to our hearts
in The Wisdom of the Heart (page 50). Sheila has
worked with hundreds of leaders in middle and
senior management, daring to introduce them to
their innate heart wisdom. She is founder of Aegis
Coaching and CoachesCanada, an associate of
Integra Leadership, and is about to launch The Big
Yes, a massive initiative connecting people with the
wisdom and knowledge of the heart.

Marcy Nelson-Garrison, MA, CPCC presents coaching
tools (page 20), the most current and innovative
coaching products to enhance your coaching prac-
tice. Marcy is a creativity coach, visual artist, product
entrepreneur and the creator of
www.coachingtoys.com, an online store with over 80
creative products to spark the imagination and fuel
the spirit. She helps service-based professionals with

creative leaping in the process of creating products that make a difference.

Rosanne Scriffignano, ACC outlines the unique talent
management initiatives developed at her company,
Automatic Data Processing, Inc. (ADP) in Setting the
Stage for Leadership Success (page 41). Rosanne is
a writer, teacher, and coach with over 20 years of cor-
porate experience. As an internal coach, she partners
with executives and sales leaders who are committed
to transformational growth. Rosanne is a founding

member of the ADP Coach Advisory Board and a graduate of ADP’s Internal
Coach Certification Program. A graduate of Corporate Coach U, Rosanne is a
Certified Michelangelo Method Coach

TM
and a Certified Retirement Coach. She

is currently pursuing a PhD in Business Administration with a specialization in
Organizational Leadership from Northcentral University.

Victoria Trabosh, CDC®, offers support to a struggling
coach in sticky situations (page 19) and shares
some valuable lessons learned coaching in Rwanda
in international eye (page 35). In addition to
coaching top executives worldwide, Vicky is an inter-
national speaker, trainer and facilitator with 30 years
of large corporate and start-up business experience.
As president of the Itafari Foundation, a foundation
for the people of Rwanda, she works tirelessly in helping all people become
their personal best so that they can change the world.

Sir John Whitmore urges the corporate world to devel-
op self-responsibility in Freedom at Work (page 22).
John is executive chairman of Performance
Consultants. He is a pre-eminent thinker in leader-
ship and organizational change and works globally
with leading multinational corporations to establish
coaching management cultures and leadership pro-
grams. He has written five books on sports, leader-

ship and coaching, of which Coaching for Performance is the best known
having sold 500,000 copies in 17 languages.

Patrick Williams, EdD, MCC urges us to warm up the
emotional climate in psychology alliance (page 37).
One of the early pioneers of coaching, Pat is often
called the ambassador of life coaching and is passion-
ate about the profession. He is president of the Institute
for Life Coach Training and co-author of Therapist as
Life Coach: Transforming Your Practice; Total Life
Coaching: 50+ Life Lessons, Skills; and The Law and
Ethics in Coaching: How to Solve and Avoid Difficult Problems in Your Practice
(John Wiley & Sons). His most recent book is Becoming a Professional Life
Coach: Lessons from the Institute for Life Coach Training (2007).

9VOLUME 6 NUMBER 1

contributors

choice Magazine accepts article contributions. Please send your article to 
articles@choice-online.com. We prefer submission of completed articles. Be sure to
see our updated, future editorial themes on our website at www.choice-online.com.
Submission of articles and confirmation of receipt of article do not constitute a state-
ment of acceptance that the article will appear in choice. You will be notified via
email upon acceptance of your article. We reserve the right to change our submission
and publication policies and timeframe as appropriate.
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Executive coaches are well aware
of the two chronic themes found in
today’s corporations: too little time
and too much work. In these stressful
environments, executives, managers
and front line supervisors are prone
to unconsciously react in habitual
ways – often leaving them with the
attitude that they had no choice. 

Coaches can assist their clients to
develop the ability to slow down, be
mindful and reflect, and empower

them to make better decisions and
respond more effectively. Com-
bined with mindful reflection,
assisting the client to notice the sig-
nals sent by the body contributes to
dynamic and lasting changes in atti-
tudes and behavior. Clients can be
taught to bring additional inner
resources to any situation by adopt-
ing these four powerful steps: react,
notice, reflect, and respond.

React
The Situation: JW, an executive, wants
to deal with his anger when challenged at
work. The habit is affecting his leader-
ship. Colleagues and those who report to
him are reluctant to provide information
or raise questions, particularly when it

conflicts with his position. JW
inevitably makes decisions with-
out the benefit of potentially
crucial information and input.

Reaction to a stimulus is
normal. This does not mean
we have to take action in
relation to the stimulus. The
body’s signals can alert us to
pay attention to our sur-
roundings, reacting with
symptoms like increased per-

spiration, such as sweaty palms. It
may constrict respiration with less
blood flow to our brains, potentially
impairing our ability to make mean-
ingful choices. Our reactions teach
us about triggers and habit patterns.
Corporate clients may develop
defensive behaviors and lash out in
knee-jerk reactions such as anger
and frustration, or conversely, close
down and withdraw. Either way,
these reactions create a negative
impact in the body, with thoughts
and emotions, in turn resulting in
less motivation, decreased produc-
tivity, difficulty with making deci-
sions and an inability to concentrate.
Consequently the client experiences
less joy, creativity and fulfillment. 

Notice 
JW’s reaction to challenges or criticism
is to become angry and yell. He doesn’t
feel like he’s in control of his reactions,
which are often inappropriate. Others
feel judged and disrespected. The coach
asks him to recall the most recent expe-
rience and notice what happens prior
to his verbal reaction.

The first step toward cultivating
greater self-awareness is to notice. To
become mindful, people must notice
their behavior and cultivate the part of
the mind that can impartially observe
what they are experiencing. This
entails noticing body sensations, emo-
tions, impulses, thoughts or memories
without attempting to control or
direct what is being noticed. It is a way
of cognitively stepping back from any
habitual patterns. This step is used to
notice and stabilize the bodily expe-

perspective
By Marlena Field, PCC, CPCC and Joyce Rankin, MBA

Strategies for reflective decisions

Inner Wisdom

“The body’s signals can alert us to pay
attention to our surroundings.”
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riences in service of greater clarity
and insight. 

Corporate clients may not have
learned the necessary strategies to
pause, take a breath, slow down and
be with a situation, even for a few
moments. Often they are required
to make decisions quickly, efficient-
ly and effectively. A coach may
encourage clients to notice, be curi-
ous, be open to emergent possibili-
ties and to use all their resources to
be more fully present and available
in the moment.

Reflect
Being mindful, JW reports that his face
flushes, his shoulders and stomach tense,
his heart beats faster and he pulls his
right ear lobe. Then he moves in for the
‘kill ’ and literally moves his body closer
to the other person.

Once clients notice their pattern,
they can put themselves ‘on pause’
long enough to begin to reflect on
what their body is telling them.
They can pause, take a deep breath
and cognitively stand back from
their initial reaction. Inviting the
body’s information to be present
and accessible, they can reflect and
choose to respond in a different way. 

Clients in leadership positions
demonstrate critical thinking skills
daily. By adding mindful reflection
and discernment to their repertoire,
they create opportunities to expand
the range of resources. 

They can reflect on what triggers
their reaction and create ways to off-
set any negative impact. This enables
the client to choose responses that
engage both internal and external
resources.

Respond 
The coach is curious about the ear pull
and invites JW to slow the process down
in order to study it mindfully – as a
moment-to-moment experience. Upon
reflection of the significance of the ear
pull, JW says, “My mom used to do that
to me when she wanted me to pay atten-
tion to what I was doing.” 

When asked, “What happens when you
pull on your right ear?” JW responds with,
“I know something needs my immediate
attention, and a feeling of anxiety rushes
up and it all happens too quickly.” The
coach speaks with JW about the idea of
using his body signal, his ear pull, as a
resource to alert him to the fact that he is
too close to the edge; an important reminder
to pause and consider how to respond. 

To be responsive is based on the
word ‘integrity.’ It involves integrat-
ing our internal experience with our

perspective

’’Lead Your 
Clients to 
Greatness.

‘‘ Reading Coaching Into Greatness is an inspirational gift to

yourself, to those you work with, and to those you care about.

Through the brilliance of Abundance Intelligence, this book injects

success into your life, bringing you face to face with your greatness.

Jack Canfield, Co-author of the Chicken Soup for the Soul® series,

Dare to Win, The Power of Focus and The Success PrinciplesTM:

How to Get from Where You Are to Where You Want to Be.

’’‘‘ I love this book! Not only does Coaching Into Greatness offer a

new paradigm for the future of the Coaching industry, it will teach

any professional who’s responsible for the success of a team how

to lead it to greatness. Prepare yourself for some rather startling

and marvelous results.

Michael Port, Author of Book Yourself Solid,

The Fastest, Easiest, and Most Reliable System for Getting 

More Clients Than You Can Handle

Internationally acclaimed business coach and consultant Kim George provides an easy-to-master process for

coaches to bring out innate greatness. Kim George introduces a new kind of intelligence quotient, Abundance

IntelligenceTM (AQ). AQ is the key to living into our greatness, moving from a mentality of scarcity to one of

abundance. Her book awakens you and the people you work with to the real reasons people get stuck and don’t do 

what they can do by introducing the concept that the ultimate scarcity is resisting who you are. With this awareness,

clients learn that they already have everything they need to do the things they want.

Available at www.Amazon.com and at fine booksellers everywhere

For more information and to download a free companion study guide, visit

www.CoachingIntoGreatness.com
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external behaviours and choices.
Our confidence grows by knowing
how to respond. Learning what the
body tells us helps to understand the
pattern that contributes to being
able to respond rather than react.

The reality is that corporate execu-
tives, managers and front line super-
visors are always making choices.
Often they rely on what their ‘gut’
tells them is a right choice among
alternatives. This is the body speak-
ing, not the mind. To respond appro-
priately, they need to collaborate
with the body, to understand the lan-
guage and integrate it into their deci-
sion making.

Result 
The coach and JW explore the idea of
using his ear pull to diffuse his reac-
tion; to slow down and create a few

moments of distance before engaging
with others. With practice, the ear pull
becomes a positive signal to remain
curious about the new information or
questions and to take time before
responding.

In summary, we encourage you to
use this four-step model of strategies
for reflective decisions: react, notice,
reflect, and respond. The goal of
coaching is to enhance the person’s
capacities and skills. Adding the
resource of the body’s inner wisdom
provides strategies for executives,

managers and supervisors to move
from reacting to responding and
therefore make their lives more skil-
ful and rewarding. •
Marlena Field, PCC, CPCC is author of
Body-Centered Coaching: using the
body as a resource for change and co-
author with Donna Martin, MA, of Sim-
ply Being: a reflective practice guide for
helping professionals. Joyce Rankin, MBA,
provides coaching and facilitation to indi-
viduals seeking to optimize personal and
professional performance.

perspective

“Corporate clients may not have learned
the necessary strategies to pause, take a
breath, slow down and be with a situation,
even for a few moments.”
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choice books
By Kat Kehres Knecht, PCC BOOKS TO ENHANCE THE COACHING LIFESTYLE

“Amicrotrend is an intense
identity group that is grow-
ing, which has needs and

wants unmet by the current crop of
companies, marketers, policy mak-
ers and others who would influence
society’s behavior.” So the authors
proclaim in this interesting book. A
microtrend is a group to watch – and
a group eager for attention. 

Passing by the title Microtrends in
the bookstore, what attracted me
was the subtitle: “The small forces
behind tomorrow’s big changes.” I
know that whether I am coaching
within an organization or with a soli-
tary individual, it is the small shifts,
the little changes that bring about
the huge transformations. Now, this

book takes that same conversation
to a global level. 

When you dig into this book, co-
written by Mark Penn and E. Kinney
Zalesne, you’ll quickly see that
these microtrends impact all of us –
whether we know it or not. 

Recently I was looking to broaden
my view of how to reach potential
clients who were in need of my rela-
tionship coaching services. I had
lots of ideas, many of which I
thought were both practically sound
as well as personally exciting. They
included what kind of people I want-
ed to work with and the change I
intended to create for my clients.
What was missing was information
on real concerns that were out there
in the world at large.

Enter Microtrends. The reporting

Penn and Zalesne bring to their work
is based on 30 years of polling at
the highest level. They combine
descriptive words with solid num-
bers, pointing out that “numbers cut
to the chase of any situation. Most
of the time we can’t see the true
patterns of people’s lives except
through statistics. Until we know the
statistics, people see the world
through the eyes of the media.” 

I love the scientific approach, the
sneak peek at what people are
thinking, where the new waves of
learning are, and what groups are
forming. Nevertheless, I am a “flip
reader” when it comes to this kind
of book. I choose my favorite topics
and leave the ones that don’t inter-

est me for others to explore. So I
asked Curtis, my husband and busi-
ness partner, to take a look. He
found the book so captivating that
he read it cover to cover, loving the
discovery of tiny fascinating cultures
beneath the surface. 

I am happy to report that he found
the new niche we had been consid-
ering (married business partners)
included in the 70 trend groups
revealed in the book along with an
interesting mix that included every-
thing from newly released ex-cons to
teen knitters to neglected dads to
America’s home schooled. These
small intense groups are full of pas-
sion, and full of people feeling
ignored by the world. 

At its core, Microtrends lifts a veil
and, through compelling stories and

statistics, gives the invisible a voice. 
As coaches it is important for us

to be in touch with what is going on
in the world. Microtrends gave me a
microscope on the world in a way
that was accessible. I am not usually
interested in the numbers, but this
book is a great combination of hard
facts and stories of real people.

For corporate coaches, trends are
identified that will help businesses
stay ahead of the eight ball. For all
coaches, this book is a gold mine
when it comes to connecting with your
people and identifying people who are
in need of guidance and support. 

As an addition to your bookshelf,
Microtrends certainly is not for every-
one. But it seems to me worth a
glance. You just might find out some-
thing new. As the book points out,
“Hidden right in front of us are pow-
erful counter-intuitive trends that can
be used to drive a new business, run
a campaign, start a movement or
guide your investment strategy.”

Easy to read and at times even
entertaining, Mictrotrends offers
some great information. One of our
basic human fears is the fear of the
future, and this book gives us a way
to think about the future and
change. If we get in the habit of look-
ing for where people connect around
their passions, we will have a sense
of where the world is heading. •
Kat Kehres Knecht, PCC, is an author and a
relationship coach working with couples and
business partners in Hollywood, CA.

Hard facts and real people show us where the world is heading

It’s In The Little Things

“These microtrends impact all of us –
whether we know it or not.” 
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You’ve heard the buzz about
social networking sites like Face-
book and MySpace. Wondering
whether you should be jumping on
the bandwagon? Sure! But don’t do
it like the kids.

On Facebook or MySpace, you
build your page with your photo,
interests, contact information, etc.
and then put widgets and images up
to attract others – a virtual popular-
ity contest. For most of us, putting a
page here is like going to a frat party
you weren’t invited to. You’ll feel out
of place and be treated like a pariah.

Some coaches think MySpace is
the best way to get a web page for
their practice. Not so. (Read the last
issue of choice for more on that topic).
There are simple systems to put up a
professional website that make it
clear you are a business person, not a
teenager looking for hookups.

Can online networking work for
business? Absolutely! In fact, it is
more efficient than physically going
to local business mixers. Online you
can find exactly the people you want
to hang out with (no need to explain
what you do to a bored mortgage bro-
ker!). Whatever human connection
you are looking for, it is likely you can
find an online group dedicated to it.

Usually these communities take
the form of online discussion groups
or bulletin boards. The majority are

free and open to the public. Post a
question or comment and others in
the group can respond. The great
thing is you time-shift your partici-
pation to whenever works for you.

Some sites have live online chat (or
phone calls) at specific times/dates
so you can gather in real time with
other community members. 

Before you venture into the wilds
of the World Wide Web, first focus
on two important questions: 

1. What message do I want to
convey? 

2. What do I want to get out of this?

What is my message? 
You’ve heard it before: You can’t just
be a “life coach.” Know who you are
and what makes you unique. What
kinds of clients are your best
prospects and how do you help them?

Create a compelling tagline/blurb
about your practice before venturing
online. A website is a plus too, so you
can link to it from your posts.

What do I want to get out of this?
Here are some suggestions on sites
and approaches to finding the right
communities, depending on what
you are trying to accomplish.

Looking for support in your
coaching? Find online bulletin
boards and chat rooms where coach-
es gather and share questions, ideas
and resources. Think of it like a café
in the lobby of your coaching school.
You’ll find coaches, teachers and stu-
dents here ready to support you and
offer suggestions. Read the posts
promoting various events, calls, tele-
classes and programs of interest.
Many coach training schools have

By Deborah Gallant, MBA

entrepreneur coach

Online social networking as a
business tool

Should Facebook Have Your Face? 
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private forums, or check out public
ones like the New Coach Connection
on Yahoo Groups or The Coaching
Forums.

Looking for clients? Online net-
works are great for marketing! Think
about your coaching niche and list
characteristics, needs and interests of
your best customers and prospects.
Research where these people might
hang out online. iVillage, the women’s
website, has hundreds of communi-
ties around common interests, be it
an infertility support group, working
moms, widows, menopause, second

career, you name it. Yahoo Groups list
thousands as well, though some-
times you need to be “invited” to
join these groups.

A note of caution: be low-key about
marketing in these need-driven com-
munities. People did not sign up to
have you sell them. Contribute to the
conversations in a positive way and use
your signature file to let them know
that you do this professionally. If the
site has other content, perhaps you
can contribute an article or helpful
resources or tips that could establish
your credibility with this clientele.

Looking for support to grow
your business? There are entre-
preneur and startup communities
of people in the same boat as you,
as well as professional advisors
ready to give you advice. Check
out Startup Nation and the websites
of magazines like Inc. and Entrepre-
neur for some top business net-
working. You can also find
locally-oriented sites to make con-
tacts in your own area.

entrepreneur coach

“We all know how 
to network in the
‘real’ world. Now
it’s time to get out
there and network
in the virtual
world.”

Some rules of the road
• When you first discover or join an online discussion board, lurk for a while

and learn the “netiquette” of the group. Read the FAQs. Make sure your
contributions are relevant to the discussion. Visit and post with modesty.
Get in the habit of contributing so others get to know and trust you.
Unless you are invited or encouraged to do so, do not directly sell your-
self, a product or service.

• Don’t use all capital letters.

• Usually, shorter and punchier is better. Write a great subject line for your
posts so people will be interested and read them.

• If you can’t say something nice, say NOTHING at all. Don’t flame others
online. And don’t bother to post an “I agree” to an ongoing discussion. 

• Do not send a personal message through a discussion group. Send that
person a private message via email.

• If you use a photo, use a professional headshot.

• Remember, posts will stay up and be found by search engines, so don’t
say anything online you might regret later.
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Looking to build and reinforce
your professional network? Some of
the best applications of online network-
ing for business professionals are the
referral-networking sites that have
emerged (different from the online dis-
cussion boards in the other areas).

The biggest player is called Linked In.
When you join, you post a professional
profile that includes places you’ve
worked before, your groups and affilia-
tions. You tell the network about your-
self and what kinds of contacts you are
looking for. (Posting your profile on
Linked In with a link back to your busi-
ness website will help improve your
search rankings, too!) The most impor-
tant aspect is that you then “invite”
others to join your professional net-
work. These people can link to you and
write recommendations for you, and
vice versa. You gain instant credibility
via the links to/from others.

Other business and professional
online networks include Ryze, Fast Pitch,
Zoom info, Xing and others. A new one
called Naymz also promises to improve
your search rankings. 

The Internet is also full of member-
ship-based organizations, directories
and online communities, which can
sometimes meet more than one of your
objectives. In particular, there are sev-
eral women-only business groups where
referrals and cross-promotion are en-
couraged, such as eWomen Network or
Smart Women’s Coaching.

We all know how to network in the
‘real’ world. Now it’s time to get out
there and network in the virtual world.
Happy hunting!  •
Deborah Gallant, MBA, is the founder of
webpowertools.com and runs a business coach-
ing practice that helps solo entrepreneurs and ser-
vice professionals to market their businesses.Re
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sticky
situations

the situation

“I am coaching a man-
ager who has made
many very positive
changes in his work-
ing relationships with
others. The problem 
is that he is over-
weight, a smoker and
has personal hygiene
issues that have been
mentioned by his co-
workers. Early in the
coaching relationship
we had talked briefly
about his health and
he said he probably
should “walk more.”
Should I raise these
health and hygiene
concerns and how 
do I go about doing
do it?”

STICKY SITUATIONS GIVES US 

A WINDOW INTO CRITICAL

COACHING MOMENTS. 

THIS SITUATION DEALS WITH

THE DELICATE ISSUE OF 

A CLIENT’S PERSONAL HABITS.

Your client has made positive changes to this
point, so congratulations are in order. Still, it’s
a beautiful thing that the real issue affecting his

station in the company is now screaming for attention.
Fact is, unless he is a mega-superstar in the outfit, the
failure to breach a taboo area here will cause behind-
the-scene machinations tending to undermine his
authority, acceptance and perhaps ultimately his very
employment. 

Now that it’s clear the stakes are indeed high, what
does that say about how to go about the coaching? The
first and obvious things are that your discomfort or the
client’s sensitivity cannot be made more important
than what is in his path to success. If you can’t get

over these two things or just don’t want to go there, it is imperative you get
another coach on the job. 

A solid approach will be to use those stakes as a context and to pace delib-
erately into the topic. There is also a way to downplay the problem by framing
it as easily solved, yet critical enough that it cannot be ignored and requires
inclusion in the agenda. 

Good news: in comparison to other things he has achieved, champion
that this will be a piece of cake! Basically, keep the stakes high (and let him
know that), and the action steps simple. This will give you both leverage
and perspective. 

Finally, it’s important to keep your focus. Don’t be distracted by either
feigned or even authentic surprise, or any other emotional response. Lever-
age points to engage: his job is people and relationship based; his success
depends on positive social outcomes; he is being remembered for his social
shortcomings rather than for his contribution (ouch!). 

And the most important point: his whole life will change when he shifts
this one thing. 

As is often the case, the bottom line for the coach is to be truthful and
straight-up with your client. If you do that knowing you’ve given it your best
shot and not hidden behind a “nice” professional demeanor, you will enjoy the
wonder of the unique way your client plays out this segment of his life journey. 

Craig Carr, PCC,
urges: “Keep the
stakes high and the
action steps simple.”

Are you grappling with a
sticky situation of your own?
You don’t have to go it alone.
Let our senior coaches give
you some different perspec-
tives to consider. Please
send your situations to: 
letters@choice-online.com

How do you address
health and hygiene

issues with a client?
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I’d like to know more about your coaching
with this client. For example, if you have
been working a fairly long time and have

handled a lot of other issues, your intuition
might be telling you that he could make bet-
ter career progress if he addressed his per-
sonal hygiene (because this is where he
impacts co-workers).

Unless you have a very solid relationship
where he has given you permission to bring
up new directions on your own, I don’t advise
mentioning your concerns directly, however.
Right now, it’s more your issue than his,
since he isn’t consciously aware of how his
appearance or grooming impacts others, or
he would have made improvements. Smok-
ing and being overweight are not strictly in
the domain of your business coaching, so
that’s really his business. However, we all
know people we’ve worked with who have

such bad body odor or bad breath that we
keep our distance. Being oblivious to their
impact doesn’t help them get ahead in life.

I would probably just wait and see if there
is a session where he’s talking about his
interactions with other people in the office. If
he feels he has problems with people, maybe
you can help him get some insight into his
part in the interaction. I would not mention
that you have heard anything about him from
others, since this is likely to backfire.

If he is facing a job evaluation in the near
future, you might take the opportunity to go
over where he will be assessed. If he’s look-
ing for ways to improve his chances of a
raise, he might be motivated to make some
personal changes. I wouldn’t hold out much
hope for any changes unless he is internal-
ly motivated to take action – especially in
the smoking and diet arena. Good luck! •

Carol Adrienne, PhD,
cautions: “Right now,
it’s more your issue
than his, since he
isn’t consciously
aware of how his
appearance or groom-
ing impacts others, or
he would have made
improvements.”

Vicky Trabosh, CDC®,
says: “Your success
as a coach depends
on your sensitivity
and skill to allow the
client to be led from
within.”

To mangle the Star Trek opening mono-
logue line from the 1960s TV series:
Our bodies – the final frontier. 

What appears to be an easy subject is in
fact a difficult one. Your client has a past-
mentioned “should,” but he may or may not
be ready to face his most intimate issues
head on.

I asked a client of mine who had been
overweight when we began working togeth-
er how he finally got to the point where he
was willing to work on his “final frontier.”
He stated that the confidence he gained
through our coaching on other areas helped
him to face the issue that was truly a prob-
lem for him.

You’ve experienced success with and for
this client. Now on to new frontiers! But only
enter with permission. A great way to engage
a client’s permission to move on to a past-
mentioned “should” is to have them com-

plete a new intake form with new questions.
Example: You have experienced great suc-
cess during the coaching process. Are there
other areas you would like to tackle? Health/
Relationships/Financial Management/etc. 

When a client identifies health and
weight loss I send them to a fitness coach.
If the client can’t afford two coaches, you
may need to step aside for a while. But the
client who will return to you will be fit, brim-
ming with confidence, smell better (more
confidence translates to better self care)
and maybe even be a non-smoker (have
you ever tried to walk the StairMaster®for
45 minutes and then inhale a cigarette?). 

Believe in your client. Your success as a
coach depends on your sensitivity and skill
to allow the client to be led from within.
Work on the issues they identify and own –
and seek their permission to address the
“shoulds” they mention in passing.
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coaching tools
DISCOVER CREATIVE AND INNOVATIVE WAYS TO ENLIVEN AND REFRESH YOUR COACHING BUSINESS. 

Emergence A meditative jour-
ney through the seasons 
The Emergence CD is beautiful and imag-
inative. With the cycles of nature as a
metaphor, Phil Okrend leads you on a
gentle and sensuous guided journey
through Fall (release); Winter (germinat-
ing); Spring (blossoming); and Summer
(fullness). You can listen to the full CD or
choose the track you want. 

Not only is Okrend a coach, he is also
a musician who wrote and performed the original music on the CD.
Like most guided meditations, the music is underneath the guided
journey. What is unique about this CD is that the music is repeat-
ed in its entirety following each meditation. What a gift this is; the
music is beautiful and allows you to linger in that relaxed state.
You can also let it take you on a journey of its own.

Use this CD in group work that focuses on personal exploration
and transition or in retreat settings. 

Roadmap to Meaningful 
Midlife™ Create your vision 
and action plan 
If your target market is midlife adults
who are redefining what’s next in their
lives, this two-CD set is a perfect com-
plement to your offerings. In Roadmap 
to a Meaningful Midlife, Mary Radu and
Cheryl Mann give you a prepackaged
process to give to your clients. It walks
the client through all the basics of creat-
ing a vision, developing an action plan
and moving through obstacles. The beauty
of the program is that it is comprehen-
sive, very tailored to this market and most likely reflects what you
already do with your clients. In other words, you don’t have to learn
someone else’s “system” to begin using it. 

Include it as part of a three-month program and it will increase
the perceived value of your offering. Your clients get you plus 70
minutes of audio and a step-by-step 40-page workbook. Clients
love a process that has a beginning, a middle and an end. Of
course, once the client has a “Roadmap”, the work really begins.  

A SenseAble™Friend
This is a card deck that engages
the user in a powerful process of
personal reflection. 

It’s hard to miss the fact that the
SenseAble™ Friend cards are trian-
gular in shape. The unusual shape
heralds something new and differ-
ent, and the deck delivers.

Each card acts as a prompt that
stimulates logic, intuition or emo-
tion. Although the prompts appear
simple initially, you will be amazed
at the depth of discovery they facili-
tate; I know I was. The author, Pete
Middleton, an executive coach in
the UK, says the content was guid-
ed as much by intuition as logic,
and the resulting prompts do seem
to access the complexities of how
the mind works.

The deck comes with instructions
for personal use and a 50-page
downloadable user manual that
offers advance guidance for facilita-
tion with clients and teams. 
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By Marcy Nelson-Garrison, MA, CPCC

Q? Basics
Open-ended questions for
coaching mastery
Okay, I’m blushing
a bit; this next
product is my own
creation and I’m
including it with
permission from
the publisher of
choice Magazine.
If you train others in coaching skills
or you are a coach committed to
mastering the art of open-ended
questions, this is a training tool
that is designed with you in mind. 

Q? Basics is a deck of 54 sim-
ple open-ended questions divided
into three suits: Simple and
Curious; Expanding Awareness;
and Taking Action. The deck
makes learning fun and the suits
offer an easy structure for teach-
ing basic coaching skills in corpo-
rate settings, life coach training
and personal use. Keep a deck on
your desk to use when you are at
a loss for a question or need
some fresh input.

Q? Basics provides the ques-
tions that lead to effective and
powerful coaching conversations.
The deck comes with a user
guide. Quantity discounts and 
an affiliate program are
available.

Leadership Keys Field
Guide and Leadership Keys 

Dr. Reldan Nadler, author of Leaders’ Playbook:
How to Apply Emotional Intelligence – Keys to
Great Leadership, has just made it easier for
executive coaches to meet the growing need to
develop leaders and star performers. 

While the book is wonderful and chock full of
practical applications and strategies for applying
EI concepts, I’m especially excited about The
Leadership Keys Field Guide. It’s like cliff notes
for EI coaching. It offers a quick desk reference
on 10 Leadership Keys that will develop core EI
competencies. The Field Guide assumes that
you’ve got the theory down and need ready
access to the application. You get the key, when
to apply it, how to teach it and the core compe-
tencies it addresses. Keys include: coaching for
performance, giving feedback, the assumption
ladder and more.

Not only has Nadler created this handy field
guide; there’s also an even more condensed 
version to leave with your clients and teams.
The Leadership Keys, available in packages of
five, are 10 cards on a ring that summarize the
leadership keys.

Links to products reviewed in this column are available
at www.coachingtoys.com

Marcy Nelson-Garrison, MA, CPCC, is a coach and the
founder of Coaching Toys Inc.
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The coaching profession is helping to transform organi-
zations one leader at a time. We continue to develop
new ideas and techniques that are having a deep and

lasting impact, and the changes are being felt throughout
the corporate world.

In this issue we examine just how far coaching has come,
and where it's going, in building leadership and developing
the “heart” – the right brain, you might say – of organizations. 

Sir John Whitmore explains why a sea change is neces-
sary for corporations to move beyond the numbers and into
a place of emotional intelligence, where coaches can help
leaders develop their values, vision, courage and innovation
as a force for transformation.

Bill Bergquist and John Lazar share their insights into the
intricacies of three types of issues coaches can help clients
identify and resolve: puzzles, problems and mysteries. 

And rounding out our feature package, Rosemary Davies
and Amy Dorn Kopelan give us their “prescription” for com-
panies to move beyond the executive therapy “placebo” and
develop ongoing, open, transparent and trackable support
for their high-potential talent. 

The bottom line: coaching has a bright and powerful future
in organizational and leadership development. We hope you
find these articles as inspirational as we did.

– The Editors 
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Corporate coaching means
different things to differ-
ent people; however, its
most widely recognized

form is executive coaching. This usual-
ly means that the client company con-
tracts an external, independent coach
for some half dozen coaching sessions
of one to two hours with an executive
over a period of several months. The
focus of these sessions often starts in
the boardroom, but soon broadens to
embrace fundamental career and life
choices, not infrequently stemming
from the executive experiencing a lack
of meaning and purpose. There are
many variations on the executive
coaching theme, but coaching at work
may take other forms too – forms
which may have a greater impact.

My coaching work with corporate
clients over 25 years has led me to
become more engaged in the trans-
formation of the management style of
organizations than in executive
coaching. This entails a sea change
from command and control to man-
agement behaviors rooted in the prin-
ciples of high-performance coaching.
During such an engagement, some
executive coaching is often desirable
and desired since the approval and
maintenance of any change of man-
agement style must begin at the top,

and in action, not just in word. Top
executives need to understand the
purpose, principles and benefits of
the coaching approach – indeed, need
to have experienced them first-hand,
if they are to provide the inspiration,
impetus and support necessary. Real
change, however, demands the full
commitment of all staff in leadership,
management, supervisory and train-
ing roles, and that is the challenge. 

One Company’s Triumph
For any organization to shift from a
traditional management culture to a
performance coaching culture, con-
siderable investment is required in
time, money and courage. The latter
is the hardest to come by. A hugely
successful Brazilian conglomerate
called Semco is one of the few and
the first organizations to truly make
this sort of change. Its original sole
owner, Ricardo Semler, began the
transformation process some 25
years ago. I recommend his first
book, Maverick, which tells Semco’s
turbulent and triumphant story. After
reading an early copy of my book,
Coaching for Performance, Ricardo sent
me a card to say that he had been
using the principles of coaching with-
out knowing it. Semco’s success
financially and in human terms is leg-

endary. Ricardo writes and speaks
eloquently about it, and his books
and lectures have inspired many
senior executives, but when it comes
to action they retreat, afraid to act
and full of excuses. 

Another way to describe this trans-
formation is that of a paradigm shift
from the common culture of fear to
one of trust, but this description is
daunting and no more palatable. It is a
step too far for most corporate boards
to contemplate. Even if they find the
courage, they are likely to be thwarted
by institutional shareholders to
whom they are beholden. I have to
acknowledge that few large corpora-
tions I have worked with, and there
have been many, have been willing to
enter into a process even remotely as
ambitious as that of Semco.

The Need for Change
Why is such big change necessary? For
many reasons, but the first is that in
the past decade, realities such as glob-
alization, instant communication,
economic instability, climate change
and terrorism – to name but a few –
have burst onto the global agenda.
The collective needs and objectives
of humanity are being thereby
reshaped faster than ungainly corpo-
rations can change course. The effect

The move toward self-responsibility in the corporate world

By John Whitmore
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of this is that, while they are probably
modernizing faster than they ever
have before, in relative terms they are
falling further and further behind. It
is the new agile smaller companies
led by young entrepreneurs with a
different management philosophy
that are responding and will flourish. 

The second and more fundamental
reason is that the whole of humanity is
reaching the stage of evolution, both
individually and collectively, at which
hierarchy and autocracy are losing
authority as people in every culture
increasingly demand more freedom of
choice in their lives and at work. This
leads ultimately to a far greater degree
of self-responsibility. It is no coinci-
dence that coaching, of which self-
responsibility is the principal purpose
and outcome, is in increasing demand
in all its forms. It is an industry that

has grown up to meet this unstoppable
trend and the need that it creates. 

If these two primary reasons for
change are insufficiently persuasive
for some leaders to consider, then
they and their organization are simply
unprepared for the future and there is
no value in adding other reasons until
an awakening occurs. The gradual
movement of corporations from hier-
archy towards democracy has been in
process for many years, but it has now
become urgent. The greed of the few
at the top, their fear of loss of control,
the degradation of the environment
and the increase in the wealth gap,
have recently become ever more
apparent and unacceptable. While the
old order fights a rearguard action,
positive change is in the air, and on the
ground. Those corporate leaders who
are awake to what is happening, large-

ly outside their control, are seeking
alternative ways of doing business.
The coaching support for leaders to
develop their values, their vision, their
courage, their innovation and their
agility to act, is a vital part of the
transformation of their companies. 

Emotional intelligence
MBAs and economic degrees are no
longer the most important require-
ments of future leaders; they are but
externalities that are readily available
online. What is in greater need is the
development of inner strengths and
abilities that are not academic in
nature. Daniel Goleman’s research has
demonstrated that emotional intelli-
gence or emotional literacy is twice as
important as academic, intellectual or
technical knowledge for people to be
successful in organizations these days.

For too long our emphasis has been
on the external or the quantitative,
rather than the internal or qualitative,
and look where that has got us. Now is
the time to restore the appropriate
balance, and the coaching industry is
specifically geared to fill the qualita-
tive vacuum and mount a major chal-
lenge to the position held by old world
consultancies, who sell, tell and bill,
but often fail to fully engage the staff
of their client organizations.

Nokia, T-Mobile and IKEA, each
companies with whom I work, are
huge but they are agile, young, mod-
ern and determined, and are working
hard to keep pace with the social
progress. Signs of similar changes are
occurring in public sector institu-
tions, education, health care, all
kinds of training, local government,
the rehabilitation of prisoners, even
driver education (see sidebar). 

The emerging shift from the sub-
servient, convenient and automatic
following of orders, to the expectation

CORPORATE LEADERSHIP

For too long our emphasis has been on the
external or the qualitative, rather than the
internal or quantitative.

Risk vs. Self-responsibility
The most successful teenage pregnancy prevention program in the UK,

called “Teens and Toddlers,” is not about instructing teenagers how to
put condoms on bananas, but upon coaching them to develop their

emotional intelligence and self-responsibility. 
In another example, I am an advisor to a three-year European Union

Commission project charged with recommending how driving instruction
throughout Europe can best be replaced by coaching. The demand for this has
come from the fact that a disproportionate percentage of young men between
the ages of 17 and 23 are being killed on the road in all countries. The prob-
lem is their risk-rife attitudes at that age, and traditional driving instruction
does nothing for that whatsoever, whereas coaching can. Again it is all about
the development of self-responsibility.

As a result, there are 40,000 driving instructors in England alone that
urgently need to be retrained to become driving coaches. Any volunteers?

Driving and having sex are perhaps the two most risky activities for our
youth today. Sadly, our education systems have failed to prepare the ground
for our children to cope with them safely, because the principles of, and the
need for, self-responsibility to be instilled early have yet to be fully recognized.
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of and demand for more choice by ordi-
nary people at work and elsewhere in
their lives, is the consequence of human
evolutionary progress. It is being accel-
erated by the undeniable failure of
leadership in so many fields, from cli-
mate change to international affairs. 

The demand for coaching
All reputable methods and schools of
coaching hold awareness and respon-
sibility – of and for self and others – to
be the core objective of coaching,
regardless of the coaching subject
matter. It does not matter if coaching
is for recreational or workplace per-
formance, for education or training,
or for quality of life issues such as the
search for meaning and purpose, or
for advanced self-development – these
principles remain the same. Self-
responsibility is here to stay unless
evolution goes into reverse. Coaching
is the only industry that is geared
specifically for developing self-
responsibility, and its skills will be in
ever greater demand. The best forms
of psychotherapy and spiritual teach-
ing at either end of the human devel-
opment spectrum are also based upon
these same principles, but both are
stigmatized in some eyes, and as such
gain far less access.

Just as the number of coaches is
increasing fast (the International
Coach Federation is attracting record
numbers of new members a month),
so will their need to develop ways of
serving wider sections of the public,
and in large groups too. There are
countless other equally numerous and
even more stretching examples of
work to be done in the interests of
evolution, and of human lives. The
coaching industry is in its infancy,
going on adolescence; this is not
meant in a derogatory way, but simply
relative to its future growth potential.

Will it now rise to the challenge of our
time, throw off its self-indulgent, lim-
iting self-beliefs, embrace self-respon-
sibility, and step up to the plate? I
hope so, and what a great opportunity
exists for us all! The “choice” of title
for this magazine could not be more
relevant for our time. •

Sir John Whitmore is the executive
chairman of Performance Consultants
International. He has written five books
on sports, leadership and coaching. His
most recent book is Coaching for
Performance 3rd Edition published
by Nicholas Brealey. 
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Your Team for Learning.

Robert Dunham, founder,

Institute for Generative Leadership.

Mary Shippy, director, Executive &

Organizational Development

and multicultural leadership

specialist,Newfield.

Julio Olalla,MCC, founder and

president,Newfield.

CEO comprises the very best
practices for coaching leaders
and managers to increase the
performance and well-being
of themselves and their clients.
Successful completion of the
program will provide 70 CCEUs
applicable to ICF recertification.
Prerequisites are:

• Minimum 5 years’
experience as an
organizational or
executive coach.

• Current, ongoing practice
as a coach who works
within an organization or
who is external to one.

Advanced Learning for the
Corporate Coach

Advanced Training for
Experienced Coaches.
Coaching Excellence in Organizations

(CEO) gives you a newmodel of essential,

nonnegotiable elements to effectively

lead and manage others.This is designed

so you immediately can apply what you

learn to the issues your clients face.

Learn to embody being an effective

coach and:
• Develop your emotional capacity as a coach and

work with leaders to do the same.

• Learn linguistic, emotional, and embodied

coaching skills to put into action.

When,Where,& HowMuch.
Three conferences:

May 1-3 | July 17-19 | Nov.20-22

Where: Boulder, Colorado

Tuition: $7,845 includes materials and

coaching. Price to attend the opening

conference only:$1,045.

Applications are being accepted.

Newfield teams with the Institute for

Generative Leadership to bring you

this program.

For information call:

303.449.6117
Or email: Carolyn Keyes Carstens,
Carolyn.Carstens@newfieldnetwork.com
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Several years ago we wrote
an article for a new jour-
nal we had founded (The
International Journal of

Coaching in Organizations), focusing
on a particular coaching strategy
called “alignment coaching.” While
this strategy has since received some
attention from professionals in the
field of coaching, a specific distinc-
tion we drew in this article has
received far more attention. This is
the distinction between three kinds
of issues being addressed in not only
coaching, but most other human ser-

vice engagements: puzzles, problems
and mysteries. We would like briefly
to share some of the insights we have
since gained from a careful examina-
tion of these three kinds of issues. 

Puzzles
Puzzles are the everyday issues that
anyone working in an organization
must face. Puzzles have answers.
They are uni-dimensional, in that
they can be clearly defined and readily
quantified or at least measured.
Puzzles concern such things as chang-
ing a production schedule to accom-

modate a major new order or deter-
mining the appropriate fee for a new
training program. Puzzles also con-
cern changes in policies to accommo-
date new federal laws, or an increase
in wages to keep hourly workers from
leaving the company.

Problems
There is a second type of issue that a
client faces. We identify these issues
as problems. There are many more
cognitive demands being placed on
us when we confront problems than
when we confront puzzles, for prob-

Identifying and addressing the issues is the first step toward 
successful coaching

By Bill Bergquist & John Lazar

Mysteries&
Puzzles,Problems
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lems do not have simple solutions. They
are multi-dimensional and inter-discipli-
nary in nature. Problems can be viewed
from many different points of view and it
is unclear when they have been success-
fully resolved. Donald Schön (1983) called
these issues “messes.” We find a technical
solution and realize that the problem has
financial implications. We address the
financial implications and soon find that
there are a whole host of managerial con-
cerns associated with the problem.
Problems that exist in contemporary
organizations often concern such things
as personnel policies (that are not forced
by new government regulations), com-
pensation systems (that are not just wage
increases), productivity, morale, creativi-
ty, risk-taking, flexibility – and trust.

In some cases, problems can be best
understood as paradoxes – the tension
between interdependent opposites
(Johnson, 1992). This is the case, for
example, when managers seemingly must
make a decision about whether support
services remain centralized versus
become decentralized and migrate to dis-
persed locations and accountabilities.
Other typical situations include individ-
ual vs. team compensation, cost vs. quali-
ty, innovation vs. standardized approach,
and planning vs. acting. In all cases, the
focus on one “solution” shifts our atten-
tion from a larger framework that
includes a view of both “solutions.”

In many other cases, problems con-
front us as dilemmas. We view the
problem from one perspective and take
action to alleviate one part of the prob-
lem, and we immediately confront
another perspective or another part of
the problem. We tighten up our poli-
cies regarding new product develop-
ment and find that creativity is drop-
ping off. We increase the price of a ser-
vice that we deliver in order to increase
revenues and find that we are losing cus-

tomers, thereby losing revenues. At
times we find that the problem is a set of
nested dilemmas. One set of conflicting
priorities exists within another set of
conflicting priorities. For instance, I
want to pay one employee a bonus, but
know that if I do, other employees will
be resentful and less likely to collaborate
with their bonused colleague. This
dilemma, in turn, rests inside an even
bigger dilemma: we want to increase
salary and benefits to all of our employ-
ees, yet also are trying to keep down
costs because the market in which our
product is being sold is highly competi-
tive. These are complex problems that

have to do with systems interrelation-
ships at multiple logical levels (Bateson,
1972) – not readily solved puzzles. As
organizational coaches, we are likely to
often confront the challenge of helping
our clients work with dilemmas and
even nested dilemmas. 

Mysteries
Finally, we face issues that defy either
clear specification or decisive action.
We identify these issues as mysteries.
This type of issue concerns deeply felt
and experienced aspects of life and our
strong desire to come to some under-
standing of its meaning – even to extract
a message from this mystery that is
being delivered to us personally or to our
family, community or nation. In many
cases, mysteries are associated with loss
or misfortune. Why is this person sick

CORPORATE LEADERSHIP

Mysteries 
are outside our 

control, so we
don’t have to feel

responsible for
resolving them.
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or why did she die? Why has this
leader or this organization been iden-
tified as the cause of the economic
downturn in this community? In
other cases, mysteries are associated
with birth, love or good fortune: the
smiling face of a new-born grandchild
or the continuing love for a spouse;
the opportunity to move into a new
international market as a result of a
chance encounter with someone at
the airport. Mysteries can neither be
measured nor confined by a category. 

Mysteries seem to take place outside
our sphere of control or influence.
Psychologists call this an external locus
of control and note that some people
are inclined to view most issues as out-
side their control (that is, as mysteries).
By contrast, puzzles are usually under
our control. Psychologists identify this
perspective as an internal locus of con-
trol and note that some people are like-
ly to view all issues as being under their
control (that is, as puzzles). Problems
are usually complex mixtures of con-
trollable and uncontrollable elements.
To successfully address a problem, one
typically needs a balanced perspective
with regard to internal and external
loci of control.

The Challenge
There are several major challenges
associated with the role of a coach in
helping colleagues identify and
address these three different kinds
of issues. For one thing, coaching
clients typically want their issues to
be puzzles (or perhaps mysteries). In
fact, when the client is the decision
maker of an organization who is
sponsoring/endorsing coaching for
another person, they invariably will
cast the “problem” issue in “puzzle”
terms. Puzzles can be solved and we
know when we have solved them.

Mysteries are outside our control, so
we don’t have to feel responsible for
resolving them. But problems – these
are much more difficult to address. 

We have to determine which
aspects of the problem are under our
control and which aspects are not.
This confusing mixture of internal and
external control is inherent in prob-
lems. That’s what makes them so diffi-
cult to address – and makes them ripe
for organizational coaching assistance.

Making The Distinctions
There is a related challenge associated
with the distinction we have drawn.

While coaches may be judged most
successful if they always address mea-
surable and relatively simple puzzles
rather than complex problems, the
problems that a client brings to the
coaching session tend to be most
amenable to the coaching process –
particularly an appreciative approach
to coaching. A masterful organization-
al coach is uniquely positioned to hear
out, help a client reflect on, and bring
new perspectives to a complex prob-
lem. Conversely, puzzles tend to be
most successfully addressed by some-
one operating in a consulting role or a
coach who provides a higher percent-

CORPORATE LEADERSHIP

The $100,000 Dilemma
Another challenge concerns the values of a coaching enterprise.

Coaches are often considered much more successful, in terms of both
fortune and fame, if they can address puzzles rather than problems.

One very famous coach proposes the following impressive offer to all of his
clients: “you tell me specifically how you want your performance to improve or
how you want the performance of a specific person in this organization to
improve. Provide me with measurable performance criteria and I will provide
coaching for exactly one year. If at the end of a year the performance level is
at or above the measured standard, then you pay me $100,000. If it is below
this standard, then you don’t pay me a cent!” This is indeed impressive and
this coach has reportedly made a substantial amount of money from this
coaching wager. 

We must, however, ask about the paradox associated with the contract
itself. What is going through the mind of the recipient of this puzzle-based
coaching? The recipient might be entertaining some of the following thoughts: 

“The coach gets paid if I’m more successful. This puts great pressure on me.
What did I do wrong? But the organization is willing to invest $100,000 in me. I
wonder if I’m worth $100,000? I feel guilty – or is it anger – that my perfor-
mance is being judged so poorly that I am costing the organization $100,000.
Or should I feel honored? What should I think about this coach? Does he really
care about me or is he only motivated by the money. I could sure mess things
up for him by performing better but not at the level that triggers his payment –
and I would save the company $100,000! Why don’t they just give me this
money as an incentive and I will perform at any level they want!”

While we commend this coach’s competency and his willingness to embrace
maximum accountability, we wonder to what extent he is taking complex prob-
lems and making them into puzzles. If the performance level has to be mea-
surable, then does it ignore subtler, yet critical, factors involved in his client’s
performance? 
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CORPORATE LEADERSHIP

age of advising versus inquiring conver-
sation. Mysteries tend to be most suc-
cessfully addressed by someone operat-
ing in the role of counselor or (in a reli-
gious setting) pastor. It is important,
therefore, for the distinction to be made
between these three types of issues, so
that several things can happen: 

• The decision maker understands the
distinctions and implications that go
with identifying the issue type and has
commensurate expectations.

• The client understands the dis-
tinctions and implications and can
make an informed, appropriate deci-
sion concerning the type of assis-
tance they wish to receive. 

• The coach better understands the
situation and its context, and can bring
that sensitivity to the coaching
engagement. Through that under-
standing, the coach can help shape and
manage the expectations of the deci-
sion maker and client about what suc-
cess might look like and a likely time-
line for achieving it. This will occur ini-
tially during contracting, then again
periodically over the life of the engage-
ment (Lazar, 2006).

This is the strength of recognizing
all three types of issues in a coaching
engagement. Business coaching will
inevitably move through puzzles,
problems and mysteries, given that
these three types of issues are inherent
and interwoven in all contemporary lives
and organizations. •
Bill Bergquist has offered professional coaching
services for more than 40 years, and has authored
more than 40 books and 50 articles. John Lazar
has been a performance consultant and coach
since 1983, and an executive coach for the past 14
years. Together, Bill and John are co-founders and
co-executive editors of the International
Journal of Coaching in Organization, in its
sixth year of quarterly publication. Re
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In a funhouse hall of mirrors, the
shorter person becomes tall in
the “tall” mirror and the taller
ones appear to shrink in the

“short” mirror. Most people know
it’s a distortion because it’s a fun-
house. But when an anorexic young
girl sees herself reflected in either mir-
ror, she sees a grossly fat girl, rather
than her waif-like self. She believes
her perception is an accurate view of
reality rather than a distorted view of
reality. Now we have a perception
challenge to deal with!

Ask any corporate coach, and you’ll
hear from them that their client cor-

porations are definitely showing
greater success as a result of the
coaching they are receiving. Ask their
client, and s/he will likely agree. 

But if you look for substantial,
marketable changes to support their
claims, they are just not evident.
There is a perception distortion.

Why the distortion? Because in
most corporations, coaching is elite
or exclusionary, available only to very
senior executives. It doesn’t challenge
them to be greater stewards of their
company and people, nor does it
spark innovative thinking. So are
companies being duped into paying

for what Stefan Stern, columnist for
the Financial Times, calls psycho-bab-
bling pseudo-therapy (a placebo)? 

We believe that companies would
demonstrate and substantiate greater
success if they eliminated the execu-
tive therapy bills (the placebo) and
instead invested in cutting-edge
strategies and programs that would
attract and retain top talent, endors-
ing and developing nimble, responsi-
ble, guardian leadership thinking. 

There are no doubts that some cor-
porate coaches are doing a remark-
able job as therapists. You hear senior
executives talk about “my coach” with 

By Rosemary Davies-Janes & Amy Dorn Kopelan

Organizational
Rx

Trackable professional development is the right “pill” in the prescription
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the endearment that others reserve to
describe their therapists. 

But, if we step back to ask whether
corporations are really benefiting in tan-
gible ways from their coaching, the
answer is “No.”

Full-time vs. Outsourcing
As we see it, companies that employ full-
time coaches are well and truly “down
the rabbit hole.” In fact, we believe the
“full-time” approach can spawn a self-
deluding culture that eventually destabi-
lizes the entire organization.

Why would an organization willingly
indulge in self-delusion? Here are three
possible scenarios:

Sometimes the boss or organiza-
tion wants the “apparent” result to

outweigh the tangible result to “look
good” to the board or the shareholders.

Organizations work very hard to “have
policy and programs” in place, in plain
view of employees, the board and share-
holders, that announce their efforts to
retain good talent, confront toxic boss-
es, control bad behaviors, remove con-
stipated thinking, and other problems
that may disrupt the culture. 

Internal, full-time coaches can pub-
licly serve as the endorsement of their
objects. Rarely are they the innovators
or change agents who can deconstruct,
then reconstruct, for real progress. 

Organizations prefer to deal with
the devil they know rather than

one that can hold surprises; risk-aversion

is corporate America’s prevailing mindset. 
An internal coaching corps can “address”

the issues (placebo again) and maintain
the status quo. The company avoids fir-
ings, lawsuits, having to seek new hires,
re-assessing compensation packages, and
the negative impact of bad press on the
stock price. 

The corps, in essence, blocks the need
for innovation or change to the long-
standing model.

Organizations choose an internal
coaching team as a security blan-

ket. That team can serve to “fix” a man-
ager or leader problem and validate the
company’s efforts to “correct” problem-
atic leadership. The coach and company
become heroes for “working at it” and
may even get an award for an employee-
centered approach. What results is good
press, a place on the “best of” lists and
seemingly good morale. What is absent
is significant change in leadership para-
digms or mandates.

However, imagine if the corporation’s
assessment of the situation is off-base?
Just as the young girl concludes she is “fat”
(her distorted perception), so too may the
corporate guardians be endorsing a false
assessment. If the coach is given bad infor-
mation from day one, it leads to poorly
informed choices thereafter. Could that be
one reason a coaching engagement fails?
It’s the worst of placebos!

The Cure
We believe that coaching works. But, if
you are going to send a championship

CORPORATE LEADERSHIP

If we step back to ask whether 
corporations are really benefiting 

in tangible ways from their coaching,
the answer is No.

1

2

3
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team out onto the court, you can’t
send out players with great attitude
but poor tactical skills. 

They’ll never win! 
For coaching to work in the corpo-

rate environment as it does in sports,
it needs to be: 

• transparent;
• not for the elite few;
• not confused with executive 

therapy;
• participatory and trackable;
• and not a “placebo.”
Corporations should be willing to

put their high potential talent “in
training,” publicly tracking the impact
of the professional game. 

The level of ongoing development
required to maintain proficiency is
vastly different today from 20 years
ago. What it takes to stay at the top of
our personal and professional game is
ongoing support, specific to our pro-
fession, but general in terms of relat-
ing via ever-evolving communication
and collaboration. 

Corporate benefits need to be rede-
fined to include not just vacation, den-
tal and medical coverage, but profes-
sional development coverage as well.
It’s the right ‘pill’ to add to the organi-
zational prescription. •
Rosemary Davies-Janes is a 20-year marketing
and branding veteran who has supported some
of the world ’s best known brands. In 1998 she
founded her own full-service personal brand
agency, Miboso. Amy Dorn Kopelan is the
author of I Didn’t See It Coming, a book
that teaches professionals how to avoid being
blindsided in business. She has produced and
keynoted many leadership conferences globally
and has been featured in BusinessWeek,
Chief Learning Officer Magazine and
CEO Magazine.

Become a 
Subscriber!

THE MAGAZINE OF PROFESSIONAL COACHING

Subscribe at www.choice-online.com

choice Magazine brings you business-building and
life-enhancing content with every issue. Coaches in
over 24 countries around the world subscribe to choice.
The world needs good coaches, so make choice a part of
your growth, your reading and library. Subscribe today!
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international eye
By Victoria Trabosh 

Miracles show up in the most
ordinary of circumstances. In the
smallest of ways we can see the great-
ness in others and ourselves. I believe
that to declare the desire to coach, to
make a difference in the world, first
requires us to make a difference in
our own lives. We must know with-
out a doubt that the coaching we give
or receive creates something both
extraordinary and unique.

It is that belief that took me to
Rwanda. I learned there that the
small miracles of coaching can hap-
pen in the most unlikely of places,
and that we can all renew our faith in
the extraordinary things we can
accomplish in our coaching practices
by choosing to step into who we are. 

In 2005, I was working very suc-
cessfully as an executive coach in
the United States with people who
looked a lot like me – middle-aged,
successful, striving for more, white
– with no thought that I was miss-
ing any opportunity.

That all changed when a past boss
of mine asked me to go to Rwanda –
where I could make a difference
working with the poorest of women
in the area of micro-finance. 

I was interested. I was
intrigued. I was ignorant. I
read about the horrors of genocide
in 1994 that killed over a million
people in 100 days. About a world
that turned its back on this country
– calling it an “African problem” ver-
sus a human rights violation. And I
knew I would learn more about the
world and human nature in this
short 12-day visit than I had learned
in any previous trip abroad. 

What I found changed my life 
forever. Nothing I had ever accom-
plished had ever had a greater
impact on me than discovering the
human spirit in Rwanda’s people,
from the materially poorest of its
survivors to the leaders of the coun-

try.  To know them is to truly under-
stand the meaning of hope.

If you’ve lost someone you deeply
love through death, you know sad-
ness. Can you imagine losing your
entire family? Watching hundreds of
people you knew die as they were exe-
cuted in front of you: the machetes,
clubs, rapes; the most senseless of
deaths in the slowest and most
painful of ways? I have seen the
memorials, the mass graves, the grief,

and I still cannot imagine what it
would be like personally. And then
can you imagine going on? Knowing
your life has not ended, although it
will never be the same. 

From the greatest of loss comes
the greatest chance to make a 
difference. From my perspective,
coaching in Rwanda created extra-
ordinary results, even in the small-
est of ways, both for me and for
those I had the privilege to coach. 

Being a coach means we go to the
place where the client needs our
skills. There are times when we are
woefully unprepared, or so we
think. But to know that you are
called to a moment in time – to step
into it, to get out of your own way –
will change the person you coach,
will change you, and will forever
change the world. 

In Rwanda, I faced the feeling
that I was unprepared to handle the
coaching issues of people who had
witnessed horror and experienced
the greatest of losses. What I dis-
covered was this: while continually
processing their loss separately
from their daily existence, the
Rwandans desired the same things
as you and me: to stay motivated, to
see ourselves as who we truly are, to
succeed in business, live with integri-

Lessons from Rwanda
Renewing our faith in accomplishing 
the extraordinary

“From the greatest of loss comes the greatest
chance to make a difference.”
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ty, remove self-imposed barriers to
success, focus on what is possible,
learn from mistakes, dream bigger,
find joy, find love, raise successful
children, forgive (to name a few). To
address those desires is  to coach. 

There are many people who are
suffering post-traumatic stress in
Rwanda, 14 years after the genocide.
In spite of their challenges, they want
success, both personally and profes-
sionally. Whether from a woman who
seeks a micro loan of $50, or from a
country leader who believes in the
greater future, the coaching requests
were the same: how can I be my per-
sonal best? How can I remove the
barriers to my success? How can I
take the best and leave the rest? 

The man with no dreams
I coached a number of people in an
NGO (non governmental organiza-
tion) in Rwanda. I had 20 people who
wanted to meet with me – more than
I could ever handle in a day. I held 30-
minute laser coaching meetings with
each one. The meetings were enlight-
ening for the client and inspiring for
me. At the end of the day I had only
10 minutes left for the last young
man who wished to speak with me.
He arrived with no translator and
spoke in quiet English. I asked him

what his dreams were. He said, “I
have none.” “Why?” I asked. “When
I was 10 years old I watched them cut
off my mother’s head with a machete.
I think of her every day and I miss
her so much.” 

Who was I to coach this young
man? And then, in this small moment,
the extraordinary occurred. Who I
was became enough. I told him I too
had lost both of my parents. And I
too missed them every day. And he
could honor his mother more by his
action than his grief. I said that if he
chose to live his life to honor his
mother he would be giving her a
great gift, and while I didn’t know
how heaven worked (he was a Chris-
tian), if his mother could see him
through the windows of heaven and
saw that he lived his life to honor
her, no mother in heaven would be
prouder of a son.

That’s all I had. And then I left. 
When I returned to Rwanda a few

months later, I met the young man
who watched over this orphan. He
said, “Vicky, I meant to write to you
about some of your coaching! You
know that young boy you coached
who had no dreams? I don’t know
what you said to him, but he changed
the next day after you coached him!
He decided to go and finish his col-

lege degree and make plans. He kept
repeating something you said!” 

And I knew. I said, “Is it that he will
honor his mother more by his action
than his grief?” And he said, “That’s
it!” (Footnote: I just heard that this
young man did complete his educa-
tion and received his college degree.) 

A small miracle. Extraordinary by
my standards. Not grief counseling,
not psychoanalysis. Just what I
know is true as a coach. 

And that is what we can bring to
the world. Ourselves. Working pas-
sionately in places and with people
we love. Not underestimating them,
or ourselves. Not believing they’re
not ready or that we’re not equipped.

Human nature is not different
outside of our country. Love is as
passionate, grief as numbing and

paralyzing, victory as sweet, self-
awareness as life changing – and
dreams as extraordinary. 

Believe that coaching truly will
allow you to create greatness in the
world. Believe it for yourself and
believe it for others – whether they
look just like you, or whether they
don’t. The world will be greater
because you cared enough to try. •
Victoria Trabosh, CDC® is an international
speaker, trainer and facilitator with 30 years’
experience. She is also president of the Itafari
Foundation, which builds global awareness,
creates meaningful partnerships, and provides
the resources necessary to rebuild the beautiful
country of Rwanda and empower its people.
To read more about the work of the Itafari
Foundation, please go to www.itafari.org

international eye

“Human nature is not
different outside our
country.”

Victoria Trabosh with some of the friends she made in Rwanda.
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The world needs global warm-
ing – not the environmental
kind, the relational kind!
Throughout the news media,

we see the quickening of global warm-
ing and its disastrous effects on the
environment. What we are also begin-
ning to see is a quickening of global
warming in the way individuals, fami-
lies, communities and countries relate
to one another. 

That this could grow so fast is a sur-
prise to all the experts. What if the
walls that separate us from truly cher-
ishing and honoring each other came
crashing down, just as the icebergs are
doing in Antarctica? What if the mea-
surement of warmth in all relation-
ships began to rise? I have had the
good fortune to travel to many coun-
tries around the globe in the last 10
years in my role as an ambassador of

life coaching, both for the Institute for
Life Coach Training and for the pro-
fession at large. I have always noticed
how people everywhere respond well
to human friendliness despite the
politics of individual countries. If
you act friendly, you are treated as a
friend, and if you are courteous, you
are treated with courtesy. If you ask
people about themselves with non-
judgmental curiosity and really want
to know, they respond with openness
and glee.

My graduate training in psychology
in the 1970s was in Humanistic and
Transpersonal Psychology. I pursued
those fields of study because I
believed in the possibility of learning
and applying wisdom and tools that
allowed people to pursue happiness
and overcome life stressors that lead
to the antithesis of peace. Yes, of
course, I was an idealist of the Love
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psychology alliance

By Patrick Williams, EdD, MCC

Emotional climate change is needed
now more than ever

Global
Warming

Human
Kind

of the

Relationships are all there is. Everything in the universe only
exists because it is in relationship to everything else. Nothing
exists in isolation. We have to stop pretending we are individ-
uals who can go it alone. I believe we can change the world if
we start listening to one another again. Simple, honest, human 
conversation. Not mediation, negotiation, problem solving,
debate, or public meetings. Simple, truthful conversations
where we each have a chance to speak, we each feel heard,
and we each listen well. Margaret J. Wheatley
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psychology alliance

Generation, but what’s wrong with 
idealism? Ideals are what we need to
pursue more often, but through a sense
of global connection and people-to-
people experiences – not the discon-
nection that seems so pervasive in our
governments and political leadership. 

The new EQ age 
Given the research today in the
areas of Positive Psychology and
Emotional Intelligence (EQ), we
have evidence of techniques and
outcomes that improve relation-

ships, embrace diversity, strengthen
our ability to be open-minded and
less judgmental, and improve the
honest, clear communication that is
necessary to foster good relation-
ships. Shouldn’t this research be
applied to global relations and com-
munity challenges so that we can
bypass the typical political efforts
among the leaders of countries? 

Martin Seligman, in his introduc-
tion to the Handbook of Positive Psy-
chology (Snyder, C.R. and Lopez, S.
editors, 2002) states, “I believe that a
psychology of positive human func-
tioning will arise that achieves a scien-
tific understanding and effective
interventions to build thriving indi-
viduals, families and communities.
You may think this is pure fantasy that
psychology will never look beyond the
victim, the underdog, and the remedi-
al. But I want to suggest that the time
is finally right.” He goes on to say, “I
predict that Positive Psychology in

this new century will come to under-
stand and build those factors that
allow individuals, communities, and
societies to flourish.” 

I would add that the timing could
not be more crucial. Global warming of
the human kind needs to erupt in sur-
prising and multiple places on Earth.
Didn’t it surprise most experts when
the Berlin wall came down? What
metaphorical walls could come down 
if there were a mass movement of 
people-to-people and village-to-village
peaceful actions with purpose? That is

how all movements begin. It is time for
another peace movement, this time
armed with the coach approach and
the science of Positive Psychology.

Starting a global conversation
For 18 years, I was a member of Rotary
International (I travel too much now to
be a member locally). As a member, I
had the great experience of volunteer-
ing with projects in Mexico several
times and also housed six exchange stu-
dents in our house for three to six
months each time. Both of these expe-
riences created in me great warmth
toward a culture I was unfamiliar with
and expanded my view of diversity and
the importance of being curious and
open-minded rather than judgmental
and close-minded. Many other organi-
zations sponsor similar cultural
exchange programs. How might pro-
fessional coaches begin to sponsor or
encourage experiences with the coach
approach included? 

It is time for another peace movement,
this time armed with the coach
approach and the science of Positive
Psychology.
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Clients Like Clockwork will enable you to: 

• Bring in new clients 

• Set rates high enough to pay the bills, yet
low enough to stay competitive! 

• Get tons more traffic on your web site —
and more qualified leads from your web
presence! 

• And much, much more!

For more information Visit 

www.clientslikeclockwork.com
Or call me toll-free at 888-367-4429 today!

How to take your Coaching Practice 

To Breakthrough Levels of Sustained,

Exponential Growth!

• 5 must-do activities for
quick growth 

• How to build a database of

hungry potential clients 

• Powerful, affordable guerilla
marketing techniques

• And much more!

The easy-to-follow CD’s include:

A complete 5-CD Set!

Re
pr

od
uc

ed
wi

th
th

e
pe

rm
is

si
on

of
ch

oi
ce

M
ag

az
in

e,
ww

w.
ch

oi
ce

-o
nl

in
e.

co
m

Reproduced
with

the
perm

ission
ofchoice

M
agazine,www.choice-online.com



psychology alliance

I have enormous confidence in
the positive impact that the spread
of authentic coaching conversa-

tions could have on the world.
What would it take to start a coach-
ing conversation movement? Like
the woman in Africa who is plan-
ting millions of trees, or the young
teenagers who started Cell Phones
for Soldiers as a way for men and
women in the armed services
around the globe to communicate
affordably with their families, or
any of the other great movements
that have started with just “a good
idea shared with friends”? What
would it take to make coaching con-
versations a buzzword on YouTube,
MySpace, Facebook, Google, Yahoo,
and blogs everywhere?

I believe that people really want to
feel more connected with others and
are curious about other cultures.
Let’s end prejudice that prevents
openness to learning. Let me know
how we can start a Global Warming
in People’s Hearts message and
spread this message around the
globe. Send your ideas to: ideas@
lifecoachtraining.com. Let’s get
together and do something big to
create an increase in global warming
within the human family. •
Patrick Williams, EdD, MCC, is Chief
Energizing Officer of the Institute for Life
Coach Training.

Pat has created a nonprofit
company to bring the power of
the coach approach to leaders
of nongovernmental organiza-
tions (NGOs) and citizens of
developing countries, with the
hope that assisting with
hunger, health and education
will lead to more opportunities
for peace. Go to www.Coaching
TheGlobalVillage.org

Get more Online
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impact
By Rosanne Scriffignano, ACC

In the musical A Chorus Line,
dancers dazzle audiences with
unstoppable energy and charisma.
After years of lessons and rehearsals,
they are exquisitely primed to per-
form with confidence and gusto.
Drawing on the support of their
coaches and talent managers, they
are ready to claim their well-earned
place in “the line.” 

In the corporate arena, leaders
often take center stage without ade-
quate training or support. When
the curtain rises on new assign-
ments, how will they cope with
shifting priorities and unexpected
challenges? The answer depends on
many factors, including their orga-
nization’s approach to training and
talent management.

Spotlight on Talent
Developing next generation leaders
requires looking at leadership devel-
opment in new and creative ways.
Several years ago, Automatic Data
Processing, Inc. (ADP) did just that.
Recognizing the inherent value of
coaching, ADP introduced coaching
as part of several talent manage-
ment initiatives including: 

• The First 90 Days® Coaching –
Tailored specifically for senior leaders
selected for rotational assignments.
This program is based on Michael
Watkins’ book: The First 90 Days: Crit-

ical Success Strategies for
New Leaders at All Levels. 

• Leadership Coaching
– Provides developmental
coaching for leaders at
the manager level and
above. Depending on the
focus, leaders work with
internal or external coaches.

• Sales Coaching – Offers perfor-
mance-based coaching to sales
executives and leaders. Using an
“objectives-based” approach, inter-
nal and external sales coaches part-
ner with sales leaders to achieve
measurable performance outcomes. 

• Leaders in Action – High-per-
forming and high-potential directors
and vice presidents participate in
specialized training, as well as three
sessions of executive coaching with
external coaches. 

These programs support leaders
worldwide to address business issues,
target developmental opportunities,
and prepare the organization for
future talent needs.  

Act I: The First 90 Days
ADP’s Global Leadership Develop-
ment Program (GLDP) is a rotation-
based talent management program
for high-potential leaders. Its goal is
to prepare leaders for future general
management positions. This pro-
gram prepares a pipeline of senior

executive talent who can support
the organization’s future growth
objectives. 

In addition to being mentored
by senior-level executives, leaders
work with ADP Talent Managers
who guide them through The First
90 Days coaching. Developed by
Harvard Business School professor
Michael Watkins, this process helps
leaders to accelerate their transitions
into new roles. At ADP, each time
leaders start a new rotational assign-
ment, they are paired with a coach
during the first 90 days of every
assignment. It is an iterative process
that affords continuity and bench
strength to the leadership develop-
ment process. 

Leaders are inspired and energized
by the coaching experience because it
helps them to become laser-focused
during each rotational assignment.
According to Steve Hrop, vice presi-
dent of executive and organizational
development, “Several of the partici-
pants in our Global Leadership
Development Program have told me

Setting the Stage for
Leadership Success
A coach approach to talent management
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that the in-depth feedback, guidance,
and support they’ve received from
their assigned talent manager and
coach is the most valuable and action-
able developmental experience of
their entire career.” 

To date, over 60 leaders have bene-
fited from this unique coaching
approach. Arun Krishna, director of
strategic planning for ADP Major
Accounts Marketing, believes that
coaching provided structure to his
onboarding experience: “The First 90

Days coaching and framework were
very beneficial in getting me pre-
pared for a new job at a new company,
ADP. The coaching process proved
critical in having a structured and a
methodical approach to successfully
managing my first 90 days.”

Casting Call for Coaches
Initially, ADP exclusively hired
external coaches to work with its
leaders. As the demand for coaching
increased, the organization looked
for new ways to provide coaching.
For example, talent managers are
now certified to coach The First 90
Days process and over 1000 man-
agers have completed ADP’s “man-
ager as coach” program, which is
licensed by the Coaching Clinic®/
Corporate Coach U.

In 2004, ADP introduced an inno-
vative program to train and certify
internal leadership coaches. Known
as the Internal Coach Certification
Program (ICCP), this rigorous one-
year program prepares leaders to
become internal coaches. 

Carol Chenot, ADP’s director of
executive development and founder
of the ICCP, began with a vision.
“Having experienced the power of
coaching in my own professional
development, my initial goal was to
create a scalable program that would
benefit the entire organization,”
Chenot explains. “In order to do
that, many more coaches would
need to be trained using a consistent
methodology. The ICCP was the
answer. With classroom learning,

reading, personal and mentor coach-
ing, critiques and work with practice
clients, coaches develop in a way
that energizes them and enables
them to provide a valuable service
that fuels ADP’s talent pipelines.”

The ICCP is unique because the
internal coaches are volunteers who
balance their coaching duties with
their full-time work. They typically
work with several coaching clients
at a variety of leadership levels per
year. Also, through a program of
ongoing continuing education after
graduation from the ICCP, coaches
remain current in their coaching
skills. This approach provides an
opportunity for the coaching pro-
gram to continue to deliver tangible
benefits to the organization.

The coaching relationship provides
a mutual broadening of perspective
and often leads to  extension of pro-
fessional networks and increased
understanding of the organization as
a whole. It is not unusual for an inter-
nal coach from one business unit to
work with a leader in a completely

impact

“To date, over 60 leaders have benefited
from this unique coaching approach.”
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different area of the organization.
This approach is particularly effec-
tive because the internal coaches
understand the corporate culture as
well as the overall organizational
milieu. Another benefit is cost sav-
ings. By grooming internal coaches,
the organization can provide coach-
ing to a greater number of leaders for
minimal operating costs.

A Standing Ovation
In 2006, ADP completed an in-
house survey of leaders who had par-
ticipated in coaching. Several leaders
shared that they were energized by
the coaching experience and attrib-
uted coaching to accelerating their
readiness for new challenges. Of the
leaders surveyed, 75 per cent report-
ed that coaching had a significant
impact on improving team work and
63 per cent indicated that coaching
had significant impact on increasing
productivity. An overall return-on-
investment of 411 per cent was also
documented.

Amy Daniels, vice president of
client services in ADP National
Accounts, can attest to the benefits
of experiencing coaching as part of
an overall leadership development
strategy. “Coaching has been criti-
cal to my career development and
success,” says Daniels. “Combined
with other leadership development
programs, coaching has proven to
be an accelerator to both increased
responsibility and career transi-
tions. My ADP coaches have pro-
vided great support and valuable
guidance through my most recent
move from marketing to service – a
transition that would have certainly
been much tougher without both
formal and informal coaching.”

Many coaches report feeling
energized by the client/coach rela-
tionship. There is also a more
reflective benefit to these coaches,
as they experience a deeper sense of
being part of something worthwhile
and long-lasting. Jennifer Flores,
director of talent management and
a First 90 Days coach, reflects on the
coaching partnership from the
viewpoint of the coach as well as the
leader. “As a coach, I get the oppor-
tunity to have a direct impact on
the individual’s success in a new
role,” Flores explains. “Through a
series of dialogues, leaders are able
to identify ways to avoid common
transition traps and accelerate their
ability to make a positive impact on
the business. Ultimately, this coach-
ing benefits everyone who is
impacted by the leadership change,
not just the individual.”

The coaching relationship offers
a sanctuary of trust where leaders
can envision their goals, choreo-
graph a path to meaningful change,
and then realize their aspirations
through focused improvements. By
offering coaching as part of an over-
all talent management strategy,
ADP set the stage for transforma-
tional growth and change. It is
through this cycle of change that
coaching weaves its magic and
leaves its indelible mark on leaders
and their organizations. •
Rosanne Scriffignano is a writer, teacher
and coach with over 20 years of corporate
experience. She is a founding member of the
ADP Coach Advisory Board and a gradu-
ate of ADP’s Internal Coach Certification
Program. A graduate of Corporate Coach U,
Rosanne is a Certified Michelangelo Method
CoachTM and a Certified Retirement Coach.

impact
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choice services

Resources
The European Mentoring and 
Coaching Council
phone: +44 (0)1628 661919  UK
www.emccouncil.org

International Coach Federation (ICF) 
phone: (888) 423-3131  USA
email: icfoffice@coachfederation.org
www.coachfederation.org

International Association of Coaches (IAC)
email: info@certifiedcoach.org   USA
www.certifiedcoach.org

Miboso Radio
phone: (877) 430-8754  Canada
email: radio@miboso.com
www.mibosoradio.com

Peer Resources Network (PRN)
phone: (250) 595-3503 Canada
www.peer.ca/coaching.html

Professional Mentors & Coaches
Association (PMCA)
email: info@pcmaonline.com  USA
www.pcmaonline.com

Training Organizations
Academy for Coach Training
phone: (877) 228-2622 USA
email: learn@coachtraining.com
www.coachtraining.com

Academy for Family Coach Training
A division of New Generations 
International, Inc.
phone: (505) 247-2902 USA
email:
support@familycoachtraining.com
www.familycoachtraining.com

Business Growth Solutions
phone: (620) 251-4601
email: Julie@BGSllc.com
www.BGSllc.com

Coaching and Leadership 
International Inc.
phone: (866) CLI-HELPS  
(866) 254-4357 Canada
email: 
sales@coachingandleadership.com 
www.coachingandleadership.com 

ConflictMastery™,
a division of CINERGY® Coaching
phone: (416) 686-4247 Toll free
(866) 335-6466 Canada/USA
email: cinnie@cinergycoaching.com
www.conflictmastery.com and
www.cinergycoaching.com

Eisner Institute for Professional Studies
phone: 8185 USA
email: info@eisnerinstitute.org
www.eisnerinstitute.org

Fearless Living Institute 
with Rhonda Britten
phone: (303) 447-2704 USA
email: Info@FearlessLiving.org
www.FearlessLiving.org

The Institute for Life Coach Training
phone: (888) 267-1206 USA
email: mark@lifecoachtraining.com
www.lifecoachingtraining.com

iPEC Coaching 
phone: (866) 72COACH USA
email: info@ipeccoaching.com 
www.ipeccoaching.com 

The International Journal of Coaching
in Organizations,
a publication of Professional 
Coaching Publications, Inc.
phone: (708) 771-9176 USA
email: john@ijco.info
www.ijco.info, www.pcpionline.com 

Marcia Wieder’s Dream Coach® 
University and Become an Inspiring
Speaker Workshop 
phone: (800) 869-9881 USA
email: info@dreamcoach.com
www.dreamcoach.com

Newfield
phone: (303) 449-6117 USA
email: info@newfieldnetwork.com
www.newfieldnetwork.com

Now What? Life Blueprint™ 
Coaching with Laura Berman Fortgang
phone: (888) 23Coach USA
email:
LBF@LauraBermanFortgang.com
www.laurabermanfortgang.com

One Spirit Interfaith Learning Alliance
phone: (212) 931-6840  USA
email: info@onespiritinterfaith.org 
www.onespiritinterfaith.org

The Resource Academy
phone: (707) 431-1911 USA
email: rr@resourcerealizations.com
www.resourcerealizations.com

Strozzi Institute
phone (707) 778-6505, x14 USA
email: mark@strozziinstitute.com
www.strozziinstitute.com

Success Unlimited Network
phone: (703) 716-8374
email: coach@belf.org

Services
Clients Like Clockwork
phone: (315) 736-3600
email:
andy@clientslikeclockwork.com
www.clientslikeclockwork.com

Coach & Grow RICH
phone: (510) 530-3576
www.coachandgrowrich.com

Coach Track
phone: (866) 717-8700 Canada
email: sales@coach-track.com
www.coach-track.com

Coaches Café
phone: (512) 659-8971  USA
email: products@coachescafe.com
www.coachescafe.com

The Coaches Console
phone: (540) 314-8005 USA
email: kate@coachesconsole.com
www.CoachesConsole.com

Coaching Firm International
phone: (800) 801-1886 USA
email: 
info@coachingfirminternational.com 
www.coachingfirminternational.com

Coaching Into Greatness, AQ Institute
phone: (413) 782-2394 USA
email:
kim@coachingintogreatness.com
www.coachingintogreatness.com

Coaching Millions: 
Coaching Entrepreneur Business Club
email: milana@milana.com
www.coachingmillions.com

Coaching Sites That Work
phone: (516) 541-3062 USA
email:
cstw@coachingsitesthatwork.com 
www.coachingsitesthatwork.com

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

Comprehensive Coaching U, Inc.
phone: (877) 401-6165  USA
email:
admin@coachinginstruction.com 
www.terrilevine.com 

Concept Synoptic Inc.
Performance and Leadership Strategist
Phone: (416) 925-6643 Canada
Email: Garry@ConceptSynoptic.com
www.ConceptSynoptic.com

Copy for Coaches
phone: (315) 736-3600
email: andy@copyforcoaches.com
www.copyforcoaches.com

Day of Marketing
email: info@dayofmarketing.com
www.dayofmarketing.com 

Fame Coach
email: info@famecoach.com

Greer Enterprises
phone: (330) 475-3063 USA 
email: livingrichandfree.net
livingrichandfree@yahoo.com

Hojnacki Design, Inc.
phone: (480) 98-.6866
email: info@hojnackidesign.com
www.HojnackiDesign.com

Indra Successful Coach Marketing:
Creating Online Possibilities for
Coaches!
phone: (714) 566-4669 USA
email: rachel@indramarketing.com
www.indramarketing.com

Innovative Leadership 
International LLC
phone: (301) 601-1525 USA
email: info@innovativeleader.com
www.innovativeleader.com

iSpirtual Personal Labyrinths
phone: (877) 536-4728
email: rita@ispiritual.com
www.iSpiritual.com

Learn Coaching By Example 
phone: (888) 988-7465 USA
email: 
support@learncoachingbyexample.com 
www.LearnCoachingByExample.com

MHS Inc. 
phone: (800) 456-3003 Canada
email: Leiki.luud@mhs.com
www.mhs.com/ei

NLP Possibilities
phone: (416) 720-2151 Canada
email: info@nlppossibilities.com
www.nlppossibilities.com

Life Coach Mary Enterprises
phone : (949) 388-8026 USA
email: mary@lifecoachmary.com
www.lifecoachmary.com

On the Mark™—branding and 
publishing for passionate people 
phone: (310) 274-5542 USA
email:
brad@OntheMarkBranding.com
www.OntheMarkBranding.com

Stuff For Coaches: 
Promotional Products!
phone: (714) 566-4669 USA
www.stuffforcoaches.com 

The Relationship Coaching Company
phone: (877) 262-2456 USA
email: kat@relationshipcoaching.com
www.relationshipcoaching.com

Web Power Tools
phone: (805) 991-9660 USA
email: info@webpowertools.com
www.webpowertools.com

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

pr
od

uc
ed

wi
th

th
e

pe
rm

is
si

on
of

ch
oi

ce
M

ag
az

in
e,

ww
w.

ch
oi

ce
-o

nl
in

e.
co

m
Reproduced

with
the

perm
ission

ofchoice
M

agazine,www.choice-online.com



45VOLUME 6 NUMBER 1

soul of coaching

Ihave an agenda for my clients.
I’m very clear about and commit-
ted to adhering to this agenda. 
I’d like you to consider having an

agenda for your clients. I realize that
this contradicts what many schools of
coaching tell us, but hear me out.

I’m concerned about the overdevel-
oped sense of separateness that is per-
vasive on this planet. I am sure that it is
this separateness that is causing many
of the ills the planet and we humans are
experiencing. I’m equally certain that
whatever the purpose, when clients
come to be coached, their results are
embedded in this agenda. 

You may wonder how I can be so cer-
tain. The answer is everywhere: go to a
bookstore and see the plethora of self-
help and psychological information on
the shelves. We are in a search to define
ourselves, to make meaning and pur-
pose part of our existence. We want suc-
cess of the Self, and often will substitute
work and wealth in order to have it
seem personalized. 

Many want “celebrity-ism” for their
children because they believe that is

the key to being known, rec-
ognized and loved. 

My agenda for each of my
clients is that of Sacred Union
or wholeness. Sacred Union means to
be in emotional, spiritual, and physical
connection to the Self, the Cosmos
(Universe) and all living beings.
The wholeness that Sacred Union
brings lets the whole Cosmos know
our truth. Wholeness includes beauty,
grace and love. And it is from this place
within that clients can achieve their
greatest results – some of which they
could not initially conceive, but will be
forever grateful for attaining. 

By living from truth, we come to live
in responsiveness to our responsibility
to each client. My agenda is no secret.
I do not hide it from my clients. The
client’s alignment to wholeness as a
foundational approach becomes the
meta-view for each coaching call. 

A Whole New Way
I’m suggesting that our clients can’t
know who they are, or what they want,
when they are not wholly integrated.

From a state of fragmentation, which
is how the majority of humans exist, we
experience a life of intermittent happi-
ness with a foundation of fear and rage
(often misnamed as anger, depression,
anxiety and self-doubt). I differentiate
wholeness from being broken. Being
broken doesn’t have a negative conno-
tation about the person; it simply
implies wounds unhealed that prevent
movement. We are all whole, whether
we are broken or not. We often do not
recognize our wholeness, and thus act
from a state of fragmentation which
can lead to a feeling of being broken. If
we are not holding an agenda for
wholeness, then we often find our-
selves coaching the shards of fragmen-
tation. And yes, our clients will have
some success from this kind of coach-
ing, but as I’ve written before, they and
their successes will not be sustainable.

Sustainability is our goal so that,
once coaching is complete, the client

By Melanie DewBerry-Jones 

The client’s alignment to wholeness
as a foundational approach

Coaching
from your

Agenda
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soul of coaching

is inner-resourced – looking within for
answers to external stimuli. They know
who they are so completely that they
know where and how to draw upon
themselves to engage with this world.

The Holy Land
It is from this state of wholeness that
one experiences a Sacred Union with all
life because you no longer are ruled by
fear of attack (anger, separation, anxi-
ety, stress). Only then can you be in a
holistic relationship with all. We
choose differently when we make our
choices from this place. Let’s call it a
state of peace because that is what whole-
ness is. This is not “utopia,” some
untouchable land that only the holiest
of holy get to experience. It is already
within your client. Will you see it? Will
you dare to name it and bring it for-
ward? Or does it feel too vulnerable,
too inappropriate? It is vulnerable and
completely inappropriate. Please claim
it anyway. In many situations, we are
way too appropriate with each other,
and this leads to false decisions that
affect us in grave ways.

The Marriage of
Left and Right Brain
Sometimes Sacred Union shows up as
coaching the marriage of my client’s

right and left brain. Each of us tends
to favor one way of approaching life –
either through the left brain of strat-
egy, linear thinking, research and fact
basis or that of right brain, the intu-
itive, creative, visionary and feeling
basis. Often our tendency is to favor
one over the other which leaves us
severely lamed. Living in the vision
of possibility, we might be unwilling
to get the facts and do some back-
ground work, or perhaps we are so
strategic, we forgo our natural
insights of intuition and thus do
what the facts tell us and not what we
tell ourselves. 

If we are right brain, we feel the left-
brain walk is hard, boring and limit-
ing. If we are left brain, we feel the
right brain approach is too touchy feely
and fantasy-like, holding no real
application. Both views are in the
business of making the other wrong. 

Making the other part of our brain
wrong means we don’t have to
embrace it, and therefore don’t have
to be uncomfortable with our lack of
mastery of the atrophied side. What
is not realized is that we are inept
without union of both sides. Sacred
Union is a wholeness-based approach.
Whole, we have the all of us and we
are unstoppable; we fear nothing. Fear

is what has to appear in separation of
our wholeness. This is just a very small
example of how fragmentation shows
up, but you can see even in this exam-
ple how not utilizing the entire mind
can lead to separation of Self and then
other. Each group (right/left) becomes
a world unto itself. As Einstein put it:
“The intuitive mind is a sacred gift and the
rational mind is a faithful servant. We
have created a society that honors the ser-
vant and forgot the gift.”

I hypothesize that the degree we
have wholeness of Self is the degree in
which we feel connected and respon-
sive towards all living things. Our level
of connection and responsiveness
impacts the result we call life. Each one
of us is having an impact right now on
each other, and in this world. As it
stands right now from our state of sep-
aration and fragmentation, we use this
planet and each other as resources.

What we do singularly creates a
shared experience. From wholeness we
feel this – our intelligence knows this
and thus we make choices consciously.
Clients aren’t just experiencing a tran-
sition, buying a home, or having a baby;
they are designing the next set of expe-
riences that will ripple waves into all of
us. We get this idea when it comes to
politics or war. Be assured that if you
can feel it on that level, you can experi-
ence it on all levels. 

Why not be intentional, and coach
the client from a clear agenda to evolve
as they aim for their goals. Try having
an agenda that serves both your client
and this world. Don’t keep it a secret.
Most folks want meaning in their life,
and this is a way to attain it. •
Melanie DewBerry-Jones is a speaker, writer
and coach. She is a twice-certified coach and a
member of the National Speakers Association.

Your Dog Knows 
Here is an example of wholeness from the world of pets. Let’s take your
dog. Dogs live from wholeness, knowing their level of interdependence
with you to feed them, and with the outdoors that gives them mystery
and pleasure. The same goes for their relationship to water, trees, sand
and dirt. Your dog relates to all without hesitation, until a separated
human teaches it to her. Look for wholeness and connectedness in all
around you – watch a squirrel or a hummingbird some morning. The
wholeness in nature is in your clients; help them see it, too. Look for
wholeness, peace and Sacred Union this week in other humans – in
your neighbor, your sibling, child, client, barista … and especially in
yourself. If you see even a flicker, know that there is a flame.
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industry
news

WHAT’S GOING ON IN THE COACHING WORLD

The 2007 International Annual ICF Con-
ference in Long Beach, California, with a
completely new global look and feel sur-

passing prior ICF events, was a wonderful
success! Previous attendees had requested
conference enhancements, and the ICF was
proud to answer those requests, presenting a
compelling, meaningful and interactive pro-
gram. Over 1,600 professional coaches from
40 countries were in attendance at this world-
wide excursion to learn from a variety of
speakers, grow their breadth of knowledge
and network with other coaches. 

Members of the ICF Conference Education
Steering Committee and its subcommittees focused on
expanding the quality of education and topics presented
at the annual conference. These individuals, representing
12 countries and five continents, worked to select over 70
education opportunities in a variety of areas such as
Executive Coaching, Internal Coaching and New Learning
for Master Coaches. 

Speakers from over 20 countries made presentations in
Long Beach. In addition to coaches well-versed in special-
ized areas, world-renowned experts from many fields which

complement coaching were
also invited, providing tools for
deepening the coaching pres-
ence and listening platforms.
Attendees were inspired by
three keynote speakers,
including Zainab Salbi,
founder and CEO of Women
for Women International; Julio
Olalla, MCC, founder and pres-
ident of the Newfield Network;
and Dr. Kjell Nordstrom, co-
author of an international
best-seller and guru of the
new world of business. 

Every aspect, from the
opening event to the variety of
international speakers to the
music and the palette of inter-
national dishes, had a distinc-
tively global feel, setting a

benchmark for future ICF conferences. Included in the atten-
dees were 86 individuals from Japan who were offered
Japanese translation services during the keynote sessions
– another historical first in ICF Conference history.

The Long Beach conference began with the Hall of
Nations opening reception, a global extravaganza in itself.
Attendees enjoyed cuisine and entertainment representa-
tive of many cultures while catching up with colleagues
and making new acquaintances before taking advantage
of a variety of educational and professional enhancement
opportunities planned by the ICF Conference Education
Steering Committee and Subcommittees. 

The ICF Annual Business Meeting took place on the sec-
ond day of the conference. Kay Cannon, MBA, MCC, 2007
president of the ICF, offered a year in review presentation
which detailed the association’s accomplishments and
highlights, including increased exposure in prestigious
global media outlets. During this meeting, conference
attendees were also given the opportunity to address and
pose questions to the ICF Board of Directors.

A number of awards were also presented at the Long
Beach conference, including the ICF President’s Award, the
International Prism Award and several ICF Chapter Awards. 

The ICF President’s Award was presented to Sir John Whit-
more of the United Kingdom. Whitmore was presented this
award based on his extensive coaching experience over the
past 30 years, and for his accomplishments in the coaching
profession. He has been credited with having an enormous
impact on coaching globally and is a pre-eminent thinker in
leadership, in organizational development and in social and
environmental sustainability. 

By Diane Brennan, MBA, MCC

Going Global
2007 ICF Conference a celebration of diversity

The 2007 ICF Board of Directors took turns addressing questions during the ICF annual business
meeting. Pictured, Diane Brennan, MCC, 2008 ICF President, addresses an ICF member’s inquiry
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International ICF 
Conference will be held
in Montreal, Quebec,
Canada on November 
12-15, 2008. Montreal 
is a popular tourist 
destination in Canada,
and has become known
as North America’s
“most European city.” 
A call went out in February
for conference presenta-
tions for Montreal and 
registration will open in
May. Those attendees
from the United States
who plan to attend will
need a passport.
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SUDDENLY FOUND YOURSELF IN CHARGE? 
COACHING ACCIDENTAL LEADERS! 

Call Garry at 416-925-6643 or 
email Garry@ConceptSynoptic.com 

Mention this ad and get $100 off
your first months' coaching

choice resource directory
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International Prism Awards were presented to two organi-
zations that have enhanced their excellence and business
achievement through a commitment to coaching as a leadership
strategy with documented return on investment. Representa-
tives for National Aeronautics and Space Administration (NASA)
and Deloitte and Touche, an audit, tax, consulting and financial
advisory services company, were on-hand to receive awards. 

Additionally, a total of six ICF Chapters, representing four
countries, were recognized in two award categories. 

Recipients of the Local Spirit, Global Presence
Community Activism Award included:
Richmond Area Coaches Association (USA) – for its work 
with the United Way;
Andean Region and Central America ICF Chapter (Colom-
bia) – for its support of women with breast cancer; and
Vancouver ICF Chapter (Canada) – for its “Helping 
Women” Work program.

Recipients of the Finding our Voice Marketing/
PR Award included:
ICF Orange County Chapter (USA) – for its International 
Coaching Week event;
ICF New York City Chapter (USA) – for its work with 

coaching at Club Getaway, Fitness Magazine’s “You Can 
Do It! Challenge,” and “Life Coach TV”; and
ICF United Kingdom Chapter (United Kingdom) – for its 
work on two events for corporate consumers of coaching.

Conference attendees had another chance to celebrate
the ICF’s global diversity as they said farewell to one another
at the closing event, which was more relaxed than the semi-
formal gala held in previous years. •
Diane Brennan is an executive coach and consultant working
with individuals and organizations in the fields of health care,
academics and business. She has served on the Board of the
ICF since 2004 and is currently president of the organization.

Save These Dates!

Canadian Association of 
NLP Annual Conference
April 11-13, 2008
Montreal, Quebec, Canada
http://www.canlp.ca/

Certified Relationship 
Coach Program
Tempe, Arizona
May 1-4, 2008
www.resourcerealizations.com

ICF ECC 2008
June 26-28, 2008
Geneva, Switzerland
http://ecc2008.ch.

ICF 2008 Annual 
International Conference
November 12-15, 2008
Montreal, Quebec, Canada
www.coachfederation.org 
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YourAd Belongs Here
Communicate your message to a targeted
audience with choice Magazine.

Contact Garry at 1-416-925-6643 
or advertising@choice-online.com

At choice we are also dedicated to helping you get the word out about your business. 
To reserve advertising space, contact: Garry Thomas Schleifer (416) 925-6643, or visit our website: www.choice-online.com

Download a free trial demo today!

www.coach-track.com
Toll-free: 1-866-717-8700

Do you want to be a more efficient coach?

“Software designed by Coaches – for Coaches”

• Do youwant your clients’ information and billing in oneplace?

• Do you need to track your coaching hours?

• Do you need to access your clients’ info quickly and easily?
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final say
By Sheila Kelly, BA, CPCC

In psychology, we often talk about
defenses, which as a coach, I define
(with apologies to Freud) as walls we
build against a truth. The longer we
defend against a truth, the thicker
the wall becomes and the more
weapons we need to justify the wall. 

In the corporate world, we need
not look far for high-profile exam-
ples of such walls – the so-called
‘masculine’ leadership gone awry via
lies and deception. One such exam-
ple is Conrad Black, the Canadian

business baron whom the American
justice system has found guilty of
leading a team of executives in steal-
ing money from the shareholders of a
public corporation. Black continues
to try to convince us that he is, if not
innocent, then at least, not guilty. 

Black’s hiring of defense lawyers to
try to convince us to believe his story  is
a powerful metaphor for our own inner
team of ‘defenders’ – the scripts play-
ing in our heads which tell us lies like,
“You’re not good enough, smart
enough, talented enough ...” for what-
ever dream you’re dreaming. Other
defenders include “you can’t,” “you
have to,” and “you should.” 

Each of us has the lie machine
playing the self-doubt tapes. You

know that. You hear the tapes your-
self. As well, you hear it in the voices
of your clients as they struggle
against the walls between them-
selves and their dreams. 

Within corporations, workplaces
have built a big wall called ‘training
and development’ using informa-
tion as the bricks and mortar. This
traditional or ‘masculine’ model of
skill development focuses on doing,
as in “Do these 10 things and you
will be an effective leader.” Not that

there’s anything wrong with doing.
But there is something robotic
around the expectation that we
simply take in information, process
it, and then act in accordance with
the training provided. 

The traditional training model is
recognized as being ineffective. The
term ‘drive-by training’ is often used
to describe professional develop-
ment that is random in its efficacy,
occasionally hitting the target. Tra-
ditional training is a classic reminder
of the definition of insanity: “Doing
what you’ve always done and expect-
ing a different result.” 

Is it any wonder that there is stress
and a lack of balance? Heads are
exploding with data while hearts, the

keepers of wisdom and knowledge,
have been lost in the big, black hole of
information. To defend against the
truth that we cannot really lose our
hearts, we build more walls of infor-
mation, offer more training and devel-
opment, or hire another speaker. 

As a coach, I implore you, do not
fall into the big black hole of being
only an information provider, train-
er or speaker. Do those things, yes.
But don’t be just that. 

I invite you to say a big YES! to a
feminine style of coaching (and lead-
ership) which hears the call of the
heart in every client and knows that
the heart is the real frontier of lead-
ership, with its own voice, filled
with wisdom and clarity, able to cut
through the chaos and clutter of
information, data, defenses and lies.

Your clients, in and out of corpo-
rations, will thank you for helping
them listen to their hearts as well as
their heads. •
Sheila Kelly, BA, CPCC, is founder of Aegis
Coaching and Coaches Canada. She is about
to launch “The Big Yes” initiative connect-
ing people with the wisdom and knowledge
of the heart. The website, at www.thebi-
gyes.com, is currently under construction.
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“I invite you to say a big YES! to a feminine
style of coaching (and leadership).”

The Wisdom of
The Heart
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How to 
write for choice
To write for choice Magazine,

visit: www.choice-online.com/

calendar.html. Be sure to

review our Writer’s Guidelines

and Submission Guidelines

before you submit your article.

How to 
advertise
To advertise in choice

Magazine, contact Garry

Thomas Schleifer at 

416-925-6643 or write him at

advertising@choice-

online.com. Download our

Media Kit at www.choice-

online.com/advertise.html

How to 
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To subscribe to choice

Magazine, visit: 
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V6N2 – June 2008 
Diversity 
Coaching is a human-centered endeavor and has to take into account all aspects of what makes us who
we are. How do coaches deal with diversity? Issues of cultural, ethnic, religious, generational, gender and
orientation difference can complicate the coaching relationship. In this issue we talk about how to man-
age diversity in coaching. 

Article Deadline: March 20, 2008 • Ad Close: April 29, 2008 • Mails: June 2008 

V6N3 – September 2008 
Assessments 
You can’t know how far you’ve come, or how far you need to go, unless you measure outcomes. There are
many methodologies including holistic, person-centered, or self-assessment that can aid the coaching
relationship. Join us as we examine coaching-related assessment tools and methods. 

Article Deadline: June 19, 2008 • Ad Close: July 29, 2008 • Mails: September 2008 

V6N4 – December 2008 
Team Coaching 
Team coaching – does it work? Or is one-on-one the only real coaching relationship? Can you cause
change and transformation with more than one person in the room? Find out as we explore team coach-
ing and begin an important conversation for coaches and those who use coaching professionally. 

Article Deadline: September 18, 2008 • Ad Close: October 27, 2008 • Mails: December 2008 

Looking Forward to 2009!
We’re already planning our themes for 2009 issues of choice Magazine, and we’d like your input! Let us
know your ideas and suggestions by sending an email to the editors at: editor@choice-online.com

Updated 2/08  Subject to Change
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