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Personally, my physical visits with my mother 
transferred to a video platform where we were 
joined by my sister for a daily get-together. 
My mom is still grateful for this ongoing daily 
check-in. 

So, what does reimagining look like for you? 
Will you continue to keep some or all of the 
changes you made or were forced to make 
during the pandemic? What is your “new nor-
mal”? What are the blessings of the past years of 
upset and unrest?

In light of the social unrest, the editorial board 
of choice Magazine met and agreed that we 
should have a regular column about diversity, 
equity, inclusion, and belonging. We named 
the column “kaleidoscope.” Special thanks to 
Beverley Wright, who stepped forward to write 
the inaugural kaleidoscope column in our issue 
at this time last year, and to Robert Stephenson, 
Bahia Yackzan, DeBorah “Sunni” Smith, and 
Khatija Saley for lending their voices to subse-
quent issues.

My personal commitment, and that of the ed-
itorial board, our team, and our many colleagues 
across the globe, is that the conversation must 
continue. This is why we continue to use the 
power of choice and our channel to publish this 
column each issue.

One more thing we added to strengthen that 
voice is our video podcast, which takes the 
wisdom and learning of our writers “Beyond 
the Page.” Head on over to our podcast page at 
choice-online.com/podcast and check out the  
enriching conversations on topics such as coach-
ing through disruption; how not to coach like 
your parents; how diversity, equity & inclusion 
can enrich your life; and more. If you or someone 
you know would like to be on our podcast, please 
contact us at choicemagpodcast@gmail.com.

We look forward to bringing you lots more ex-
citing content as we continue our evolution along 
with you and your coaching business. 

choice thoughts

From The Publisher

While attending the Coaches 
Training Institute Leadership 
program in 2009, I learned the 
practice of beginning again.

Post-pandemic (hopefully), we have the op-
portunity to “begin again.” Perhaps not so much 
to begin again but a chance to create our “new 
normal.” After all, after every change, no matter 
how small, there is always a “new normal.”

Now is the time to take the learnings of our 
huge pandemic pivot, social awakening and 
climate change and purposely create a hybrid of 
best practices.

At choice Magazine, we made the best of the 
situation and worked with our readers, writers, 
advertisers, editorial board and team to not only 
check in on how they are coping with the various 
impacts of the pandemic, social unrest and 
climate change, but to help them thrive in the 
current environment.

Many things had not changed other than the 
obvious increase in the use of virtual tools. After 
all, our profession has pretty much set the tone 
for virtual assistants and virtual work (shout out 
to Thomas Leonard).  But much has changed 
in our coaching clients’ lives and the lives of 
their families. For example, many of my clients 
were hired virtually and have never “gone to the 
office.” They have never seen their colleagues 
IRL (in real life). Clients were overworking as 
they did not have the same boundary limits as 
they did when they worked “office hours” in an 
actual office.

GARRY SCHLEIFER, PCC, CMC 
CEO & PUBLISHER

https://choice-online.com/podcast
https://choice-online.com/podcast
mailto:choicemagpodcast%40gmail.com?subject=
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choice thoughts

“The measure of intelligence is 
the ability to change.” Those 
words by Albert Einstein are 
truer than ever today as we all 

grapple with change at unprecedented levels. 
Thankfully, the coaching industry is well poised 
to embrace change and help clients adapt with 
intelligence, strength and creativity.

The articles in this issue provide a roadmap for 
navigating change. In our opening feature, Jen-
nifer Britton explores how the coaching business 
is reinventing itself in response to our rapidly 
changing world. Next up, Paul Crick examines 
how the “enforced pause” of the pandemic has 
created a “tipping point” towards reinvention, 
and walks us through the process.

Our next feature by Pam Boney looks at the 
business shifts, coaching challenges and client 
requirements that have transformed coaching 
from a “hospital ward” into an “emergency room” 
requiring agility will help everyone thrive. Michelle 
Chambers and Carissa Bub follow with an insight-
ful piece on team coaching for the future of work. 

Peter Scott and Pierre Dussault explain how 
“futureproofing” can prepare yourself and your 
clients for constant change. In our penultimate 
column, James Lam spotlights the ways in which 
the pandemic and technology are giving rise to 
“hyper niche” coaches who are creating never- 
before-seen products. And Irene Anderson brings 
it all home by showing why “razzmatazz” just 
won’t cut it anymore.

In addition to our feature articles, we also 
have lots of great learnings in our departments 
and columns. We hope you’ll find something on 
every page to expand your intelligence, boost 
your creativity, and send you into the future with 
renewed passion. 

From The Managing Editor

JANET LEES, B.JOURN.

https://thoughtaction.com/expandresilience/
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"The enforced pause has provided 
many of us with the opportunity to 

become more aware of how we spend 

our time and energy, to question the 

nature of our ingrained habits and 

routines, and to consider what is 
most important to us." 
- PAGE 27
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Coach the Person, Not the 
Problem is the perfect title 
for this book, summarizing 
in just six words the most 

important rule a coach should follow. 
Reading Marcia Reynolds’ work led 

me to look at some of my deepest beliefs 
about what coaching is and redefine who 
I wanted to be with my clients. I asked 
myself the question: who is my focus 
when I coach? Who is at the center and 
what is the objective of coaching?

Although as coaches we fight the 
temptation to run and find a solution, 
unless we help our clients discover 
what is below the surface, we are not 
providing true value. This is hard to 
admit, because a lot of coaches enter the 
profession to be of help, to contribute 
to the growth and wellbeing of other 
human beings.

I mentioned that I had to review 
some of my beliefs about coaching; 
here is one such belief. When I went 
through my coaching training, the idea 
of powerful questions was appealing. 
I am a curious person and I ask a lot 
of questions. Give me any topic and I 
can produce lots of questions. So, while 
other trainees struggled to come up 
with questions, I would bombard my 
clients with questions, and open-ended 
questions at that!

What happened to my practice 
over time is that I was so used to 
asking questions that my coaching 
seemed more of an interrogation or an 
interview. And the quality of coaching 
suffered accordingly. Reynolds’ book 
has pointed out that we coaches are so 

HOLDING SPACE  
True connection through deep listening  
By Claudia Cerna, PCC

for who they are, they can start their 
transformation. 

Choice readers will find lots of prac-
tical examples drawn from Reynolds’ 
huge experience in coaching, as well as 
clear explanations of the neuroscience 
behind some of her techniques. 

This book is a must-read for both 
new and seasoned coaches. The former 
will avoid some of the traps I fell into 
at the start of my coaching career; the 
latter will go back to basics and maybe 
change one or two things about how 
they coach! 

choice books

much more than question machines. 
True connection with our clients 
might happen through silence, or a 
statement, or simply by sharing what 
we notice. This requires deep listening, 
and for that we do not need a list of 
“good questions.” 

The second powerful reminder for 
me, something that I carry with me in 
coaching, is Reynolds’ statement that 
“our clients are resourceful, creative and 
whole,” and therefore our responsibility 
is to believe that they can transform 
themselves when they discover how their 
thinking affects their decisions. Our 
responsibility is to hold that safe space 

 Although as coaches we fight the  
temptation to run and find a solution, unless  
we help our clients discover what is below the 
surface, we are not providing true value.

where clients feel appreciated and not 
judged; where they are free to experiment 
new ways of thinking and being.

Finally, Coach the Person, Not the 
Problem reminds us coaches that we can 
and should “open our mind, heart, and 
gut with curiosity, care and courage.” 
When we can do that, our nonverbal 
will reflect our interest and acceptance of 
the person we have in front of us – yes, 
even virtually! 

This is powerful because clients need 
to feel safe to explore their deepest fears; 
when they do feel safe and not judged 
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coaching tools

I’ve been a fan of Mike Dooley’s Notes 
from the Universe for years. The emails 
are always uplifting and a bit cheeky. 
The mission driving Dooley and his 
team at The Universe Talks (TUT) is 
clear: “life is magical, we are powerful, 
and dreams really do come true.”

I was delighted to discover Andy 
Dooley’s ‘art’ shop. Andy is a co-found-
er of TUT and he’s put their messages 
on mugs, T-shirts and more. For ex-
ample, a mug that says “EVERYTHING 
always works out FOR ME.” I loved it 
and bought four of them.

Working remotely is now part of 
our everyday lives. Up-to-date, 
regular team communication is 
vital to ensure teams stay produc-
tive no matter when and where 
they’re working.

Slack is a messaging app that 
connects people to the informa-
tion they need and the flexibility 
they want. In Slack, everyone in 
an organization accesses the same 
shared and searchable informa-
tion. 

Slack uses organized spaces 
called channels. Each one contains 
everything for a different project 
or topic. All the people, messages 
and files relating to that topic are 
in the one place; therefore, infor-
mation can be accessed at any 
time, regardless of location, time 
zone or function.

Since information is shared 
with everyone at once, Slack helps 
teams stay aligned, make deci-
sions more quickly, and is the per-
fect tool for global organizations. 
It can be used to share documents, 
ask questions, share ideas, catch 
up with new developments, and 
so on. Video and audio can also be 
shared in the paid version.

Slack is free for teams of any 
size; however, with the paid ver-
sion at $6.67 US per month, Slack 
is definitely a tool to consider!

SLACK By Angi King

Assessments are a powerful way to 
engage clients. Whether identifying 
strengths or finding blind spots, they 
can add depth, breadth and texture to 
your coaching. 

A Deeper Way Profile is a particu-
larly good assessment for coaches. It 
is solidly based in positive psychology 
and focuses on three core elements: 
Self Awareness, Other Awareness and 
Intentionality. 

The assessment identifies 40 aspects 
of personality and how they are ex-
pressed in different situations. One of 
the scales identified by the profile that 
really stood out for me is the psycho-
logical need for: Information, Connec-
tion, Ambition, Acknowledgement 
and Certainty. Invaluable information 
for coaching individual clients but also 
applicable for teams. 

A Deeper Way’s (ADW) Situational 
Identity Model is a perfect base for 
coaching. The primary question being: 
“How am I in this moment?” As your 
client’s awareness grows, moment by 
moment, they will begin to understand 

and accept themselves more and under-
stand and respect others. 

You’ll also want the Companion 
Workbook for your clients. It’s chock 
full of information and exercises, plus 
it frequently refers the reader back 
to their coach for further exploration. 
That’s a very coach-friendly feature! 

You don’t have to be certified by 
AWD to access the Profile or the 
Companion Workbook; however, the 
reasonable pricing, extra support, case 
consultation and revenue sharing make 
it an easy and smart thing to do.

A DEEPER WAY  
PROFILE & COMPANION   
By Marcy Nelson-Garrison, MA, CPCC

Here’s what’s inspiring about this 
mug and all of the other products 
TUT offers. You could do this, too! If 
you have messages that you repeat 
frequently to clients, put them on a 
mug, a shirt or a throw pillow. What a 
cool way to remind and inspire clients 
every day.

There are so many websites that 
make this easy to do as a print-on-
demand offer. Here are just a few: 
redbubble.com, cafepress.com and 
printify.com.

Have fun!

EVERYTHING IS ALWAYS WORKING  
OUT FOR ME   By Marcy Nelson-Garrison, MA, CPCC
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THE BODY  
POSITIVITY  
CARD DECK 
By Marcy Nelson-Garrison,  
MA, CPCC

Does weight loss, body image or ex-
ercise ever come up in your coaching 
conversations? Many of our clients find 
themselves less than satisfied with some 
aspect of their physical appearance or 
health. They want a plan and they want 
results. We know diets, for example, 
don’t provide lasting results, so how do 
we help them?

This new card deck from two recog-
nized clinical experts on body image, 
weight stigma and the diet culture, 
Judith Matz and Amy Pershing, offers a 
powerful tool. It’s called The Body Posi-
tivity Card Deck: 53 Strategies for Body 
Acceptance, Appreciation and Respect.

The deck has four categories: Mind-
fulness, Self-Compassion, Body Image 
and Self-Care. Each card has a blend of 
teaching, recommended actions or re-
flection questions. Here’s a random card 
from the Mindfulness category: “Tune 

into your body periodically throughout 
the day. Mindfulness allows you to focus 
on your body as your home so you can 
attend to its needs in the moment. What 
is your body asking for in this minute? Does 
it need rest or movement? Is it hungry or 
thirsty? Can you honor this need?”

Whether you use this deck in groups, 
private sessions or as a gift to a client, 
it’s a powerful tool to help shift clients 
from body shame to body positivity. 

OTTER.AI By Angi King 

Do you want to convert your spoken word into text? 
Do you want to magically transcribe meeting notes 
automatically and recognize different speakers? Do 
you want to transcribe emails, webinars or videos?

Well, look no further …
Let me introduce a tool that uses artificial intelli-

gence to generate transcriptions for meetings, inter-
views, lectures, and other important voice conversa-
tions: Otter.ai.

Otter.ai allows you to focus on the meeting rather 
than taking notes. It has a very high accuracy rate. 
However, to enhance the accuracy, Otter recommends 
that you place your computer or mobile phone within 
three feet of all speaking parties, that you speak 
clearly, and that you aim to minimize background 
noise and speech overlap.

The recordings can be played at different playback 
speeds, the transcription edited for accuracy, and the 

text used in a document, email, or other type of file.
Otter.ai is available on a mobile device or on a 

laptop/desktop and has both free and paid options. 
The free option offers 600 minutes of transcription 
each month and a premium account provides 6,000 
minutes each month for $9.99 or $79.99 a year.

Give Otter.ai a try. It’s a great tool that will save you 
heaps of time.

Links to  
products reviewed  

by Marcy are  
available at  

marcysproduct 
reviews.com

https://marcysproductreviews.com
https://marcysproductreviews.com
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sticky situations

How do I 
reinvent my 
coaching  
business?

It may not serve you to think about 

what it would take to reinvent your 

entire business, as the uncertainty and 

changes in the workforce are contin-

ual, and not just on the heels of the 

pandemic. There’s global unrest, climate 

change, economic supply chain disrup-

tions, labor shortages, and that’s just 

the beginning.

Rather than reinvent, you can retool. 

What tools and support systems do 

you need to have in place to be able 

to pivot quickly to meet the changing 

needs of your organizational clients, 

their leaders, and their teams? Broaden 

your thinking.

Retooling your business could start 

from many different starting points. 

Consider what would best allow you to 

meet your clients where they are? What 

aspects of your work constitute the best 

use of you? Where can you make the 

most impact? What gives you energy? 

I’m curious about your statement that 

you “need” to reinvent your business. 

Might it provide some space and freedom 

The Experts Weigh In 

By Suzi Pomerantz, MT, MCC

L eading remotely, managing remote-

ly, coaching remotely, working re-

motely, working with mixed teams 

of employees of hybrid organizations 

where some are working from home 

and some are in the office … all present 

similar challenges that require the ability 

to pivot and adapt in real time. 

for you if you think of structuring your 

business in a way that allows it to be 

agile, flexible, and able to quickly pivot 

with any external changing needs? If we 

assume that the new normal will require 

constant change, building an adaptable 

business might allow you to face any 

new challenges with wind in your sails, 

knowing you can adjust as needed as 

you go. 

You can still work with teams if you 

choose; it may just require you to invent 

how to best serve virtual and remote 

teams as a remote coach. Technology 

gives us access to all sorts of possibili-

ties we may not have had a chance to 

identify or use pre-Covid. What are the 

teams’ greatest current challenges? 

Where do they need support? Where do 

they need to retool in order to func-

tion best together as a team in remote 

conditions? What will it take to coach 

teams that are no longer sharing the 

same physical office space every day? 

How might you creatively solve for the 

evolution of their challenges? 

The Situation

 I’ve had my coaching 

business working with teams  

for more than 10 years. Given the 

changes to the workforce with  

the ‘Great Resignation,’ Covid work-

from-home and hybrid measures, 

I need to reinvent my business. I 

don’t know where to begin or how 

to go about it! 
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By Victoria Trabosh, CDC®, CEC

Y our concern about reinventing 

yourself is a great question whose 

answer (as usual) begins by going 

within. When I was in your position, I 

chose to examine my existing business, 

take the best of what I had been doing, 

and leave the rest. 

I have had a professional office since I 

began my coaching business in 2003. The 

expense was high but paid for itself with 

clients until March 2020, when the world 

shut down. I pivoted quickly and closed 

my office to work from home. The sav-

ings were enormous and helped to lessen 

the blow of less business. With overhead 

reduced, lower income had a better 

perspective. But revenue and expenses are 

only one aspect of beginning again. 

I use a process for my clients and sug-

gest they focus on three things every day: 

profit, people, and strategy. Profit includes 

raising revenue and reducing expenses. 

People refers not only to those with 

whom you work but clients and teams 

with whom you used to work. What 

has been your daily or weekly activity to 

reach out to them, not necessarily to sell 

yourself, but to offer value? Whether 

those existing clients return or not, you’re 

continuing to know where and how you 

bring value so that when a conversation 

comes up, you’re not rusty in the work, 

and clients feel your confidence that you 

are there to bring them value; they will 

pay for that. 

Finally, strategy. Do you have a strategy 

to handle slow times, reflect on what 

you want to do, hold conversations with 

trusted advisors, peers, and (I hope) your 

coach? There is an African proverb that 

says, “If you want to go fast, go alone. If 

you want to go far, go together.” You are 

NOT alone in your dilemma. Read about 

how people are reinventing their business 

(and feeling good about it), focus on your 

strengths, make sure you’re sharing your 

fears so that you can get perspective and 

never give up. 

Map out the three ideas of profit, 

people and strategy, and see what you 

reveal are your next steps. Consider 

forming a mastermind group – as you 

support others and help them solve their 

problems, you too will rise and figure out 

what’s next. Remember, fellow coach: 

what you brought to the world before, 

you will bring again, however different it 

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

 to consider.  Email your situation to: submissions@choice-online.com and put
 “sticky situations” in the subject line.

By Craig Carr, BCC, PCC, CPCC

First, let’s celebrate the significant 

changes upon us and the bigger 

ones on the way. As coaches, 

change is our oxygen – it’s what we live 

for! We know some of it’s terrifying, but 

a lot of it is long overdue.

 If I were your coach, I’d let you lament 

for five minutes about how it’s incon-

venient to reinvent your business; then, 

I’d point you toward the opportunities 

ahead of you. Knowing zero about your 

situation, I’d venture to say you’re in a 

perfect place and right where you ought 

to be. That is, assuming you want to 

stay in the game. The “new normal” is 

different, coaches must pivot, and it isn’t 

necessarily easy.  

 Whether you enter the fray at The 

Great Resignation, The Great Reset, the 

Great Reinvention, The Great Disillusion, 

or The Great Adaptation (did I miss 

anything?), your part in the conversation 

starts with the impact you want to have. 

Should you choose to accept it, your 

mission is to focus your next work on 

leveraging your experience and know-

how with whatever has unique heart 

and meaning to you. Is it still with teams, 

or is that where you’re looking because 

that’s where you’ve been? Remember 

the sage advice; it’s dangerous to drive 

looking in the rear-view mirror. 

 Can you take time to reflect and find 

new inspiration? Or are you close to pan-

ic mode and flirting with hustle culture? 

If it’s the former, you have a chance at a 

good pivot with firm footing. If it’s the 

latter, you may find yourself relying on 

luck and the kindness of others, which 

can be turbulent. I’ll tell you the frame 

I offer to (mostly) men who feel burned 

out, morally injured, and at-sea looking 

for what to do next: Start where you are 

and own it, take time, then move back 

into the world with your radar tuned to 

purpose and values. As a coach, remem-

ber the first principles of our craft and 

apply them to yourself.

 Note that my response is about you, 

not the storms of change in society, the 

economy, or the workforce. Yes, you’ll 

have to study those trends and under-

stand what’s on the horizon. However, if 

you see this opportunity as I do, there’s 

something significant going on that you 

and coaching are uniquely positioned to 

articulate and lead. 

 Nevertheless, now is the perfect time 

to pivot out if you feel like 10 years 

has been enough. Here’s how serious I 

am about this: If you choose coaching 

teams because you’ve done it for a long 

time, it’s what you know, and it’s where 

there’s inertia, I promise you two free 

sessions when you find yourself disillu-

sioned and burning out. Call me. You’re 

my ideal client! 

sticky situations

https://submissions@choice-online.com
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We, as a triad of executive coaches currently 
living in South Africa, engage in sense- 
making and sense giving around the role 
of coach’s as social change agents. I placed 

my thoughts on our agenda to start the conversation to help 
process and share some of the uncertainties and opportunities 
relevant to coaches. 

In this article, we begin by making sense of our own 
experiences, embracing the issue and adjusting to new ways of 
integrating the dialogue narrative into our work. The topic of 
diversity, inclusion and belonging has been an integral part of 
every South African’s life. The dialogue has gained newfound 
momentum since the killing of George Floyd in the U.S., in-
cluding uncomfortable realizations around privilege, position-
ality, race, society and culture. We then discuss key concerns 
about how the global community of coaches, our clients and 
their organizations are responding to this highly problemat-
ic issue that has endangered society. In conclusion, we will 
offer thoughts, practices and considerations and potentially 
generative questions. We invite you to reflect on your own 
experiences and suggest future directions for new practices 
amidst and after distressing events. 

It is important to note that there are changes in the coach-
ing context. The aspect of race and discrimination has its 
history linked with the history of human culture.

The world of diversity as we thought we knew no longer 
makes sense. The killing of George Floyd has triggered large 
scale responses that have become occasions for sense-making 
for our community. Our interpretations of our roles and the 
scope of our work and its boundaries have become obsolete, 
and coaches must reinterpret our role as change agents and craft 
new understanding and techniques for a new way of working. 

kaleidoscope

Thoughts on coaching’s rapidly 
expanding change agenda

By Khatija Saley

COLLECTIVE 
SENSEMAKING 
AROUND 
DIVERSITY
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kaleidoscope

COLLECTIVE 
SENSEMAKING 
AROUND 
DIVERSITY

Since the global dialogue started shifting and social move-
ments like “me too’ and ‘woke’ started spreading, coaches have 
been faced with a collective opportunity and requirement to 
contribute. Our triad shared different perspectives and we 
then concluded that coaches do have a responsibility to step 
into this pull from society and our future generations. 

How do we respond to this call to step into taking up an 
additional identity of “coach as social change agent”? How 
we respond determines our contribution both to short and 
long-term outlook for our profession. We are required to 
confront our clients if they are working in an anti-social way. 
We can do this by moving from a sort of reflective, passive 
way to acting as a “professional citizen.” If a client is a racist, 
has racist tendencies or is cruel to people, do we have a direct 
role to pressure the relationship?

In short, we have more questions than answers. We ac-
knowledge this has emerged as a challenge amidst multiple 
cascading challenges, Covid -19 being a unique one. It has 
created a health and economic crisis occurring alongside natu-
ral disasters and social challenges.

Uncertainty is at the forefront of these crises, disasters and 
challenges. We are looked upon to walk alongside our clients 
to support and help them in dismantling these and leading by 
providing direction and change for those in their charge. 

Our collective sense is to walk into the murkiness and 
explore some possibilities. We did this by formulating some 
hypotheses to ensure a generative conversation. We think 
it is crucial to develop techniques and tools. We did this by 
reflecting on things that happened to us professionally and 
personally, which we called our “memories.” We then shared 
our vision, our ideology and our dreams for the future and 
the impact we want to make. We refer to this as “our desire.”

We recognize that as coaches we must first recognize our 
own biases so that we walk alongside our clients to guide 
them. One possibility concerning our own ideologies about 
social change is that it must be parked and drawn on with 
circumspection. Let’s say, for example, a coach has a particular 
view about the role of a leader to ensure no racism or sexism 
and discriminatory practices in the workplace, and what if 
your client rejects this view, yet you find that you must care 
about your client in that role? How do you deal with this, 
carefully keeping your independence in mind and yet being in 
the service of your client? 

This client’s value system may be anathema to you, and you 
may feel you cannot work with them because their values are 
so contradictory to yours. For that reason, you may not be the 
right person to work with them because you may not be of 
service to them. On the other hand, a lawyer may know their 
client is guilty but their role as a lawyer is to defend them, so 
is there an equivalent thinking process to being a coach? 

Another question is, in what hierarchy of importance do we 
place this issue in our coaching? Where do you draw the line, 
at what point and with what priority; what are the boundaries 
around and limits to it? One way to think about this is to 

 We recognize that as coaches 
we must first recognize our own  
biases so that we walk alongside 
our clients to guide them. 

spend 80 percent of our role to work with the client where 
they are currently – with their current morality and orien-
tation to the current streams in the world – and 20 percent 
working towards a change of value system.

In situations like this, what is our responsibility and where 
do we fit it in? For example, if we notice racist tendencies in 
our client; do we see it as innate and unmovable; do we see it 
as something we can influence; or do we see it as awful and 
walk away? How do we work with the issue if our client is a 
victim of racism, and how do we work with them to be more 
assertive so as not to be discriminated against? 

There is a whole raft of different circumstances in which 
we as coaches must know what our boundaries are, identify 
the possibilities for change, and get some balance between 
supporting and helping the person change in their value 
system, self-assertion and self-defense. We reached a not so 
new conclusion that it’s very complex. The issue is about 
boundaries and one’s own sensibilities. Whether we can say 
yes and go into this full throttle as a social change agent, 
not always with circumspection. 

If we accept that we do have a responsibility and a client is 
working in an anti-social way, at what point do we confront 
them? There are boundaries and ethical codes; when do we 
step out of them? There is no unanimity in the field because 
ultimately it is up to each one of us. 

Coaches work on a spectrum, on an intersecting of identi-
ties, and we must keep making sense of our role as the world 
and our clients move with it. 

In our efforts to both “sense make” and “sense give,” 
through our reflections, our takeaways became clear. First, 
the “me too” and “woke” movements are likely to perma-
nently change organizational practices. Secondly, this calls for 
interdisciplinary efforts by coaches. Third, however feasible 
this may be, George Floyd’s killing is a wake-up call for 
coaches to join forces with all the communities and systems 
with which we partner to translate our work into practical 
solutions that make a meaningful change. 

Writing this piece has been therapeutic for me; it helped 
me make sense of my role as a coach and facilitated my 
realizations that there are things we can change even in the 
midst of our own uncertainty. But more important, we hope 
that our collaborative agenda-setting serves a sensemaking 
function for you as well, and sparks ideas for the profession 
as we face a new personal and professional future. 
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Coaches are the ultimate 
manager-less leaders

By Janet M. Harvey, MCC, CMC, ACS  

THE  
BOSS-
LESS 
FUTURE 

coaching mastery

“BY 2024, 30 PERCENT OF CORPORATE 

TEAMS WILL BE WITHOUT A BOSS DUE TO THE 

AGILE AND HYBRID NATURE OF WORK.”
- GARTNER GROUP PREDICTION #4 FOR 2022 AND BEYOND

Reinvent, reimagine, reconstruct … or perhaps 
the better term is to remember the essence of 
your business? Your mastery in professional 
coaching extends beyond the sacred “live” 

moments with clients and enterprise customers to include 
your worldview, mindset, and philosophy of coaching. 
What do those three terms evoke for you? 

Each client you serve in your business has a livelihood of 
some variety, from parenting to executive leadership and 
everything in between. The distinguishing factor is you, 
and your choices about how you show up and what you 
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stand for as you express, interact, maintain presence, and 
partner with individuals and teams. Worldview includes 
your identity, shaped, and formed from your personal 
history, cultural traditions, geographic locations over time 
and any influence philosophically and/or spiritually over 
the course of your life. Mindset includes your current time 
frame of reference, attitude, thoughts, and beliefs that 
motivate how you act, whether conscious or not. Your phi-
losophy of coaching, much like a business brand, expresses 
through your presence and engagement with yourself, your 
clients, your colleagues, and your professional community. 

When did you last focus on these three things and take 
a deliberate approach to declaring what makes you, you? 
Clients do not engage a professional coach; they engage a 
human being who shows up and resonates an empower-
ing expression of safe acceptance, acknowledging respect, 
courageous challenge and being a champion for what 

could emerge through a mutual belief in what the client 
wants. As you cultivate partnership with each client, you 
are constructing your business with that client and many 
relations in their lives who are influenced by their evolu-
tion in mindset and behavior.

You are a manager-less leader and always have been, 
whether you are an entrepreneur or an internal corpo-
rate employee delivering coaching services. This does not 
change with the trade winds of the economy or societal 
influences.

The Gartner Group prediction quoted above highlights 
an external influence that is out of your control yet pro-
foundly influences both you and your client mindset about 
life and the world of work. Between the prevalence of agile 
work processes (30 percent) and hybrid work environ-
ments (50 percent) in organizations, about one-third of 
teams operate without a manager today. Whether you are 
working with associates, their boss or their family members 
navigating this disruptive change in the experience of a 
livelihood, everyone, including you, has had moments of 
insight that sound something like, “I don’t know what to 
do now” or “I’m not prepared or ready for this.” 

You do know and so do your clients. Uncertainty and 
doubt cause you to temporarily forget what you do know. 
You and your clients possess the capability, resourcefulness 

coaching mastery

 You are a manager-less leader 
and always have been, whether 
you are an entrepreneur or an 
internal corporate employee deliv-
ering coaching services.  

and creativity to use curiosity that stimulates new think-
ing and ideas to build a new basis for how to relate to life. 

Reflect for a moment on your business in its current 
form and state. What purpose did you declare for your 
business and in turn, adopted the moral and mental 
strength to manifest? Bring that original thinking forward 
to today and ask yourself whether the external circum-
stance has changed anything about that purpose. My 
hunch is that your answer is no, and you just took the 
first step in remembering the essence of your business. 

It’s normal to feel uncertainty and doubt in the face of 
external circumstances that challenge your comfortable 
rhythms and sense of choice. Do you see the paradox 
in this situation? Throughout your journey as a coach, 
you’ve worked diligently to strengthen your confident 
competence. The door seems closed to share it because 
of something you did not intend and feel powerless to 
change. Notice that you are not alone in that experience; 
your clients share in that experience. 

Challenge yourself to take a risk beyond your fear that 
your business has changed irrevocably. The external change 
in the environment offers an opportunity to be more 
receptive than pre-pandemic and the start of digital trans-
formation in business. Of course, conversations focused on 
the content and tactical level of workplace experience fills 
the emotional space in coaching with stress and anxiety 
about increasing complexity and uncertainty. (Gartner also 
reports that only 47 percent of employees believe that their 
manager can lead the team to success in the future. Note 
the verb “believe,” which you know as a coach arises from 
how a manager shows up and chooses to engage with their 
team.) 

Being with the strong emotions expressed by your 
clients requires your diligence and deliberate attention to-
ward balance, calm and whole-self presence. Your energy 
infuses the partnership with clients so that a pause settles 
the part of the brain that stimulates protection strategies.

What you offer in the role of coach in today’s envi-
ronment matters more than at any time prior. The stakes 
are high and demand every ounce of courage, choice and 
civility you embody so that clients remember what they 
love, sitting under the fear, which in turn motivates a 
growth mindset and unconditional curiosity. 

In today’s world that demands each person exercise 
agency and self-trust while sustaining connection to a 
shared purpose for health and wellbeing, coaches are the 
embodiment of the solution to rise toward the future. Re-
member who you are, what you aspire to contribute and 
how to express your essence. These steps are what sustains 
your business, no matter the external factors that appear 
to mitigate success. 

Choose to show up, be in action and connect with 
gratitude that you have and do share your gifts in the 
world every day. 
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In what ways are you reimagining your coaching business? In what 

ways does our industry need reinvention? What part of your business 

is not serving you? What do you have to deconstruct in order to pivot 

to what is needed? What are the indicators that reinvention is needed? 

How do you know? Join us as we explore this exciting topic. 

features

 REIMAGINING
       Coaching

https://clearbeliefs.com/ebook/?cookieUUID=7c984716-85ce-4f97-a394-960ab5d2dad8
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feature

It is said that the world is changing 
faster today than it has before. 
This, in tandem with the disrup-
tion and uncertainty the pandemic 

has ushered in, has sped up the pace of 
business change.

With turbulence comes the opportun-
ity to transform, and our profession has 
been responsive to many of the changes 
happening, many times even being ahead 
of the curve. For coaches, the shift to 
virtual has not been completely new. 

By Jennifer Britton, MES, CPCC, PCC, BCC, CHRL, CPT

REINVENTING   
   the BUSINESS of    
COACHING

Think about the layers of change that 
have impacted the coaching profession 
in the last three to four years including:
• Technology 
• Industry 
• Business skills
• The needs of our clients
• Digitalization
• Virtualization

In this article, we look at how the 
layers of change have impacted, and 
continue to impact, the coaching 

profession. We explore the ongoing evo-
lution from the landscape of technology, 
industry, business skills, our clients, 
digitalization and virtualization.

According to PricewaterhouseCoop-
ers (PwC), the coaching industry is 
the second fastest growing sector in 
the world. Since its inception in the 
1990s to current day, the coaching 
industry and skills we lead from have 
been tremendously static, even with the 
changing context in which we operate.
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Consider the changes to the world 
of our clients since the original 
International Coaching Federation 
(ICF) competencies were drafted back 
in the mid-1990s. The internet had 
not yet arrived to much of the world. 
In those days, I would send an email 
from my office in a capital city of 
South America, where it would sit on 
a server overnight at a university in 
Trinidad before being sent forward the 
following morning.

Consider these other technological 
changes:
1999 – Emojis created by  
 Shigetaka Kurita in Japan
2003 – The entry of Skype 
2007 – The Advent of the iPad
2014 – Zoom arrives on the scene.

The world of our clients has con-
tinued to go through tremendous 
change since the start of our work. 
From the three billion people who went 
digital overnight in March 2020 to the 

dramatic changes since then, coaching 
continues to be a safe harbor to many, 
providing a space for pause, reflection 
and other deeper levels of thinking and 
connection.

We operate in a world that is 24/7 
global in nature and diverse. Working 
from home has become standard place, 
blurring the lines between roles, and 
digital nomadism was on the increase in 
the fall of 2021.

BUSINESS SKILLS
The Great Resignation, along with a 
growth of side hustles, has led to an 
increase in many individuals turning 
to entrepreneurship as a vehicle for 
financial livelihood, self-expression and 
impact. This may have attracted many 
in this profession as well. 

While developing coaching skills has 
always been the focus for most coach 
training schools, running a business 
has been a pain point for many coaches 
from the time I entered the marketplace 
of coaching. 

In addition to exceptional coaching 
skills, great coaches can benefit from 
having exceptional business skills in the 
areas of strategic thinking and planning, 
financial management, customer service, 
marketing and business administration. 
This is in addition to supplementary 
skills with product and program design 
for those who may want to scale beyond 
a one-on-one model.

A recent study by McKinsey noted 
that post-pandemic, professionals can 
also benefit from “critical digital and 
cognitive capabilities, their social and 
emotional skills and their adaptability 
and resilience.” 1

What skills do you want to further 
develop?

INDUSTRY & CLIENT NEEDS
The coaching industry as a whole has 
also shifted. From the early years of 
coaching providing a deep dive for 
executives, today coaching has scaled to 
many. It’s not uncommon to find best-
in-class case studies across industries, 
as well as robust examples of the many 
different types of coaching – group 

"The greatest danger in times of  
turbulence is not the turbulence - it is  

to act with yesterday's logic."

-  PETER DRUCKER
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web, and this has afforded coaches the 
ability to work across distance, culture 
and time on multiple levels. While 
virtualization has remained quite stable 
in the last decade, with Skype and 
then Zoom being primary vehicles for 
coaching conversations, in the future it 

will be interesting to see the incorpora-
tion of VR (Virtual Reality) and other 
augmented elements. 

An ICF study found that during 
the pandemic, “83 percent of coaches 
increased their use of audio-video plat-
forms for coaching, while 82 percent 
indicated a decrease for in-person 
sessions”3

 At the fall 2021 ICF Converge 
conference, futurist Mike Walsh shared 
how some professionals, like Deepak 
Chopra, have been pioneering with 
Artificial Intelligence (AI) in order to 
clone their message. 

Grabmann and Schermuly share in 
their 2020 research that while “AI gen-
erally appears capable of guiding clients 
through many steps in the coaching 
process and establishing working 
alliances” it may not be as effective in 
“problem identification and in deliv-
ering individual feedback.”4 

As much as things change, many 
things remain the same. Regardless of 
the ongoing and often unanticipated 
changes, still at the core and heart of 
the coaching process and relationship 
is an exceptional space for trust, safety 
and connection. Whether a coach is sit-
ting down one-on-one with a client or 
is connecting with peers in a group or 
team coaching process, coaching is one 
of the few relationships which allows 
for such space of vulnerability and focus 
on what’s important RIGHT NOW.

coaching, team coaching, peer coaching, 
and coach as leader.

Coaching has changed the way people 
connect and intersect, as well as how 
they approach different life transitions. 
Supporting clients through major life 
changes has always been a key part of 

the coaching process, with coaches 
having played a key role in recent times 
with support around navigating the 
Great Resignation, return to work, and 
ongoing changes and lock downs.

With 93 percent of employees indi-
cating during 2021 that they wanted 
more flexibility in the ways they work, 
a surge in entrepreneurship has been 
seen, expanding the need for business 
coaching. 

Environmental sustainability has also 
become a mainstream issue for many 
with climate crises becoming visible in 
many locations where our clients live 
– from the West Coast of Canada to 
Germany and China. Many coaches to-
day are rallying around the 17 Sustain-
able Development Goals of the United 
Nations, which provide a valuable 
framework to connect our work with 
clients to.2 

DIGITALIZATION &  
VIRTUALIZATION
The pandemic ushered in an urgency to 
digitalize many processes, from currency 
to products.

The adaptation of digital approaches in 
coaching has been seen in many formats 
– from working on whiteboards together 
in Zoom and creating more visual an-
chors, to card sorts being done online.

Coaching was an early adopter to the 
virtual space, with many coaches always 
having provided coaching via phone or 

In short, coaching is just as important 
today as it has been over the last three 
decades. First, people are hungry for 
connection. Belonging and connection 
are fundamental human needs. The abil-
ity to sit down and have a conversation 
with another person cannot be replaced 
by any technology we currently have, or 
may have in the future.

Second, challenges and opportunities 
are becoming more complex, rather 
than simpler. Coaching provides an in-
valuable space for pause and reflection. 
The coaching process can also stimulate 
deeper levels of thinking, and an expan-
sion of the possible options which may 
be available.

Even with the vast changes since the 
start of the coaching profession decades 
ago, it’s likely that the human need for 
intimate conversation spaces like coach-
ing will be as relevant 50 years from 
now as it is today.

What do you want to create the space 
for during your lifecycle as a coach? 
What’s important to support you in 
your continued growth? Here are some 
questions to consider regarding what’s 
required of us as coaches:
•  Continuous learning has been a 

central component of coaching 
certification and ongoing evolution 
as a coach. What do you want to con-
tinue to learn?

•  We don’t operate in a vacuum but an 
ever-evolving landscape and eco-
system. What are the connections 
you want to make with others?

•  Clients continue to be at the heart of 
any great coaching process. What is 
important to note about their needs 
and evolutions? 

NOTES:
1 mckinsey.com/business-functions/

people-and-organizational-performance/

our-insights/to-emerge-stronger-from-the-

covid-19-crisis-companies-should-start-reskill-

ing-their-workforces-now
2 sdgs.un.org/goals
3 coachingfederation.org/blog/industry-recov-

ery-from-pandemic 
4 sagepub.com/doi/

full/10.1177/1534484320982891

In addition to exceptional coaching skills, great 

coaches can benefit from having exceptional business 

skills in the areas of strategic thinking and planning, 

financial management, customer service, marketing 
and business administration.
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Without exception, the 
current pandemic has 
touched everyone’s 
lives in some way. The 

last two years have resulted in our world 
being knocked off its axis, and our lives 
are no longer what they once were. 

Many of us had concerns about how 
best to respond to world events and 
the impact on clients and stakeholders. 
Looking through the business lens, 
questions such as whether clients will 
still buy coaching services and what 

The opportunity for reinvention
 
By Paul Crick, BSc, MBA, EMCC SP

    
  TIPPING POINT
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The opportunity for reinvention
 
By Paul Crick, BSc, MBA, EMCC SP

The enforced pause has provided many 
of us with the opportunity to become 
more aware of how we spend our time 
and energy, to question the nature of our 
ingrained habits and routines, and to 
consider what is most important to us. 

The relationship we have with our-
selves determines how well we apply 
the “use of self ” in coaching situations. 
If we are not grounded, centred, and 
well resourced, then our impact in 
coaching contexts may hit the target 
but miss the mark.

Underneath all of this, many sense 
this is a time of unprecedented oppor-
tunity to adjust and centre ourselves, 
to reconsider how we live life, what we 
want and consider what we’re no longer 
willing to tolerate. 

From a professional perspective, we 
are still in a dynamic where no-one has 
the answer, and we are all continuing to 
learn how to navigate our way through 
the current uncertainty. 

Historically, we have relied on turning 
to others to help us see round corners to 
limit the risks of setting off on a course 
that is either unfulfilling or unrewarding 
both professionally and personally. 

However, even the “experts” can’t see 
round corners. No-one can. 

We are at a tipping point where 
there is opportunity for reinvention. 
Knowing this creates a frisson of pos-
sibility as it places a responsibility on 
our shoulders to step back and think 
through how we show up and serve 
the greatest number of people possible, 
making coaching more inclusive, more 
accessible, reaching deeper into our 
organizations, our public institutions, 
and our communities.

The process takes time, but can be 
kick-started in several easy ways:

CONNECT
Avoid being seduced into “gaming” 
social media platform algorithms in 
a faux attempt to be present to your 
clients; instead, be present to them by 
picking up the phone and connecting at 
a human level. 

A simple, authentic “how are you 
feeling” question will go so much further 
than any social media post, uprated by a 
software program.

LISTEN
Listen to clients much more closely, with 
what Dr. Mark Goulston calls “surgical 
empathy” – the act of “feeling them” 
– through the lens of simplicity and 
genuine concern for the person or people 
in front of you. 

Set aside a rehearsed sales pitch in 
favour of a genuine conversation and be 
ready to accept that clients may be in a 
place of wanting to be seen, heard and 
have their lived experience witnessed and 
believed. Often, that is enough.

SPEAK TRUTH
We continue to live through a time 
where the need to say what needs to be 
said has become increasingly essential 
to enable us as collective to address the 
gnarly problems we face and make our 
thinking processes transparent to engen-
der greater trust between and among us. 

Speaking truth requires us to lean 
into the tension of conflict to explore 
the unacknowledged, hidden issues that 
manifest as loss of meaning, low morale, 
cynicism, and gaps between an organ-
isation’s aspirational vision and what 
happens in day-to-day life. 

Doing this in a psychologically safe 
way enables us to arrive at more creative, 
more robust solutions co-created by all 
voices in the conversation.

DELIVER VALUE
A key question for all coaches to consid-
er is to think through which elements 

The enforced pause has provided many of us  

with the opportunity to become more aware of how 

we spend our time and energy, to question the nature 

of our ingrained habits and routines, and to consider 
what is most important to us.

challenges our services need to serve have 
surfaced to top of mind. 

Quite naturally, our energy has been 
focused on pivoting or adapting our 
coaching business models to the prevail-
ing conditions. 

Perhaps more importantly, this situa-
tion has forced us into learning how to 
accommodate the more pressing human 
matters of family illness, home school-
ing, and the consequences of restrictions 
in movement on our professional and 
personal lives.

It has become clear that all of us have 
been impacted in different ways and with 
varying degrees of severity; this has, over 
time, led to seismic shifts in our thinking 
and behavior.

As the pandemic has continued, one of 
the key requirements to come to the fore 
has been the need for greater compassion 
and empathy towards those around us 
– clients, colleagues, family, and friends 

– and for courage and perspective to 
enter uncharted territory.
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of the coaching experience can be made 
more tangible in ways that support cli-
ents ‘just in time’ and without overload-
ing them with information. 

How can we check in to confirm that 
these additional elements of coaching 
in-between coaching sessions have 
caused the client to have a “felt sense” 
that they are making progress to the 
outcome that’s important to them?

In our hybrid world, digital platforms 
enable coaches to use their creative 
imaginations to maintain contact in- 
between sessions by creating relevant 
and practical online exercises that 
support key themes emerging within 
coaching conversations. Deploying sim-
ple metrics enables clients to measure 
and make transformative change visible 
through time.

LIFT OTHERS
The coaching profession continues to 
welcome a considerable number of 

new, qualified coaches into its circle 
around the world. 

Some might choose to view this 
dynamic through a lens of scarcity, pro-
tecting their knowledge and relationships 
for fear of not making a sufficient living 
or having their status challenged within 
their field of expertise.

If current conditions have taught 
us anything so far, it is that working 
together and looking through a lens of 
abundance accomplishes far more than 
working against each other. 

There are many ways to be helpful 
to other coaching professionals in our 
industry either by being part of mas-
termind groups, creating a study group 
or simply providing referrals to other 
coaches to lift them up and support their 
development and growth.

Lift others. There is room for everyone.
By collaborating and lifting others, 

we continue to develop and strengthen 
the connective tissue throughout the 

profession in ways that serve our clients 
in more timely and relevant ways to 
produce greater interdependence, resil-
ience, and value for their stakeholders.

CONCLUSION
As the new zeitgeist emerges and 
evolves, coaches are uniquely placed to 
support and influence those charged 
with making decisions that impact 
many lives. Charged with that respon-
sibility, there is a need to recognize that 
the value and impact of our work relies 
on our quality of being. 

As the author Richard Rohr notes, it 
is “the people who hold the contradic-
tions and resolve them in themselves 
are the saviors of the world. They are 
the only real agents of transformation, 
reconciliation and newness.” 

This aspiration is a potential “north 
star” upon which to keep our gaze 
throughout 2022. 

http://coachinitiative.org
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Every industry has experienced 
a transformation in its ways of 
working due to the Covid-19 
pandemic. Even so, few profes-

sions have had to adapt to the pandemic 
more intensely than the coaching busi-
ness. Social distancing has disrupted every 
one of our personal and professional lives, 
and change causes stress. 

Over the past two years, global events 
have made established executive coaches 
busier than they’ve ever been. Employees 

at all levels are enduring an acceleration 
of anxiety and feelings of disconnection. 
Executives who have based their leader-
ship style on the tried-and-true philoso-
phy of “management by walking around” 
feel disoriented, and they’re seeking new 
techniques for maintaining direction and 
control.

Working remotely entails online meet-
ings. It’s now commonplace to see the 
interiors of our colleagues’ and business 
associates’ homes. We’ve even become 

familiar with one another’s family mem-
bers and pets. This creates a sense that 
we’re all in this together, and has fostered 
a new environment that overrides tradi-
tional hierarchies and the deference that 
went with corporate status.

BUSINESS SHIFTS
Business leaders face unprecedented, vital 
decisions. Choosing when to bring staff 
back onsite or students back on campus 
affects much more than the bottom line. 

From Hospital Ward to 
Emergency Room
How Covid is transforming the coaching industry
 
By Pam Boney, MA, PCC
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There’s a lot more at stake these days 
than productivity or corporate profit. 
Managers now frequently feel that they 
have people’s lives in their hands, and 
that feeling is usually quite justified.

Remote working also brings staff 
accountability challenges. Some staff 
with tranquil home environments during 
the day may be more productive at home 
than the office. Others may lack the 

family arrangements or self-motivation to 
take their work seriously when no one is 
watching. Parents find that working from 
home with their children is more taxing 
on their attention and focus. 

The need for new approaches to 
accountability has created a massive 
uptick in demand for business and life 
coaches. Requirements include encourag-
ing individuals to improve their remote 
performance and coaching managers on 
how to have courageous conversations 
with those who need counselling on their 
productivity or personal relationships.

At a deeper level, there’s an underlying 
shift in the issues clients raise with busi-
ness coaches these days. In the past, the 
focus was almost completely centered on 
driving productivity and performance. 
The pandemic has completely changed 
the dialogue. Today’s leaders are facing 
daunting challenges in terms of staff 
wellbeing. Managers who might have 
sought to develop their assertiveness in 
the past now ask coaches to help them 
find the wisdom and compassion needed 

Executives who have 
based their leader-
ship style on the tried-

and-true philosophy of 

"management by walking 

around" feel disoriented, 

and they're seeking  

new techniques for 
maintaining direction 
and control.

https://tc.columbia.edu/coachingcertification
https://www.coachu.com//choicemagazine/index.cfm?
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and related events have brought diver-
sity front and center in the workplace. 
Coaches need to be sensitive to the con-
cerns and experiences of people coming 
from equity-seeking groups. Coaching is 
a relationship, and good rapport between 
coach and client is essential.

Coaching companies address this 
through their coach-matching processes. 
Many firms have had to reassess their 
own internal staffing to ensure that their 
team looks like the people asking for 
help. Coaches who can relate to the lived 
experience of clients facing diversity issues 
generally deliver more effective results.

Many coaches are finding that their 
caseloads have doubled since the pan-
demic began because of all these consid-
erations. It’s almost as if coaching firms 
have shifted from the role of a hospital 
ward to that of an emergency room.

CLIENT REQUIREMENTS
This urgency has called for more targeted 
and efficient client interactions. Coaches 
need heightened listening skills to empa-
thize with emotions and laser in on the 
thinking that is creating them. Sessions 
are getting shorter and so are engage-
ments, so laser coaching is a must-have 
skill for coaches at all levels. 

Six months of one-hour sessions was 
often the norm in the time before the 
pandemic. Many of today’s coaches have 
moved to 40-minute sessions and three-
month engagements, with strictly mea-
sured results at the end of the process.

Many client organizations are asking 
coaches to train their internal super-
visory, human resources or health and 
safety staff on how to be better coaches 
themselves. This enables them to respond 
to urgent needs more efficiently. It also 
gives coaches the opportunity to share 

to improve their employees’ quality of 
life in this arduous era. Empathy and 
creative social connection are now crucial 
skill sets for leaders. 

It doesn’t help matters that many of 
the executives called on to make difficult 
pandemic-related decisions aren’t men-
tally in a good place themselves. Leaders 
who in the past would only call coaches 
to refer a subordinate, now find them-
selves seeking emotional support for 
their own personal concerns. 

COACHING CHALLENGES
This shift from the bottom line toward 
wellbeing puts coaches in a bind for a 
couple of reasons. The first is that many 
of the dilemmas that clients present are 
unprecedented. There may be no tem-
plate for choosing wisely in many of the 
situations that now present themselves.

Even if there were, the role of a coach 
isn’t to advise their clients but instead 
it’s to ask good questions that help them 
find their own moral compass. The 
role of a good coach is to ensure that 
their clients leave sessions feeling more 
self-assured, self-directed and resilient. 
It’s harder to accomplish that when deal-
ing with complex, ethical issues around 
safety and wellbeing.

The other bind for today’s coaches is 
that the shift in client issues calls for a 
corresponding shift in areas of coaching 
expertise. Covid has led business leaders 
to seek help with anxiety, insomnia, 
guilt, relationships and family dynamics. 
There’s a renewed interest in somatic 
coaching, which entails helping clients 
listen to what their bodies are trying to 
tell them. Healthy lifestyles are harder to 
maintain in isolation, and clients often 
ask for help in those areas.

Other business leaders are con-
cerned about how they can build trust 
in a world of virtual work. Teams can 
become divided in these circumstanc-
es, and our polarized political climate 
is making this even more challenging. 
Issues around diversity, inclusion and 
equity have become much more sensitive 
along with an overall ideological divide 
along partisan lines.

The death of George Floyd in the U.S. 

their expertise more broadly to meet the 
booming demand for their services.

The pandemic has also created a 
renewed focus on security on the part 
of client organizations. In a sense, 
this was unavoidable. However, some 
organizations have adopted draconian 
measures to protect their employees’ 
personal information.

This has led to some onerous vendor 
approval processes. Even though it may 
not fully serve client interests, today’s 
coaching firms need to budget for the ad-
ministrative resources needed to comply 
with these client requirements. They may 
also need to review their service offer-
ings to meet client expectations around 
protecting personal information.

The many setbacks that the pandemic 
has caused are an opportunity for inno-
vative people working in the coaching 
industry. There’s a quotation attributed 
to Darwin: “It is not the strongest of 
the species that survives, nor the most 
intelligent that survives. It is the one that 
is most adaptable to change.” 

Coaches today need to respond to the 
shift in emphasis from work performance 
to whole-person wellbeing, embrace 
diversity and inclusion, and reposition 

our firms to comply with client security 
requirements. Those who can adapt to 
the new normal can look forward to the 
satisfaction of having helped countless 
people endure the unprecedented chal-
lenges we all face today.

Just as we help our clients make pos-
itive changes every day, we need to find 
the courage within ourselves to adapt 
and respond in today’s tumultuous world 
of work. Agility is the one thing that will 
help the best coaches thrive now and in 
the future. 

This shift from the bottom line toward wellbeing 
puts coaches in a bind because many of the dilemmas 

that clients present are unprecedented. There may  

be no template for choosing wisely in many of the  

situations that now present themselves.
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Reinventing the business of team coaching 

By Michelle Chambers, MEd, CTPC, CHRL, CTDP, CSODP & Carissa Bub, MSc, PCC, CTPC 

COACHING for the  
FUTURE of WORK

There is no question that 
world events have had a 
great impact on the work 
of team coaching. Team 

coaches support teams within a “systems” 
context and every team has had to deal 
with new challenges and opportunities, 
including restructuring, impact of supply 
chain distribution challenges, growth or 
decline in services, and supporting one 
another during a pandemic. What has 
become abundantly clear is the need for 

collaboration both within teams and 
across teams and to stakeholder groups. 
As we unlearn old traditional models 
and ways of doing business, teams have 
the greatest opportunity to use collective 
intelligence and innovate new ways of 
doing work to address business needs.

So how has this impacted the business 
of team coaching? Are team coaches 
reinventing their business models? What 
new practices have emerged? In the 
same way that we support our clients, 

we must support one another and our-
selves in being agile and adapting to new 
ways of doing work. 

Team issues have become increas-
ingly complex. Thus, the benefit of 
co-coaching has become more critical 
and important due to the complexity of 
change and transformation. Co-coaches 
can take turns supporting the process 
while balancing the “emerging dialogue.” 
The adoption of virtual team coaching 
has enabled team coaches to work with 
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COACHING for the  
FUTURE of WORK

co-coaches around the world versus 
being limited by a physical geography. As 
well, the need for team coaching within 
and across organizations has presented 
more opportunities to engage new and 
old clients. 

One key area that is being highly 
requested is developing “resilience” in 
teams. Furthermore, like 1:1 or lead-
ership coaching, team coaches have 
adopted new digital tools (e.g., MURAL, 
Zoom) to keep their clients engaged and 
to keep the process visual. 

Team coaches must also examine their 
current business model in terms of their 
primary and complementary services, 
types of clients, industries targeted and 
more. For example, team coaches may of-
fer strategic planning services or training, 
which can enhance relationship building 
and potential revenue with a client.

However, saying “yes” to these oppor-
tunities might also require saying “no” to 
others. Some team coaches have had to 
target different markets and change their 
marketing due to the decline in potential 
services as some industries were hit by 

lockdowns and further disruption. As well, 
many team coaches work with their clients 
in six-month engagements, often using 
assessments and frequent team coaching 
to ensure sustainable changes in behavior. 

Teams that require more urgent sup-
port may benefit from shorter or more 
frequent engagements Our colleagues, 
Ruth Wageman and Krister Lowe, 
employed a “fast team formation” process 
to provide 45 minutes of coaching 

Some team coaches 
have had to target  
different markets and 

change their marketing 

due to the decline in  

potential services as some 

industries were hit by 
lockdowns and further 
disruption.

to healthcare teams to improve team 
effectiveness and reduce critical errors on 
those teams. 

In addition, the field has seen a 
number of new entrants and providers 
of team coaching assessments in their 
industry. There are also new entrants 
in the marketplace for team coaching 
training, mentoring and supervision.  
Furthermore, coaching bodies have 
launched new competencies for team 
coaching. As clients become increasingly 
aware of the benefits of certification, 
this will continue to impact how team 
coaches provide their services and the 
marketing of those services.

Storytelling within teams has become 
increasingly important and the need for 
understanding each team’s journey or 
narrative has also risen. Team coaches 
have encouraged teams to revisit their 
“team purpose” and re-examine if they 
have the “right” people with the “right 
skills” for the work ahead. Teams con-
tinue to restructure and need support in 
realignment of goals and processes such 
as decision making. There is also an in-
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creasing need to support “team of teams” 
and smaller teams that are more agile 
and can better self-manage as a system to 
get work done.

Of course, this has also increased the op-
portunity of “systems inspired” leadership 
or leadership without authority. More 
members of teams are increasingly rotat-
ing the role of leader and better utilizing 
strengths and developmental opportunities 
by carrying out team functions.

We continue to see other opportuni-
ties within the context of team coaching 
as well. For example, as the workplace 
becomes more “human,” we as team 
coaches must support leaders to demon-
strate more empathy and trust to build 
more meaningful relationships with 
team members. 

We must also examine our own 
self-awareness and presence with 
clients. With the increasing complexity, 
we have found ourselves triggered by 
more assertive leaders focusing on the 
doing versus the being and focusing on 
goal attainment versus the process. 

There is a real opportunity to coach 
team members and enable them to bet-
ter understand their own strengths and 
contributions to both team purpose and 
their own “why.” Simultaneously, this 
also presents a challenge to team coaches 
to clearly define their roles as team 
coaches, not management consultants, 
and thus to hold the space for teams to 
safely explore their dynamics and busi-
ness issues within the system. 

While our industry continues to 
benefit from this reinvention, there are 
parts that are not serving team coaches 
well. For example, opportunities such as 
enhanced “digital coaching” bots that are 
really designed for 1:1 coaching versus 
“team coaching” and that address more 
than just “team norms” could provide 
greater support in between coaching 
sessions. Additionally, team coaches 
that have not adopted digital practices 
themselves or outsourced administra-
tive support will not be able to support 
clients as easily as others. 

Team coaches and clients have both 
had to question their mental models 
around “virtual coaching” and to try 
new ways of working in a virtual world. 

Many agree that there is a different 
energy created when team coaching is 
done face to face and that we can observe 
more of the dynamics between team 
members. Also, virtual coaching can 
lead to more “team facilitation,” with 
people asking permission to speak from 
the coach versus dialoguing with one 
another. Team coaches can address this 
by removing their visual and observing 
the team interactions while intervening 
when appropriate. 

Team coaches who are self-aware must 
also take time to reflect on their own 
practices and the impact of their work. 
In working with teams that are heavily 
engaged in disruption and change, this 
can also cause stress on team coaches as 
teams go through “languishing” periods 
and it might even take longer for team 
coaches to see the positive impact of their 
work through clients. 

Furthermore, team coaches might suffer 
from burnout themselves if they are not 
able to separate the work of the clients 
from their own work. Both teams and 
team coaches must really align to business 
strategy and help teams prioritize what is 
most critical in terms of working effec-
tively together to attain both short-term 
and long-term goals as we go through this 
unprecedented era of change.

Reinvention will continue to be 
required within team coaching. Factors 
include the changing digital technology of 
the workplace; the changing membership 
of teams due to the “great resignation”; 
burnout and exhaustion; the need for 
smaller and more agile teams; the need to 
support teams in a more ‘human’ experi-
ence; the opportunity to support culture 
change; and the employee experience as 
the future of work is redefined. 

Finally, coaches have more opportu-
nities to partner with clients and others 
who have shared goals around creating 
a greater impact within the world. For 
example, many coaches have chosen to 
partner with others to build capacity 
to address urgent global goals such as 
climate change and other UN sustain-
able development goals (SDGs). This 
perhaps might be the biggest shift and 
offer of team coaching collectively to a 
successful future. 

http://imageprompts.com
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Futureproofing
Prepare yourself and your clients for constant change
 
By Peter Scott, ACC & Pierre Dussault, Eng, PCC

In 2010, the five-year-old Tesla Motors had been man-
ufacturing cars – to be precise, one car: the $130,000 
luxury Roadster – for only two years. The company had 
sold a grand total of 1,500 of them. Automobile indus-

try insiders scoffed at the idea of electric cars being adequate, 
let alone superior to internal combustion cars, and ridiculed 
the company’s plans for autonomous control. The company 
was almost bankrupt and widely dismissed.

Ten years later, Tesla’s market capitalization exceeds that of 
the next 10 auto manufacturers in the world combined. By 
number of units sold, the company is not only the leading pro-
ducer of electric vehicles, but the Model 3 was the best-selling 

car of any kind in California in the first quarter of 2020. 
This is what it means to live in a world of technological 

disruption. When Hemingway’s character Mike Campbell 
said in The Sun Also Rises that he went bankrupt “Two ways: 
gradually, then suddenly,” he was also describing how today’s 
disruption creeps up imperceptibly, yet then becomes over-
whelming. 

Are your business coaching clients positioned to be the 
equivalent of the next Tesla, or of the now-tottering competi-
tors left in Tesla's dust? Every industry has the potential to be 
similarly upended; there are at least 10 Tesla-like companies 
disrupting other sectors to similar extents. 

feature



VOLUME 20 NUMBER 136

feature

The Diffusion of Innovation Curve 
Everett Rogers showed how a few early adopters  
respond to new development at first,  
then increasing numbers join the  
bandwagon at increasing 
rates until the curve levels  
off as the remaining  
laggards join in. 
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Source: en.wikipedia.org/wiki/Diffusion_of_innovations

Covid-19 gave all of us a taste of what exogenous disrup-
tion feels like, but the slower yet inexorable disruption from 
technology, in particular, artificial intelligence (AI), will exert 
a far greater impact. As AI grows exponentially – deep learn-
ing models are doubling in size on average every three months 
now – our ability to keep up will be so limited in comparison 
as to make wide-scale disruption the new normal. Imagine the 
equivalent of Covid-level change every year!

Coaching an individual to not only cope but thrive on dis-
ruption is a worldview-changing journey that can rebuild the 
very foundations of their career identity. Just as Navy Seals are 
trained for six months to face unpredictable threats, helping 
someone adjust to the rug being pulled out from under their 
business can be a life-altering transformation.

COACHING FOR THE FUTURE
Futureproofing is the process of becoming resilient against 
disruption, and we address it in the business as well as the 
individual, because each has different needs that shape the 
ecosystem in which they both reside. We apply the CHANGE 
process to businesses:

C  Comprehend disruption: Learn what complexity,  
chaos, and exponential progress means for their world, their 
sector, and their company;

H  Hire change agents: Whether from within or  
without, identify individuals who can act as champions of 
change;

A  Antifragility (a term from Nassim Nicholas Taleb) 
checkup: Assess their ability to gain strength from disorder; 

N  New Vision: How does the vision and the mission  
of the company need to change to be antifragile;

G  Generate KPIs based on velocity, not position: Too 
many indicators of performance are static. Think about a bal-
ance sheet: it is a snapshot that says nothing about movement. 
Retool reports to indicate rates of change;

E  Everything is on the table: To succeed, a business must 
be willing to reconsider everything, starting with its very 
identity.

When we consulted to a boutique Southern California 
bank, their executives expressed a goal of acquiring younger 
clients. Through the CHANGE model they realized that 
their customer representatives were almost all outside the 
age range of the clients they wished to attract. This reali-
zation led to greater awareness of hidden assumptions that 
shaped important decisions.

When coaching an individual to become more resilient 
and innovative within a business undergoing CHANGE,  
we apply the RIPPLE process to identify areas to address:

R  Reveal Fears: People are apprehensive of the unknown, and 
fearful of becoming irrelevant or unable to cope. Lay these bare 
and examine which are real. They may have what Martin Selig-
man termed learned helplessness, robbing them of the ability to 
respond to challenges;

I  Identity: People can associate their very selves with a role or 
activity (“I’m a ____; that’s just who I am”). Help them find 
a deeper identity than what they do. The Leadership Circle  
can be used to help a client evolve from a reactive to a creative 
identity;

P  Purpose: Recreate their individual purpose and connect it to 
the enterprise mission;

P  Prejudice or bias: Do they have biases, like confirmation 
bias, that blind them to disruption and opportunity/innova-
tion? 360° assessments can aid in identifying some blind spots;

L  Learning: Assist them in moving from fixed mindsets to 
growth mindsets. How can they move to more proactive levels 
of the Diffusion of Innovation Curve? (see sidebar). Toyota 
Kata can be used to facilitate that movement through cycles of 
continuous evolution;

E  Evolve situational awareness: Disruption demands our 
constant attention and reassessment. The VUCA and Cynefin 
models assist with this (see sidebars).

It is important to realize that even when the future of an 
individual’s job is optimistic, when the application of AI 
promises revolutionary change to more effective and fulfilling 
work, change of any kind on such a scale can terrify them. 
Fear of becoming irrelevant or being laid off is a common 
place to start RIPPLE.
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CYNEFIN  The Cynefin framework (from the Welsh word for habitat), developed by Dave Snowden at IBM Global Services,  

describes five domains that any individual or business may find themselves encountering. Learning to recognize and respond 

appropriately to each domain helps them make better decisions.

Cynefin is used primarily to consider the dynamics of situations, decisions, perspectives, conflicts and changes, in order to 

come to a consensus for decision-making under uncertainty.

CLEAR 

"Known knowns." 

The situation is stable 

and established practices 

are the best response.

COMPLICATED 

“Known unknowns.” 

The environment is 

difficult to analyze  

and negotiate, requiring 

expert knowledge.

COMPLEX 

“Unknown  

unknowns.”  

Cause and effect  

are impenetrable; there 

are no right answers. 

CHAOTIC 

Cause and effect are  

unclear, and crisis 

abounds. Strong  

leadership is required  

to create order  

and action.

CONFUSED 

There is no clarity as to 

which domain applies. 

Leaders need to de-

compose the situation 

into parts that can be 

addressed within the 

individual domains. 

?

VUCA
The U.S. Army War College developed the VUCA model for in-

terpreting a world whose threats changed drastically following 

the Cold War. In the context of a business environment, the 

stages and questions for an executive within them are:

V   VOLATILITY: Existing dynamics change more radically  

 than before. How can they stockpile resources and act  

 more rapidly? 

U   UNCERTAINTY: Changes in ways that have  

 unpredictable consequences. How can they gather  

 more information to reduce uncertainty?

C   COMPLEXITY: Changes in so many ways that it is  

 overwhelming to try to understand it. How can they  

 build up resources that can see the big picture?

A   AMBIGUITY: Changes in ways that create confusion.  

 How can they test and measure their new world?

Neuro-linguistic programming timeline techniques are 
useful throughout this process; in particular, future pacing – 
asking the client to place themselves in the (initially scary un-
known) future, identify and address the concerns, then after 
coaching, revisit the future in their more empowered identity. 

Just as Navy Seals are trained 

for six months to face unpredictable 

threats, helping someone adjust to 

the rug being pulled out from under 

their business can be a life-altering 
transformation.

READY OR NOT, HERE IT COMES 
Preparing for disruption is no longer an option for members 
of businesses that want to survive. As a coach, you are prob-
ably familiar with Maslow’s Hierarchy of Needs, a pyramid 
model asserting that physical needs (food, shelter, etc.) must 
be met before an individual can grow in their emotion-
al, social, moral and creative expression, culminating in 
self-actualization: reinventing themselves. We assert that in 
the face of disruption, the pyramid is inverted for organiza-
tions: that the very survival of the enterprise depends upon 
its principals driving self-actualization and transcendence, of 
themselves and the business. 

Not every business will disrupt the world with a meteoric 
passage like that of Tesla Motors; but all businesses, like it or 

not, now live in an ecosystem shaped by dramatic disruption. 
Just as companies must learn that their survival may now 
depend upon their people achieving the self-examination and 
transformation that coaching can deliver, coaches need to 
understand the dynamics of the technological forces that are 
transfiguring our world. The future calls all of us to become 
our best selves. 

NOTES:

1  leadershipcircle.com

2 en.wikipedia.org/wiki/Toyota_Kata
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RECIPE  
for Change 

Pandemic, technology and the rise 
of the hyper niche coach

 
By James Lam, MBA, MEng

Baking and time to yourself are 
consistent themes of the pan-
demic. Add one dash of new 
habits, a teaspoon of enlight-

enment, mix with inspiration and you 
get the recipe for changes and opportu-
nities as a heart-centered coach. Whether 
it is baking bread, rising a new business, 

or cultivating meaningful change in 
oneself, the last 24 months gave us more 
changes than I have ever seen in my 
time in the coaching industry. 

There are several pressures at play 
in the online coaching space today 
that are quickly creating change in 
the coaching industry. The first is 

an unprecedented number of people 
looking for meaning. You only have 
to look at examples such as the “Great 
Resignation” to recognize that people 
are coming to the realization that they 
want more in their life. 

The second change in the coaching 
industry is the death of the coaching 
generalist, and the rise of the hyper-spe-
cific niche coach with a focus on group 
coaching. The third change is the clients 
drive for fast and powerful transforma-
tion within specific parameters. The 
final change in the coaching industry 
is the rise of technology, and how it 
has been a critical catalyst for the other 
changes listed above. 

The pandemic forced many people 
to finally slow down and take time to 
evaluate their life. The road we had 
been driving on year after year suddenly 
had a detour. Here was an opportunity 
many of us were forced to take, wel-
come or not. What was once 24 hours 
filled with commuting, coffee, meaning-
less meetings, picking up dinners, house 
chores and children, was now suddenly 
filled with quiet downtime, space for 
reflection and individual thoughts. 

Liberated from everyday ‘busy’ activ-
ities, individuals were left to ponder the 
massive questions of life fulfillment to 
find the fuel that gives life meaning:

• Am I truly happy?
• Is this what I want?
• Is this all there is to life?
Baking, career, life choices, you name 

it, this drive to fulfillment has provided 
us with an opportunity to support peo-
ple who, for the first time ever in their 
lives, have ability to create change. Still 
locked down (waiting for the bread to 
rise), thousands of individuals are finally 
able to seek out real transformation. 
They are looking for more! More from 
their careers, more money, more chal-
lenges, more respect. More fulfillment. 

This increased demand has led to the 
second large change in the coaching 
industry – the acceleration of the adop-
tion of the specialist niche coach. 

For many years the life coach was the 
cornerstone of the coaching industry. 
A catch-all phrase that encompassed 
goal setting, creating work/life balance, 
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finding clarity, restoring relationships 
and just about everything you could 
add into one trusted advisor role. The 
Life Coach was a veritable library of 
general knowledge, working with just 
about anybody who wanted change in 
their life. In short, Life Coaches needed 
to have the knowledge and skills to help 
just about everybody with what seemed 
like every possible problem.

There’s an incredibly interesting 
change going on currently. Instead of 
customers approaching Life Coaches 
for general fixes as before, these days 
customers are empowered to choose spe-
cifically what they want support in. The 
change to specialized coaches had al-
ready started, but the biggest shift in the 
coaching industry is how that change 
accelerated in the last 24 months. 

Want to hire a coach for your career? 
You now have your choice of career 
coach – a specialist whose zone of genius 
is in career advice, and further specializes 
in career progression, career change, or 
senior executive leadership, etc.

Coaches are finding micro niche upon 
micro niche to create courses and trans-
formation - and it’s working. In just the 
past twelve months I’ve had the pleasure 
of working with an abundance coach, 

divorce coach, breakthrough coach, in-
ternal tapping coach, personalized health 
coach, science + spiritual integration 
coach, introverted entrepreneur coach, 
home Reiki coach, adult children of 
divorce coach, and even an imagination 
coach (imagine that!). All have amazing 
and inspiring messages. More interesting 
is that each of them have been successful-
ly filling their programs.

This demand for additional special-
ization from clients is also perfectly 
suited for group coaching programs 
where community is just as important 
as the learning. The old life coach was 
forced to work one-to-one because 
clients’ needs were so varied, and goals 
so specific, they would never have 
been able to create a comprehensive 
enough program to create meaningful 
transformation. The rise in specialized 
heart-centered coaches instead invites 
clients at a specific point in their jour-
ney to take them to the next level. That 
new promise of finite transformations 
by specialized coaches is significantly 
easier to define, more scalable, provides 
built-in community, and produces 
arguably more powerful change.

It’s worth noting the pivotal role 
technology plays in all of these changes. 

None of these changes would be possible 
without the right technology. It has 
allowed the rise of these micro niche 
coaches, and paying customers who seek 
them. The coach I mentioned earlier 
focusing on Reiki for the family has 
enrolled people from all over the world: 
including Canada, Spain, Pakistan and of 
course America. Rewind a few years ago 
and her product wouldn’t have been able 
to get off the ground as a group program 
without the technology we have today. 

The last 24 months have created 
both huge pressure and opportunity for 
the heart-centered community. Firstly, 
the world is looking for fulfilment 
and change. Secondly, people have the 
opportunity to explore what their heart 
desires. Next, heart-centered coaches 
are increasingly specialized, driven par-
tially by specific changes that custom-
ers are asking for. Finally, the catalyst 
that has allowed these changes to occur 
is the technology that lets us reach 
virtually every corner of the globe.

The last 24 months has created multiple 
new bakers – bakers of their own ideas 
of growth, life, and desire. Those bakers 
needed a recipe for change and that’s 
where you come in. Serve them hearty 
courses full of inspiration and change. 

1 Wrap your promise 

and transformation 

around your best 

self. Nobody has the same 

experiences, perspectives, 

passions, or knowledge  

as you do. Use your expe-

riences as a foundation to 

build life-changing courses 

and services. Focus on the 

areas you are strong in,  

and work on the transfor-

mation and pilot before the 

settling on the promise.

2Painting your ideal 

avatar and what  

they are feeling is  

far more important than  

the right marketing hooks.  

Titles have a habit of  

forcing you into a box 

where you are trying to 

figure out the product for 

the title instead of getting 

the product right first. 

3Be like Jello! If you’re 

new, be open to 

changes to both your 

target audience and the 

transformation that you 

are trying to create based 

on feedback! One of my 

students started a course  

on increasing creativity and 

later found abundance in 

what her target market 

actually wanted: flower 

essences.

4Follow your heart 

and have fun with 

this! There are 

people out there who need 

your genius and if you were 

to ever bring a heart-cen-

tered product to life – this is 

that time!

TIPS FOR COACHES who are new and need to find their message

The pandemic has allowed for coaches to create brand new products that have never been seen. 
Here are some tips on how newer coaches can start, and how existing coaches can reinvent themselves.
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There is a great song from the play/film Chicago 
called “Razzle Dazzle ’em.” It speaks to a way 
of getting your point across; making an impact; 
standing out from the crowd. From a marketing 

point of view, this may be what we have been told or learned as 
coaches that works to get the attention of potential clients. A 
way of explaining your impact as a coach. The approach may 
vary from having a “shtick” – a special color that brands you or 
a certain “fun” program that promises to wake your client up 
and make them change in 30 days or less.

Why razzmatazz just won’t cut it anymore
 

By Irene Anderson, CTACC

It may be free webinars, programs or workbooks that try to 
deliver on a promise. A promise to deliver results or to drive 
change. Razzmatazz just does not work anymore. In fact, I 
would argue, it never did. You know the coaches I mean, who 
draw big crowds and are almost evangelical in their delivery. 
Do doubt they are great at the Razzle Dazzle – but what proven 
results do they get? Do you walk away with something practical 
you can apply right now? That’s what clients want.

We are in a brand-new reality – the workplace and work as 
we knew it has changed, and changed significantly, not just be-
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cause we are living through a global pandemic, but because we 
also have two distinct and different generations who dominate 
the world of work. They are Boomers and Millennials, and they 
speak different languages. With that, the world of coaching has 
changed or needs to change to keep up with these new realities. 

How has the workplace changed? Does your approach to 
coaching need to change with it? You bet! Let’s be clear on one 
thing: people have not changed but our circumstances have, 
and those changes will impact behaviors. Some questions to ask 
yourself as you move forward into this new reality:

IS FACE-TO-FACE COACHING  
A THING OF THE PAST? 
Some will say yes, but the method is different. We have tools 
such as Zoom and others that make connection easier. But is 
it? Distance learning has always been with us – you never saw 
your teacher, you were sent a textbook and workbooks, had a 
check-in once in a while and completed an exam at the end, all 
completely faceless. Is that where we are headed? Let’s hope not. 

Perhaps a hybrid version of several techniques is now in 
order. There are new rules for these new tools, not yet com-
pletely “hammered out.” Is seeing your instructor/coach/con-
sultant/participant important? For some, not seeing a face is a 
deal-breaker. As coaches, we need to be mindful of what our cli-
ents want in their experience with us in the new reality. Has this 
impacted your way of doing business or did nothing change? If 
nothing changed and you lost business as a result – some new 
and imaginative solutions may be in order.

How do I re-invent what I do and how do I get my message 
across to get new clients? 

Personally, I had to take a hard look at my website to 
understand what expectations the client was looking to me 
to deliver. Currently, my site shows pictures of people in live 
workshops having a great time, sitting together, working 
side by side learning. Wow! 

That does not reflect the current reality at all. Time for a 
change. People come to me expecting a FUN and interactive 
experience, which if we were face to face, I can deliver on no 
problem and still teach/coach some valuable communication 
skills. This is challenging to do in an online experience; not 
impossible, but not the same. 

In all cases now, I tell clients who are booking workshops 
that I am not an entertainer; I am a coach facilitator. It 
pays off to set client expectations before you commit to the 
project and before you sign the contract. As I contemplate 
re-inventing what I deliver on, I am dealing with a clientele 
who are working in challenging times – money is tight and 
getting to the crux of the issue is critical.

Your website and marketing plan must fit this new reality.

DUMP WHAT IS NOT WORKING! 
There is little sense in creating in-person content/courses/
coaching. That reflects the ‘old’ way of doing and being. We 
are now working with people who are mostly working from 
home, hybrid working (sometimes going into the work-

place) and people who have dumped the traditional work 
experience to either be solopreneurs, consultants or just 
plain quit because of burnout. 

In some cases, we are working with folks who are dealing 
with major mental health issues as a result of isolation and lack 
of human connection. Re-invention is knowing what works 
for you as a coach, what you are comfortable with – and what 
your clients are looking for in areas of growth.

WHAT DO PEOPLE NEED? 
Do we need to re-invent ourselves as coaches? Does the face of 
coaching have to change? I started off by saying Razzmatazz 
no longer works – rah rah is out and insightful listening and 
understanding are definitely in. They always should have been. 

Leaders out there are looking for ways to help them under-
stand how to deal with staff in this new reality. In many cases 
they are dealing with scattered staff who have never met each 
other, never worked together, and may be learning a new job. 
How do they engage a team that is so disjointed? How do 
they deal with employees who are working from home and 
have issues at home? How do they deliver on results that have 
not changed in a completely changed landscape? I’m not sure 
where I got this quote, but it resonated: “You cannot build a 
solid foundation on old bricks.”

Here are some of the areas we need to work on with our 
clients: 
1. How to leverage connections and build rapport in a virtual 

world – or simply how to keep and nurture connections in 
our new reality.

2. How to create new communities or ‘tribes’ in the new 
workplace. This is where type and temperament programs 
can help first for people to understand themselves and 
understand others. That way they have a new language to 
work with in a new workplace.

3. How to understand the different ways of communication 
and not to assume intentions.

4. How to get people to work together toward a common goal.

5. How to minimize fear that being coached is a sign of weak-
ness or something that can be used against you. BUILD 
TRUST! 

When I mentioned earlier that people have not changed – in 
one way, they have. Employees now have more power to decide 
where, how and when they work. They have learned to stand 
up for themselves, and as coaches we need to help them keep 
and grow this newfound power in a positive way. We are all 
navigating uncharted territory – be a trail blazer. 
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In all cases now, I tell clients who  

are booking workshops that I am not an 

entertainer; I am a coach facilitator. 
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There are thousands of social 
enterprises, nonprofit and 
nongovernmental organiza-
tions (NGOs) in the world. 

They represent a multi-billion-dollar 
sector, responding to some of the 
world’s most difficult human challeng-
es. Common among them are highly 
creative, dedicated leaders at all levels, 
who typically have limited access to 
high-impact professional development 
opportunities in the form of a profes-
sional coach. This kind of professional 
support is the smallest budget item for 

A global coaching partnership delivers  
remarkable difference

By Denice R. Hinden, PhD, MCC & Kathryn Bean, CHRL, ACC

social sector organizations and often the 
first to be cut. 

So, what do you get when you 
combine a dynamic network of 
change-makers with a global network 
of enthusiastic, generous coaches, who 
are willing to volunteer their time? You 
get the emerging story of EthicalCoach 
and its multi-year partnership with the 
WILD Network. 

This is the impact story of their 
collective commitment – to co-create a 
repeatable, scalable, systematic ap-
proach for measuring the return on the 

CO-CREATION remarkable difference they are making 
for women at all stages of their careers 
in the global development sector.

MISSION ALIGNMENT 
The partnership of these two transfor-
mative entities launched with Cohort 
#1 in May 2020 with 30 clients, and 
Cohort #2 in November 2020 with 35 
clients, bringing together a global team 
of 37 coaches. 

The program was designed to last 
six to seven months. It included an 
initial meeting to identify key issues 
and establish coaching guidelines and 
focus. This would include six months of 
individual coaching approximately twice 
per month; ending with a final wrap-up 
session to summarize accomplishments 
and agree on future growth strategies. 

Clients came from 43 different global 
development organizations, ranging in 
size and location, across 22 countries.
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A STEP-BY-STEP LOOK ON HOW ROI WAS
CALCULATED ON THIS INITIATIVE

MEASURING ROI

Including an estimated hourly rate for the coaches

that contributed their time:

 

$325,710.36 - $30,057.38

$30,057.38

 

ROI increases �o 773%

 

ROI=

RETURN ON INVESTMENT

Including an estimated hourly rate for the coaches that

contributed their time:

 

$325,710.36 - $109,546.13

$109,546.13

 

leader performance improved 197%, 

based on the indicators we measured

 

Current Value of Investment - Cost of Investment

Cost of Investment

ROI= 

ROI=

the result as a percentage or ratio. 
In the EthicalCoach/WILD Network 

partnership, a values-aligned approach 
was developed to calculate return on 
investment for the pro-bono leadership 
coaching program. The focus was on 
measurable change in leader behavior 
and expected a positive result. 

Three individual indicators were 
measured for reducing burnout: 

➤ Emotional Regulation: leaders’ 
feelings about the challenges they 
experience.

➤ Energy: leaders’ positive outlook and 
optimistic mindset.

➤ Influence: leaders’ belief that they 
can attract needed resources and desired 
opportunities.

Before and after they participated 
in the coaching engagement, leaders’ 
feelings were surveyed on a scale from 
1-5 about their relationship to these 
measures. After the coaching engage-
ment, every one point of behavior 
change was equated to two hours used 
more effectively. Then, the number of 
hours were multiplied by the hourly 
wage of the leader. 

The initial ROI for the first two cohorts 
was 197 percent. When measuring 
the overall cost of the initiative, factors 
included estimated coaching fees, the time 
investment for clients and coaches, and 
the program administration cost. When 
the cost of coaching was removed because 
coaches contributed their time pro-bono, 
the ROI increased to 773 percent. 

FOUNDATION FOR SUCCESS
The foundation for successful pro-bono 
coaching engagements:

1Co-creating with EthicalCoach 
coaches and WILD Network 
leadership 

EthicalCoach trusts that a core of simi-
larly credentialed coaches has sufficient 
capacity to deliver the coaching required 
for impact. EthicalCoach gives coaches 
the freedom to bring their distinctive 
talents to the table and support each 
unique client’s success. It also pays at-
tention to the coach volunteers’ unique 
skill sets and interests to fill emerging 
gaps in the strategy. 

When EthicalCoach has a question, 
it goes to its volunteers to seek perspec-
tives on possible answers. The diversity 
of perspectives leads to decisions that 
people feel comfortable getting behind.

For example, EthicalCoach found a 
volunteer coach with an extensive back-
ground in nonprofit management and 

MEASURING ROI 
Return on Investment (ROI) is the 
for-profit sector’s best way of measuring 
the efficiency of an investment. Sim-
ply put, ROI reveals how much value 
(quantified in dollars) came back from 
an investment made. To calculate it, 
subtract the cost from the benefit. The 
result is the net benefit. Next, divide the 
net benefit by the cost. Then, express 
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measuring return on investment and 
several volunteers with similar interests.

After co-creating with the WILD 
Network and feedback from the first 
WILD Network Cohort, EthicalCoach 
experimented with a live coaching 
demonstration during the program 
orientation for the second cohort. 

In this way, participating leaders 
would observe a mini-coaching session 
and talk with the coaches about the 
experience to answer questions and 
reinforce their learning. 

The aim was to remove the mystery 
of coaching, support confidentiality in a 
coaching relationship, and differentiate 
coaching from other professional devel-
opment strategies.

2Developing a distinct  
approach with each partner 
EthicalCoach has a discovery and 

design period for each WILD Network 
cohort. There have been four. This time 
is used to look back on learnings from 
previous cohorts, decide which area of 
leader impact to measure, and what 
custom approaches would support the 
next cohort. 

This kind of co-creation supports ag-
ile structures that keep the partnership 
learning and evolving.

3Selecting partners  
thoughtfully
EthicalCoach focuses on allianc-

es, coalitions, or single organizations, 
with a global mission addressing the  
17 UN Sustainable Development Goals 
of the 2030 Agenda. 

It also looks for organizations with 
a large enough professional staff or 
volunteers to form cohorts with at least 
20 clients committed to professional 
development, who can engage virtually.

4Identifying ROI indicators 
strategically 
While there are many ways to 

measure a change in leadership behav-
ior, creating an effective ROI meth-
odology requires being clear about 
the behavior change that coaching is 
influencing. 

After the first two WILD Network 
cohorts measured leader burnout, Eth-
icalCoach shifted to measuring leader-
ship effectiveness and taking leadership 
skills to the next level, with the follow-
ing three indicators:

➤ Confidence: having a learner’s 
mindset – the self-awareness, presence, 
and emotional safety to challenge 
assumptions, make decisions, and estab-
lish new norms and behaviors.

➤ Conflict Ventilation: cultivating 
genuine curiosity, building skillfulness 
for engaging in difficult conversations – 
including delivering feedback and devel-
oping effectiveness in communication.

➤ Contribution: being intrinsically 
motivated; having a tangible impact, 
and developing legacy objectives.

STRATEGIES FOR MEASURING 
COACHING ROI 
The consensus among coaches that 
emerged from the cohorts for measuring 
impact in their coaching practice:

➤ Find a partner to co-create a mea-
surement pilot. It’s more enjoyable  
for people to work together.

➤ Think about your aspirations for 
the remarkable difference you want to 

make. What could be measurable indi-
cators of that difference?

➤ Think creatively about how you 
monetize those indicators (i.e., hours of 
work and salaries, measurable behavioral 
change, job retention and promotion, 
attracting new funding, etc.).

➤ Design ways to gather the essential 
information from clients in the fewest 
number of questions.

➤ Do it, learn, share your results, and 
repeat the process. 

There is value for coaches in docu-
menting coaching engagement results 
beyond a client’s anecdotal reflections. It 
builds credibility. It strengthens coach-
ing practice. It bolsters clients’ confi-
dence in understanding the remarkable 
growth they experience. There is much 
room for creativity with ROI methodol-
ogy for measuring coaching impact.

Working with partners is an exciting 
way to nurture new ideas. It’s a new 
model in the global development sector, 
but there is one very encouraging sign: 
we did it, and it worked. 

 
RESOURCES:
Ethicalcoach.org 
thewildnetwork.org

ethicalcoach.org/WILD-cohort-1

The WILD Network 
Cohort timeline

Bringing together a global team of 70 coaches to coach 140 clients from 83 different
global development organizations, ranging in size and location, across 36 countries

AND GROWING
 

Cohort #1 Cohort #3Cohort #2 Cohort #4

30 clients
21 coaches

24 organizations
10 countries

 

35 clients
26 coaches

23 organizations
15 countries

 

55 clients
 37 coaches

44 organizations
20+ countries

 

20 clients
19 coaches

 14 organizations
3 countries

May 2020 Oct 2020 May 2021 Nov 2021

https://www.thewildnetwork.org/
https://ethicalcoach.org/WILD-cohort-1/
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science of coaching

THE 
HIGHER 
BRAIN 
Using neuroscience to inform 
coaching skills and practice

By Paula Prentis, BCC, LMSW

In our first coaching session, Steph 
told me succinctly that her goal was 
to figure out how to get her career 
back on track now that her children 

were in high school. With an MBA and 
a previous career in the corporate world, 
Steph felt motivated, and believed that 
I represented the coaching and account-
ability necessary to reach that goal. 

Remember the lesson from coaching 
school that the story clients bring to the 
initial session is not the real story? I was 
mildly curious about Steph’s real story, 
so I became the poster-coach for “open, 
curious, flexible and client-centered.” 

As a coach with 25 years’ experience 
in mental health, particularly in working 
with trauma and anxiety, I am open to 
exploring stuck points born from past ex-
periences before moving on to strengths-
based and vision-focused self-explora-
tions and possibilities. However, Steph 
was stuck, and it was our job to uncover 
what was keeping her there.

One tool to unstick the stuck is a basic 
understanding of neuroscience. Have 

you ever wondered where and how your 
clients are living in their brains? Or why 
that would matter?

Steph is a good example of the 
dichotomy that exists within our brains 
and often goes unaddressed. She had an 
MBA degree, corporate experience and 
motivation. She knew her goal and was 
eager to create a plan. She was coming 
at me from higher areas of her brain that 
reflect executive functions. 

The disconnect was that while she 
seemed like she was functioning high in 
her brain, her physical responses during 
coaching sessions suggested a hidden 
contradiction. I reflected this to her, and 
she hesitated enough for me to realize we 
were on to something.

A sticky note affixed to my screen 
reminds me of the various reasons why 
people find themselves stuck (fear, 
self-doubt, distraction, etc.). I chose to 
begin with fear and asked, “What is the 
fear if you were to become successful?” 

Fear struck a nerve with Steph. Lit-
erally. She moved out of her prefrontal 

cortex of executive functions and down 
into her survival functions faster than a 
teen sends a text. 

When we see fear on another person’s 
face, our own empathy system fires, 
sparking potential connection. (Not all of 
us take advantage of this pro-social neural 
feature, but coaches are pretty darn good 
at it.) The experience of fear brings us low 
in our brains because feeling threatened 
initiates the necessary chemicals and 
responses that keep us alive. When we are 
operating from this “low brain,” climbing 
back up through our social self, stopping 
at self-awareness and moving further still 
into the gold mine of emotion regulation, 
decision-making, impulse control and so 
forth is far more challenging. 

Steph felt fear. Fear that her daughter, 
who was cutting, would commit suicide. 
Fear that her other daughter, who was 
anorexic, would starve to death. Fear that 
it was all her fault. Fear that her husband 
would blame her and leave her. Fear of 
utter failure as a mother and wife. Fear 
of rejection, abandonment, loss. (None 
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of this family history had been shared 
despite the detailed intake process during 
our consult and first session.)

This fear seeded self-doubt. Self-doubt 
was hiding the previously ignored shame 
that began to percolate to the surface so 
hauntingly that the mere taste of it sent 
Steph running for a lifeline. Distraction 
came to the rescue in the form of finding 
a job. Finding a job required a coach. 
Full circle.

While Steph presented as coming from 
her prefrontal cortex, a solid alliance and 
a few powerful questions later and we 
were deep in her brain stem and amygda-
la. She needed to climb her way back up 
in a way that did not bury the shame, fear 
or self-doubt. In fact, we used higher areas 
of her brain to not only help heal the pain 
but to also teach her how to use her mind, 
brain and body to continue to do so.

I share with you a simplified three-step 
process for helping clients discover where 
and how they are living in their brains 
and what to do about it. 

STEP 1:  

Discover Where the Client is Living 
Neurologically
Our successes in school and in life hinge 
on where and how we live in our brains. 
Many clients are high functioning (or 
else you’d be referring them to a thera-
pist) and can point to what they want 
out of coaching, and you spend a great 
deal of time working from the prefrontal 
cortex (PFC). High fives all around. 

Steph represented a “pretend PFC.” 
She was great at coming across as 
though she was living high in her brain, 
but the true story was found lower 
down where she did not want to ven-
ture. The goal is to help clients to live, 
authentically, from a higher place and to 
ultimately know how to pull themselves 
up their brains on their own, when 
necessary. To accomplish this, we next 
needed to uncover what kept her low.

STEP 2:  

Uncover what is keeping the client 
living lower in their brain

Steph had not made the conscious con-
nection that her goal of finding a job was 
a distraction. Distraction can feel like 
a solution in a brain craving an escape 
from the dungeons of despair. She spent 
months trying to claw past the pain and 
onto a plan. Keeping her children alive 
was not swept to the side, she simply 
didn’t know how to do it, and every day 
they reminded her of her biggest fear.

Distraction was a part of her that 
jumped to the “rescue” when she feared 
the shame and guilt of her circumstanc-
es. Simply naming these parts of her 
that were being rescued was freeing. 
This technique is informed by Internal 
Family Systems (IFS) Theory, developed 
by Richard Schwartz. The power lies in 
its simplicity – having clients separate 
their “Self ” from the part (in this case 
“distraction”) that is protecting the 
deeper pain becomes a catalyst in their 
ability to heal themselves. (The bulk of 
IFS is far more complex.)

Steph recognized her tendency to 
head for distraction instead of man-
aging what needed attention. She 
courageously and calmly adopted 
the language and mindset to begin 
strengthening her Self to uncover the 
deeper wounds.

STEP 3: 
Move the Client Up in the Brain
Here are a few ways your clients can 
begin to climb their neurological ladders.

 Make sure they are physically  

 safe. This is always first on the  
 neurological triage list: remove  
yourself from the physical harm first. 

 Tap into social networks by   

 reaching out to a loved one.  

 This releases feel-good chemi-
cals that support the necessary transpor-
tation higher up still. 

 Teach them about their  

 autonomic nervous system. 

 When we are in a survival 
state, our physiology changes. We 
release chemicals like cortisol and 

adrenaline to enable fight or flight. Our 
mind is busy seeking an explanation for 
our physiological state. 
 Women take longer to move out of a 
heightened state. Although we are aware 
that our friend or boss has apologized 
and taken full responsibility for the 
misdeed du jour, our minds still request 
an explanation for the physiological 
state we’re in. So, we just make stuff up. 
Therefore, women experience arguments 
differently than men (we hold on to the 
emotion longer). An awareness of the 
time needed to return to homeostasis 
validates female clients. 

 Fight fire with fire. This has  
 twocomponents. First, if your  
 client is stuck low and can 
feel her emotions in her body, use the 
body to calm the body. Breathe. Look 
into the distance. Get into nature and 
move the body. These things calm the 
autonomic nervous system shifting us 
from sympathetic arousal to parasym-
pathetic rescue.

Second, if our minds are the culprit, 
hard at work thinking our way into a 
stressful state, then we use our minds 
to calm our minds – in other words, we 
fight fire with fire. For example, if you 
worry, make a plan. Both worry and 
planning involve the prefrontal cortex.

Finally, help your clients feel sen-
sations from inside their bodies. This 
is called interoception and it involves 
a part of your brain called the insula. 
Feeling our bodily sensations helps 
connect the mind/brain/body synergy. 
People who have experienced trauma 
are often cut off from their bodies. 
Healing begins with interoception.

The brain is vast and complex, and  
as coaches we don’t need a degree in 
neuropsychology. However, recognizing 
where and how a client is (truly) living 
in the brain, exploring the underlying 
reasons for them feeling stuck there,  
and offering some techniques for  
moving them out of the lower areas  
and up into the areas where coaching has 
its greatest impact, will serve them – and 
you – well. 
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industry news

Evolve 2021
ICF Toronto Conference

T
he premier annual event 

for Canadian coaches, ICF 

Toronto’s conference was a 

huge success. Evolve 2021 

brought together coaches virtually in 

mid-November to learn and network. 

With a tagline of “Coaching Moves 

the World,” the conference deepened 

participants’ learning of Eco Coaching; 

Equity, Diversity and Inclusion in Coach-

ing; Presence and Mindset; and Business 

Excellence. 

Through the conference platform, 

Remo, participants could choose to 

participate in different rooms, complete 

with a cute little knock on the door 

when a participant entered a breakout 

room. The platform showed which 

participants were in a particular room, 

facilitating networking.

Participants appreciated connecting 

with friends and new colleagues and 

learning with them, visiting the trade 

show, and joining in lively discussions 

about speaker content and application 

in the Evolve Cafés. There was even mu-

sical bingo with a DJ and dancing from 

the comfort of your own home. 

Marilee Adams opened with a re-

minder to change our questions to get 

off the judger path and on the learner 

path. Throughout the week the learner 

on to Rich Litvin sharing his proven 

approach for growing a prosperous 

coaching practice. 

Back by popular demand, another 

ICF Toronto member, Dr. Carlos Davi-

dovich, helped enhance understanding 

of Unconscious Bias. Wendy Woods led 

us through a beautiful meditation and 

there were some valuable takeaways 

from Jennifer Britton. Former ICF Toronto 

board member Michael Bungay Stanier 

supported participants in creating thrill-

ing, important and daunting goals. 

Jane Graydon, President ICF Toronto, 

opened and closed the conference. She 

challenged participants to evolve to in-

crease the impact of coaching as a source 

of positive and desperately needed 

change in our world. 

Thanks to conference chair Robin 

Mahadeva and the entire conference 

team. ICF Toronto is grateful to the title 

sponsor Ivey Academy; Silver sponsors 

Odgers Berndtson and Potentials Real-

ized; and Bronze Sponsors Adler School 

of Professional Coaching, Emotional 

Intelligence Training Company, Business 

Coaching Advantage, Essential Impact, 

Tilt 365 and Supporters Gestalt Coach-

ing and choice Magazine. 

mindset was evident among conference 

participants. The learning map is one 

of those “oldies but goodies” that help 

clients stay out of the swamp. 

Coming off the heels of the Glasgow 

Climate Change Conference, par-

ticipants were challenged to bring 

eco-awareness into their coaching. 

Josie McLean busted myths about 

climate conscious coaching. If not us, 

then who? If not now, then when? 

Participants expanded learning of the 

neuroscience behind coaching, with rich 

learning on presence and mindset. Ann 

Betz shared four ways to supplement 

your and your clients’ brain in her pre-

sentation, “Your Brain is not Enough.” 

Dr. Irena O’Brien deepened participants’ 

understanding of how neuroplasticity cre-

ates brain flexibility for coaching clients. 

In support of ICF Toronto’s commit-

ment to Equity, Diversity and Inclusion, 

there was a focus on learning intercul-

tural coaching with Dr. Akasha, who 

helped participants “listen to see.” Ar-

awana Hayashi led participants through 

Social Presencing Theater, an interactive 

workshop of embodiment. Nobantu 

Mpotulo shared a powerful mantra of 

UBUNTU coaching and a delicious explo-

ration of the senses. 

ICF Toronto members took center 

stage with Dr. Shahab Anari authentical-

ly sharing his story of building success as 

a new immigrant to Canada and helped 

participants see what is possible with 

concrete coaching business building 

suggestions. Shahab was a great follow 

SAVE THESE DATES
JUNE 29 - JULY 2, 2022 
10th European Conference on 
Positive Psychology (ECPP)
ecpp2020.com/registration

Michael Bungay Stanier led an out-
standing workshop on setting “worthy 
goals” that coaches can also introduce 
to their clients.

ecpp2020.com/registration
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T wo years ago, I had a won-

derful plan for building my 

coaching business in 2020. 

For some strange reason, 

that all got messed up!

I’m blessed that my coaching can in-

stantly switch over to Zoom. In fact, I’ve 

been using that for all my remote clients 

for many years now. But my marketing 

strategy got totally derailed. Since my 

approach is heavily based on building 

one-on-one relationships, most of my 

networking instantly disappeared. Some 

groups fell apart while others stagnated 

or were forced to redesign.

Since I have a tech background and 

have lots of experience with Zoom, I got 

pulled into producing Zoom events for 

various organizations. It turns out that 

can pay pretty well, so I ended up get-

ting some significant revenue for that in 

2020. Some of it continued into 2021.

THE COACH APPROACH 
Why it’s even more of an asset today 

   
By Carl Dierschow, PCC, CCOC, CLC, CSFBC

Along the way, I discovered some-

thing fascinating. It turns out that cli-

ents are drawn to my production work 

because I take a coaching approach 

to it. I focus on their deeper goals and 

I’ve also been told that my coach-

like optimism is a real asset. It helps my 

clients to approach their event calmly, 

knowing that somehow the tech magic 

will happen behind the scenes and all 

their participants will get a lot out of it.

But the lesson here isn’t really about 

Zoom, or even about pivoting my busi-

ness in response to the pandemic.

It’s about how I’ve learned to bring 

the coaching mindset to everything I do. 

Looking back on my life, I see many ex-

amples of how that thinking has served 

me well as facilitator, leader, volunteer, 

and parent.

As I look to the future, it appears that 

we all need to strengthen our skills in 

being flexible and adapting. Key forces 

might be health care, climate change 

and industry upheaval – or other new 

influences we haven’t yet seen. But it 

doesn’t seem like things will become 

stable anytime soon.

It turns out that coaches are well 

suited to navigate this space. We’re all 

about balancing the power of a vision 

with the reality of the present. We look 

for resources and capabilities, building 

on strengths and synergies.

I have no idea if the future belongs to 

coaches. What matters is that we help 

bring the coaching skills and mindset 

to more people in our society: leaders, 

collaborators, and problem-solvers.

It doesn’t mean that we coaches 

know any more about solutions or what 

our future will look like. Most of the 

time we’re probably as lost and con-

fused as anyone else.

What makes the difference is our 

optimism and confidence that we can, 

together, build a better future. We 

believe that problems can be solved. We 

believe that people are fully capable of 

achieving ambitious goals. We believe 

that every person is to be included and 

respected.

Those beliefs seem to be in short sup-

ply sometimes. That’s why coaches and 

coaching skills are so vital to the future 

of our world! 

final say

 It turns out that 
coaches are well suited 
to navigate this space. 
We’re all about bal-
ancing the power of a 
vision with the reality 
of the present.

help them design an event which truly 

achieves that. Sure, I may need to cajole 

Zoom into working properly, but many 

people can do that.
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