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Preface

This book is written for currently practicing professional life
coaches and for people who intend to enter this profession. Of
course, this book alone is not sufficient preparation to become a
life coach. Life Coaching is a comprehensive manual for assisting
someone who is already trained as a helping professional (such
as a counselor, social worker, minister) to begin a career as a
life coach.

There has been a flood of news articles and books written about life
coaching in the last few years. And there are a variety of places
where life coaches can receive training. As with many new profes-
sions, there is little agreement about what life coaching really is. In
this book, I do not intend to review the ideas of others or to reach a
consensus regarding the nature of this profession. Instead, I present
a model of what I believe works in assisting people to create the life
of their dreams.

This model is based on work that I have done over the last 25 years
with college students, college faculty and administrators, and pro-
fessionals involved mostly in non-profit organizations. This model
is described in detail in my other books and is particularly well pre-
sented in the book Falling Awake. Falling Awake and the accompany-
ing workshops, video and audio programs, and website are com-
panion materials for Life Coaching. Clients of the coaches who use
our style of coaching can also use this material. Falling Awake is like
a textbook and is designed for use by clients who are receiving life
coaching,.

My definition of life coaching differs from the way that many peo-
ple understand this term. I almost wish I had a different word for
this way of being with people, since I often hear the word coaching
used in a way that I would never use it. Many people think they are
coaching when they say: “Let me give you some advice,” “I can
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Chapter One
The Power and Possibility of

Life Coaching

Discovering passion, unlocking brilliance

The purpose of this book is to describe a specific type of life coach-
ing called, “Life Coaching from Falling Awake.” In general,
life coaching is a process whereby the coach assists the client to
improve the quality of his or her life. Of course, this is a purpose
similar to what people receive through counseling, consulting,
teaching, ministry, and friendship. The difference is that life coach-
ing provides this partnership without any agenda other than the
client’s. This career is relatively new.

In 1996, I set a goal that by the year 2006 there would be 10,000 prac-
ticing life coaches. At the time, I thought that was doable but
unlikely. Now, it looks like a reality. I also had a goal that by 2001
many people would want life coaching as much as they want a
house. I've met a few people for whom that is also a reality. For me,
having this kind of a partner—someone who is totally committed
to helping me achieve what I want in all areas of my life—makes
a huge difference. If necessary, I'd give up my house, rent an
apartment, or even live in a tent so that I could hire a life coach.

Life coaches assist people to discover what a great life they already
have, what they want in every area of their lives for the rest of their
lives, and ways to unlock their own brilliance to achieve their
dreams. To do that, life coaches usually meet with clients many
hours a month over several years, assisting them to achieve the life
of their dreams by discovering their passions and uncovering their
genius.

By meeting with a life coach, people can create and achieve goals
in every area of life. This happens through frequent contact with a







The Power and Possibility of Life Coaching
Life coaches trade in miracles

It is miraculous to me what people can create when given the
opportunity to solve their own problems without advice—when
given the possibility and support to create the life of their choosing.

Life coaching is an amazing career. I don’t see any profession that
does more for people. For over 25 years, I've coached people and
I've received life coaching. From the conversations I've had with
my coaches, I've dramatically shifted my daily activities. I've
changed how much I delegate, how much I work, how much I
spend, how I take care of my health, how I relate to my wife, how
much pleasure I experience, how I contribute to people, and much
more.

I believe that anyone who receives life coaching can experience this
same level of transformation. People can have a wonderful life
almost instantly no matter what their circumstances—no matter the
state of their health or their finances, their home or their relation-
ships. With a life coach, they can overcome almost any obstacle to a
wonderful life. Clients can leave a life coaching session with dozens
of viable options for getting past obstacles—including many
options that are wildly creative.

Life coaches are unbiased partners who support their clients’
agendas and keep bringing them back to a conversation of 1) cele-
bration, 2) dreams (what they passionately desire), and 3) actions
(ways they can fulfill their desires). You and I can be life coaches—
people with the rare and precious job of keeping that conversation
alive.

As much as anything else you bring to a life coaching relationship,
you bring the miraculous possibility that your clients can become
totally alive. This is a way of being that people very seldom experi-
ence. Think about the number of people you meet who regularly
enjoy deep intimacy, vibrant health, full celebration, and daily
ecstasy. As a life coach, this is what you help clients create. In doing
that, you are probably giving as much as one person can give
another.







The Power and Possibility of Life Coaching

You and I have the potential to be with people in such a way that
their lives are altered forever. When we go beyond what they have
and do to who they are, clients can see themselves as creative, intel-

ligent, loving, and generous. That's really how I see my clients, and
I don’t have to make it up. I ask you to bring this attitude to every-
one you coach. And if it happens that you don’t see someone this
way, then do whatever you need to do so that you can—or get him
a different coach.

Inspired creativity

Alife coach consistently listens, speaks, and occasionally asks ques-
tions in a way that draws forth his client’s genius and creativity. For
any given problem, clients can generate a long list of great solu-
tions. Often this happens when the life coach simply brings full lis-
tening and full commitment to the interaction and just invites peo-
ple to stay in the inquiry: “Well, what could you do about this prob-
lem? Okay, now what else might you do?”

Sometimes life coaching seems like a think tank where clients are
constantly creating and inventing new options. Life coaching is
about people generating their own answers, not looking outside of
themselves for solutions. This process is not about teaching what
you already know or about clients acting as students. Instead, life
coaching is empowering people to invent something new—to think
something they’ve never thought before and to say something
they’ve never said before.

Expanded possibilities

Our clients can expand their sense of what’s possible to be, do, and
have during their lifetimes. If people who enter life coaching have a
common denominator, it’s probably a spark of realization that life
can be ten times better than it is now, even if life is currently great.

Part of my job as a coach is to bring forth possibilities that aren’t
immediately obvious to people, no matter what arena of life we're
discussing.







The Power and Possibility of Life Coaching

their terms. If a client is clear that picking weeds in her garden or
crying for an hour is the best use of our time together, then that’s

what we can do.

We give people something they probably get nowhere else—a
partner that has no agenda except theirs. What a huge and rare
contribution to bring to people!

Unconditional acceptance

Life coaches can offer unconditional love. In my experience, this
type of relationship is rare. If we provided only this, we would be
bringing enough to help people create miracles. And we can
provide much more.

Loving unconditionally means that in each interaction with a client
we are gentle, non-antagonistic, and non-confrontational—no
shame, no blame. Relating to people with an “in-your-face,” con-
frontational approach can sometimes work, but I do not recom-
mend that this take place in coaching. My goal is that life coaches
don’t “get on a client’s case”—and that clients don’t get on their
own cases. When people are made to feel “wrong,” or make them-
selves wrong, they often stop setting goals, especially big goals, and
that’s contrary to my vision of life coaching.

Some clients might ask you to “get on their case” or to “hold them
accountable” in order to help them keep a promise, change a
habit, or move forward in their life. T usually tell people that I won’t
do this. What I can do is remind them of their promises and goals
without blaming them for not doing what they have said they
would do.

Focused attention beyond sessions

Between coaching sessions, your clients can still be in your
thoughts. I tell clients that one of the benefits of having me as a life
coach is that I'll spend time every day thinking about them: “I will
hold you in my consciousness more than anyone else does, except
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The Power and Possibility of Life Coaching

My goal is to achieve balance and help clients get what they want in
all three of these domains. I want them to live effectively in the
domain of being—to make moment-to-moment choices based on

their deepest values. I also want them to be able to do most every-
thing they’ve ever dreamed of doing and to have the circumstances
of their dreams.

While keeping balance among these three domains in mind, I will
bend over backwards in assisting people to achieve the life of their
dreams in any one of these domains. As a life coach, I resist the
temptation to steer clients away from “materialistic” goals in the
domain of having and guide them toward goals that are more
doing- or being-oriented. If a client comes to me and says, “What I
want is an expensive house and a fancy car,” then I'll say, “Great, I
can help you have those things.”

Benefits to people beyond the client

In 1995, Stan Lankowitz and I completed a book titled Human Being:
A Manual for Happiness, Health, Love, and Wealth. When we con-
ceived this book, our aim was to communicate ideas in a way that
would dramatically alter the quality of each reader’s life. What's
more, we wanted Human Being to have a similar effect on people
who knew the reader—even if these people didn’t read the book.

As life coaches, we can adopt a similar goal. When our clients bring
more happiness, health, love, and wealth to themselves, they bene-
fit their coworkers, friends, and families as well as their organiza-
tions and communities. This fact reinforces the usefulness of multi-
year and even multi-decade relationships with our clients. When
we partner with people over the long-term, we help them win the
lottery of life and create value for the people and projects they love.

Freedom from suffering and self-discipline

I often meet people who subscribe to the philosophy of “no pain, no
gain.” Even though people can create value from their suffering and
self-discipline, this is not the path that I recommend to my clients. I

9







The Power and Possibility of Life Coaching

moment, [ can look to my client for direction. I could ask, “Do you
still want to talk about money issues today, as we’d planned, or is
there something else that is more important to you right now?” Or 1

could ask, “Would you like me to just listen or would you prefer
that I facilitate some problem-solving?”

Life coaches have confidence in clients

Life coaches facilitate miracles in people’s lives. This can be a
daunting and even frightening challenge if we think we have to do
this all by ourselves. But we don’t. We know that our clients are bril-
liant, loving, and generous partners in the process. We trust that our
clients can quickly and permanently create wonderful lives.

Life coaches do more than listen to people—we listen for people. We
listen for what might be dormant or hidden. We listen for evidence
of positive qualities that our clients might not have distinguished in
themselves. We listen for people’s magnificence. We listen for the
greatness in who people are becoming.

When life coaches listen for people in this way, these positive quali-
ties rise to the surface and manifest more frequently and more pow-
erfully. The way life coaches interact with clients is a contribution
that helps clients know in the depths of their souls that they are
geniuses.

Even when a client is feeling low on confidence and is self-
deprecating, a life coach can stand in contradiction to the client’s
current mood or point of view. While having empathy and com-
plete understanding, a life coach knows that a foundation of
brilliance and competence lies just beneath their client’s negative
self-esteem.

Now, I can’t prove that you, I, and our clients are all geniuses.
I don’t have your IQ scores and I don’t have your clients’ IQ
scores. But I just know in my heart that the people I interact with
are geniuses. When [ trust that of myself and of them, then what
we create during a coaching conversation rises to the level of
genius.

11







The Power and Possibility of Life Coaching

Life coaches are accountable

We are not only trusting, we are also trustworthy. We keep appoint-
ments, we keep whatever agreements we make, and we keep confi-
dences. As life coaches, when we make mistakes and do not keep
our word, we report the mistake, do what we can to repair any
damages, and assure our clients that we remain committed to
keeping our word and being accountable.

In many settings and relationships in the world, when a promise is
not kept, it’s no big deal. In these cases, keeping promises is not val-
ued very highly. Coaches set a different standard. We have different
expectations and model the power of keeping promises. Life
coaches know that when a promise is made, words float out into the
universe bearing a vision of what is to come. When actions are
aligned with those words, intentions become realities. This is a
process that clients can use to create the life of their dreams.

Life coaches are passionate about personal and
professional growth

Life coaches are passionate about ongoing personal and profes-
sional development. This is a big part of why I coach people. I want
to constantly learn, grow, and improve. I want to be more effective
both as a life coach and as a human being who enjoys high levels of
health, happiness, love, and wealth in my own life. Life coaching
keeps me in conversations about personal and professional effec-
tiveness and helps me make continual progress toward achieving
my goals.

Life coaches are neither stuck nor positioned. We are open to
change, willing to take risk, and comfortable trying on different
points of view. We are constantly looking for ways to improve.

Life coaches are not too proud to ask for and receive help. Many
coaches are so very clear about the benefits of coaching that they
have their own coaches. I certainly do. Actually, I have several
coaches, and I use them all the time.

13







The Power and Possibility of Life Coaching

Life coaches think creatively to accommodate special preferences
and unique needs of our clients. We can invent a wide variety of
options regarding times of sessions, duration of sessions, places

to meet, methods of communication, styles of feedback, menus of
topics, and just about anything else related to the structure and
dynamics of coaching our clients.

Life coaches think critically

Life coaches assist clients to apply critical thinking skills to achieve
goals. We also understand that critical thinking is just one helpful
tool, and that other tools, such as intuition and emotions, can access
powerful domains of intelligence and wisdom.

There are numerous ways that life coaches can effectively use
critical thinking. Here are just a few:

® The ability to categorize and prioritize can turn a loosely formu-
lated and random set of ideas into a thoughtful, meaningful,
strategically organized life plan.

® Assisting clients to distinguish between fact and opinion can
open up possibilities of new paradigms and interpretations that
result in happier, more fulfilling lives.

e Using critical thinking to challenge even the most cherished
convictions can lead to more freedom.

e Critical thinking skills can assist clients to untangle complex sit-
uations so that they can think more clearly about them and
develop action plans more appropriate to the various elements
of the problem or goal.

® By comparing their behaviors with their values, clients can
be less influenced by the immediate pushes, pulls, desires,
and aversions of their circumstances and make choices more
consistent with who they intend to be.

e Life coaches can help clients gain clarity about something
by gently suggesting that clients consider the possibility
that they are making some of the more common errors in think-
ing such as using double standards, stereotyping, and accepting
unsubstantiated assumptions.

15







The Power and Possibility of Life Coaching

The article immediately following “Escaping victim mud” is titled
“Speak from ‘I'.” It offers a way to use the less threatening language
in “I” messages instead of the more blaming language in “you”

messages. Listening for and discussing this distinction is another
way to empower clients.

Another example of the benefits of paying close attention to lan-
guage is that life coaches can help their clients turn complaints into
requests. For example, “We never have any fun anymore” can be
heard as “Can we plan to go for a hike or do something that’s fun
next weekend?”

Life coaches can also translate complaints they receive from their
clients into requests that lead to positive changes. “I have a problem
because I really want to talk with you next week but I'll be on a
cruise ship in the Caribbean” can be heard as “I'll be on a cruise
ship in the Caribbean next week and would you help me find a way
to talk with you?”

Life coaches coach from a blank canvas

Great life coaches come to a session with a carefully prepared
agenda and then completely release that agenda.

Before I see clients or talk to them over the telephone, I mentally
review their life and their commitments. And then I review
my notes where I have kept track of the highlights of their lives
and the topics we discussed in our last several meetings. From this,
[ create an agenda that reflects what I think the client wants
and what she might have said that she would like to do during
this meeting.

Setting this agenda prepares me to be of the most service. Then, I
throw the agenda away.

Michel Renaud, a life coach in Montreal, once asked the painter
Peter Max how he could be so productive as an artist. “The
discipline I have is to just walk into the studio and be in front
of the canvas with no agenda,” Max said. With a background in
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The Power and Possibility of Life Coaching

Life coaching as a distinct career

Many roles overlap with the role of life coaching. To some people,
a life coach looks like a paid friend. There is some overlap between
friendship and life coaching, but they are not the same. To other
people, a life coach looks like a counselor. Again, there is some
overlap, but these two professions are quite distinct.

We could compare life coaches to people in many other roles: man-
agers, supervisors, consultants, rabbis, priests, ministers, sponsors,
mentors, teachers, occupational therapists, advice columnists, and
even psychics. Knowing distinctions between these roles and life
coaching can help you do the job more effectively.

You can get most of these key distinctions by understanding how
life coaches differ from both consultants and counselors.

Life coaching is not consulting

Consultants are paid to give advice. For example, a financial con-
sultant advises people about how to handle their money, and a
health consultant—a physician—advises people about how to
improve their health.

Giving advice has a place, and it is not life coaching. As a life coach,
you can talk to people about their finances, their health, their
relationships, their career, or any other aspect of their lives—all
without giving advice. This attitude toward advice underscores the
fundamental difference between consultants and life coaches.

Consultants are paid to share their expertise in a given subject
and to recommend certain courses of action. Sometimes, in life,
that’s valuable and even essential. When I go to a mechanic, I
want some clear advice on how to keep my car running. When I
go to a physician, I want clear advice on how to keep my body
running.

When I go to a life coach, I want something different. I want some-
one who understands that I can usually generate my own solutions

19







The Power and Possibility of Life Coaching

® Therapists often build short-term relationships with patients—
perhaps a few weeks or few months. This is especially true in the
age of managed care. Life coaches build relationships that last
for years, even decades.

e Often a therapist’s job can be summarized in the phrase,
“There’s something wrong that needs fixing.” Life coaches are
more likely to say, “There’s nothing wrong here. My client has a
great life and wants it to get even better.”
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Chapter Two
Mechanics of Life

“oaching

Choosing times and ways to meet

Choose times to meet

A coaching session can last anywhere from five minutes to several
days. Ask what would forward the client’s life right now. With one
client, you might meet 10 minutes each day for three weeks to
monitor a habit change. With another, you could meet for a whole
day to create the first draft of a comprehensive life plan. And with a
third client you might meet once each week for two hours. Look to
the client as a guide, keeping in mind your own preferred work
schedule.

In general, I recommend flexibility in both the timing and length of
sessions. I've often spoken to my coach on the phone for five min-
utes and had a powerful experience. I've also received great value
from one-hour, half-day, and full-day sessions.

I also think it’s great to call clients between sessions and see how
they are doing, or to restate your commitment to hold them in your
consciousness and serve them in any way that works. In addition to
asking, “How are you?”, you might say, “I just want you to know [
am thinking about you and wanted to see how you are doing. I also
want you to know how much I care about you and how much I am
your partner. Remember that if something comes up, we can talk
before our next scheduled session.”

Choose ways to meet

You can also remain flexible about ways to meet. You can talk over
the phone or meet face-to-face. Send letters, faxes, or e-mails.
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Mechanics of Life Coaching

Have more than one life coach. I get coaching from three to five
people a month. These people know more about me than anyone
else—even more than my mother knew about me. A benefit of

having more than one life coach is that I get to experience several
different styles of coaching. This kind of diversity keeps the
coaching fresh and gives me a lot of ideas that I can bring to my
own coaching clients.

Coach in a triad. For example, Brian coaches Fred, Fred coaches
Sharon, and Sharon coaches Brian. In this format, people can
trade coaching services. No exchange of money needs to take
place. Each person receives coaching, and no one is coaching his
or her own coach. This option demonstrates that people can have
a coach without incurring any costs.

Charge for coaching by the hour. I know people who charge as
little as $5 per hour to provide this amazing service. Others
charge hourly fees ranging from $25 to $100 and more.

Meet with clients once every one or two months instead of
several times each month. Each session can last a half-day, a full
day, or several days.

Offer short-term coaching. For example, someone offered to
coach me intensely about a few issues over a period of six
months. I chose not to take advantage of the offer, but I think it
represents a format that could work for other people.

Coach mainly over the Internet. Hundreds of people now coach
clients mainly through e-mail or computer “chat” sessions where
communication takes place via the computer keyboard.

Coach a group of people. Using this format, you can meet
with almost any number of people at one time. Ask one
person to step in front of the group and talk about a goal
she wants to achieve or a problem she wants to solve. The rest
of the people in the room can observe the coaching inter-
action and look for ways to apply what they learn to their own
lives.
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Mechanics of Life Coaching

Prior to entering into a life coaching relationship, please carefully read the
following agreement and indicate your understanding by signing below:

1.

| understand that life coaching is a relationship | have with a life coach
(effectiveness coach) that is designed to facilitate the establishment of
long-range and short-range goals and the achievement of those goals.

[ understand that life coaching is designed to be a long-term (multi-year)
relationship where the life coach is assisting me to improve the quality of
my life.

| understand that life coaching is comprehensive in that it deals with almost
all areas of my life, including work, finances, education, health, relation-
ships, and entertainment. | acknowledge that deciding on how to handle
these issues and implementing my decisions remains my exclusive respon-
sibility.

I understand that life coaching is for people who are already basically suc-
cessful, well-adjusted, and emotionally healthy.

I understand that confidentiality in the life coaching relationship is limited.
Confidentiality may not apply to certain crimes that have been committed or
certain crimes that are being planned. Some crimes may need to be repor-
ted to legal authorities. It is also possible that certain topics could be re-
viewed with other life coaching professionals for training and development
purposes.

| understand that life coaching does not treat mental disorders as defined
specifically in the book titled Diagnostic and Statistical Manual of Mental
Disorders published by the American Psychiatric Association. If | have any-
thing in my past indicating that | have an unresolved and serious emotional
or physical problem, or a mental disorder, then | certify that | am not using
life coaching as a substitute for assistance from a mental health profes-
sional and/or a medical doctor.

I will not use life coaching as a substitute for counseling, psychotherapy,
psychoanalysis, mental health care, or substance abuse treatment. | realize
that this life coaching is not done by a licensed mental health professional.
I promise that if | am currently in therapy or under the care of a mental
health professional, that | have consulted with that person regarding the
advisability of my working with a life coach.

[ will not use life coaching in lieu of professional medical advice, legal coun-
sel, accounting assistance, business consultation, or spiritual guidance,
and for each of these areas | should consult the appropriate professionals.
| acknowledge that | will not use life coaching as a substitute for such pro-
fessional guidance. | further acknowledge that all decisions on dealing with
these issues lies exclusively with me.

Signature Please print name

Date Address

City State Zip
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Mechanics of Life Coaching

Survey your client’s life

One great way to start a life coaching relationship is to guide clients

through a survey of what’s working well—and not working well—
in each area of their lives. Ask people to be completely honest with
you about the current state of their relationships, their health, their
tinances, their spirituality, and more.

This activity brings to mind Step Four of Alcoholics Anonymous,
which asks for a “searching and fearless moral inventory.” The key
idea is for your client to be comprehensive and to tell the truth.

Clients can do this survey in many ways, both formal and informal.
One option is for them to fill out the survey in Human Being: A
Manual For Happiness, Health, Love, and Wealth, the book I wrote with
Stan Lankowitz. This survey guides readers to consider their lives
as a whole, celebrating what they love about their lives and reflect-
ing on what behaviors and circumstances they’d like to change. In
addition, feel free to create and use your own written survey.

You can also conduct verbal surveys with clients. While taking
notes, request information with brief questions and statements such
as, “To begin, just tell me a little about how your relationships are
going.... Okay, now describe your current state of health.... Now
let’s talk about your relationship with money.... Next, how do you
teel about your use of alcohol and other drugs?.... Okay, now tell
me about how your work’s going.... In general, what's missing in
your life? And, what do you particularly enjoy about your life?”

Doing a survey often leads logically to another wonderful activity
for a first session: goal setting. One option is to make a long list of
what clients have just been putting up with in life—for example, a
dead-end job, a lingering resentment, a troubled relationship, or a
perpetually unfinished project.

Ask clients to generate goals in each area of their personal and pro-
fessional lives. With your assistance, they can start with short-term
possibilities and then stretch out further in time, creating goals for
five, ten, and even twenty years into the future. This process is
described in detail in Creating Your Future: Five Steps to the Life of
Your Dreams.
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Mechanics of Life Coaching
Ask for complaints and celebrations

Right off the bat, you can ask clients to complain. Getting in
touch with their complaints can quickly reveal what people really
want. If people complain about their lack of energy, that probably
means they want more energy. If they complain about having
too many debts, then they probably want to get out of debt. And
if they complain about feeling lonely, that's a clue they want to
meet more people or have more intimate relationships with people
they already know. With your coaching, clients can turn each
complaint into a specific goal with action plans—plans for in-
creasing their energy level, reducing debt, making friends, and
much more.

Also ask for celebrations. Your client might say, “I just apprec-
iate how well I'm getting along with my wife right now.” In
response, you can take a few minutes to celebrate how well this
part of the client’s life is working. Then suggest to him that
he might invent a plan for maintaining this wonderful relation-
ship.

Listen a lot and go longer

I recommend that in every coaching session—particularly the
first one—you listen, listen, and then listen some more. Often you
don’t need to prepare a full agenda for this initial meeting since
many clients will come pretty well prepared with an agenda of their
own.

Allow some extra time for that first session to get the most out of it.
You can set aside a half-day, full day, or even two days to get started
with a new client. This strategy offers at least two benefits: you get
to learn a lot about the client and clients get a sense that they’ve
embarked on something that’s big and life transforming,.
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Agenda items can include anything you do in the context of your
life coaching relationship—surveys, goal setting, problem-solving,
rituals, celebrations, and much more.

Remind clients that they don’t have to wait for the next session to
tackle unfinished agenda items. At any point between sessions they
can record insights, write goals, and carry out their plans. Invite
clients to take their favorite idea or intention from each session and
run with it.

Agendas work well when you hold them lightly. At times, you may
follow your written agenda to a “T.” At other times, you can serve
clients most by scrapping the agenda and following the client’s lead
in the moment. Often, what unfolds is something that’s bigger and
more important than what you’d planned.

In addition, some clients will come with a bottom-line agenda of
their own: “Okay, here’s what I want today. Please assist me with
this right now.” When that happens, you don’t have to warm up to
the coaching by asking the client for a general check-in first (“Well,
before we get started, how are you?”). Some people come in to
session with a clear idea of what they want, and they just want to
get rolling.

This is a wonderful aspect of coaching—the varying pace of it.
Clients come in with their own cadence, be it slow or fast or some-
thing in-between. This variation in the way that clients move into
the agenda creates spontaneity and aliveness in the life coaching
relationship.

Get into the “zone”

Another way to prepare for coaching sessions is to remember times
when you were particularly effective with clients. Recall in detail
the times you coached people well. Bring to mind the specific
people and circumstances that were involved. Recreating these
experiences in your mind can instantly put you in the “zone” for
coaching—feeling pumped with energy and ready to create.
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COACHING PREPARATION FORM

® What wins, celebrations, or accomplishments have occurred
since our last conversation?

e What did not get done that you intended to do?

® What challenges are you currently facing (or complaints do you
have, or what energy-drainers are currently in your life)?

e \What do you want from our coaching today?

® Once the session is completed, write down what you have
learned and what you intend to do as a result of our time
together. Complete each of the following statements one or more
times:

| learned (or relearned) that | ...

| intend (or promise) to ...
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You might find that your attention consistently drifts to certain con-
cerns: How am I doing? How do I look? Does this client like me? Does he
think I am creating value? All that is distraction from focusing on the

client’s well being.

I find that it’s almost always enough to just notice my distraction.
Then I can gently bring myself back to the client. And there’s no
need to judge myself for being distracted. Just recognizing that I've
drifted and gently refocusing my attention is sufficient.

You might find your attention drifting during longer sessions with
clients when you are doing a lot of focused listening and feel tired.
This is a great opportunity to practice bringing your attention back
to the client, moment-by-moment. When your thinking wanders
away from the client—into the past, the future, or to your own
assessment of your current state—then you're likely to feel even
more tired. The more you are fully present to what's going on with
your client, the less room there is in your mind for thoughts such as
I'm exhausted.

Ask clients to repeat themselves

When you get distracted and miss something that a client says,
you can ask clients to repeat themselves: “I'm not sure I heard
that fully. Would you say it again?” Repetition is not only good
for you, clients often gain valuable insights just by repeating
themselves.

Write a distraction card

Another option for focusing attention is to write yourself a note.
Start by grabbing a 3x5 card. On one side of the card, jot yourself a
note describing your distraction—My own relationship with my
spouse; Not enough travel; Need milk, or whatever it is. You might find
that once you write the briefest note, you're suddenly focused
again. The distraction has vanished.
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We can assist clients to value their words. And one way we can do
that is to write down those words. Then we can hand our notes over
to clients, or retype those notes and send them to clients. We can

even give clients several copies of their words so they can post
those copies in places such as a desk, a bathroom mirror, or a refrig-
erator door. In each case, when we write another person’s words,
we give those words more visibility and importance.

I've developed a habit of writing down the words that people
around me speak, giving those words back to them, and sometimes
even framing key quotations. For example, on March 3, 1997, my
coworker and friend Bill Rentz said: “I see that all there is for me to
do is celebrate life, and all the work I do can be a means to that end.
My purpose each day is to figure out how I can celebrate life even
more.” Years ago, my assistant, Robbie Murchison, said: “We can be
leery about giving ourselves to anything that takes less than a life-
time to accomplish.”

A couple of guidelines can help you get the most from this strategy.
First, write clients” words periodically, not all the time. Also,
encourage clients to take their own notes. Anything that you write
down can supplement—not replace—what they write.

Sometimes when [ talk, especially in an emotionally charged
situation, I'm not sure that I'm always making sense. I might feel a
little crazy. But if someone takes what I say and gives it back to me
in writing, then I often know what I've learned, what I want, and
what I intend to do next.

Completing sessions

Suggest assignments

One way you can assist clients to carry their insights and intentions
beyond the coaching session and into their daily lives is to suggest
assignments.
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Ask for reflection and commitment

At the end of most of my coaching sessions, I ask the client to take a

few minutes and complete the last section of the Coaching
Preparation Form mentioned earlier in this chapter. Then the client
completes one or more discovery and intention statements.

Discovery statements take the form of “I discovered that ...,” or “I
rediscovered thatI...,” or “Ilearned thatI...,” or “I relearned that I
...”. These statements assist the client to reflect on the coaching
session and gain insight into his life.

Given that coaching is more about action than insight, intention
statements are designed to get the client in touch with his commit-
ments. They take the form “I intend to...,” or “I promise to ...”.

Ending the life coaching relationship

There could come a time when a client says, “I'm just not
getting value from what we're doing.” Or you may recognize that
there’s no value being created in your coaching sessions. In
response, you can offer to change the content of the coaching, or
to change the coaching process, or both—or you could just stop
coaching the client.

Keep in mind that coaching relationships do not have to end
only when the coaching seems ineffective. I coached one of my
clients for almost two years before we stopped. This client ack-
nowledged my skills and me more than I have ever been acknow-
ledged by anyone. He also said that from his point of view
our coaching simply was complete for now, and that was fine
with me.

When ending a coaching relationship, keep in mind the following
suggestions.
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powerful feedback, this writing can highlight how much clients
have changed while working with you.

[ did this review when I completed with one of my coaches, and it
was great. After I communicated to him how much I learned
through our relationship, we both cried. I took this as both a
celebration and an acknowledgment.

Accepting acknowledgment from your client is a powerful way to
end the life coaching. If clients leave without fully acknowledging
you and knowing that you’ve received that acknowledgment, then
they could feel incomplete. They could go for months or years sens-
ing that they still owe you an expression of appreciation. It’s suffi-
cient for most people if they know that they thanked you well and
that you received that thanks.

Create a ceremony

When completing a coaching relationship, you and your client can
create value by inventing some kind of ceremony to mark the occa-
sion. You could go out for dinner, have a picnic in the park, go to a
concert, or go for a walk in the woods. You could schedule a meet-
ing where you write each other a letter while you're sitting together.
You could also give each other a poster or trophy, or climb to the top
of a hill or mountain to bury some symbol of your relationship,
meditate together, or perform some other symbolic ritual.

These kinds of rituals and celebrations, even when they’re informal,
are important for giving people a sense of closure. And when you
complete a relationship that’s as close as the one between client and
life coach, I think that closure assists everyone involved.

Begin another kind of relationship

You can turn the end of a coaching relationship into the beginning
of another kind of relationship. Even though you may stop coach-
ing a person, you could still be in contact in other roles, whether
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Chapter Three
The Coaching Continuum

The continuum—an overview

Among managers, counselors, and coaches there are distinct
schools of thought about how to empower people. Some managers
are directive. Others are “hands-off” and they just point out the
overall direction and let employees figure out the rest. Likewise,
some counselors routinely direct their conversations with clients.
Then there are counselors such as Carl Rogers who believe that peo-
ple can solve their own problems when they are listened to com-
pletely and affirmed.

This range of opinion also exists in the coaching profession. I like to
describe this range as the coaching continuum. You can use this con-
tinuum as a way to define coaching and as a tool for enrolling life
coaching clients.

The coaching continuum ranges from the least directive responses
at the top (listen fully and affirm) to the most directive technique at
the bottom (offer an option):

Listen fully and affirm

Listen fully and feed back celebrations, dreams, and action plans
Ask the client to generate a few new possibilities

Ask the client to generate many possibilities

Add to the client’s list of possibilities

Present at least 10 possibilities (some contradictory)

Present at least 3 possibilities

Teach a new technique

Offer an option

® Give advice
® Give advice by sharing or questioning
m Give the answer
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When they reveal their most intimate thoughts and feelings,
what most people want us to do is just receive what they’re re-
vealing. They don’t want our advice. They don’t want our help.

They don’t want us to fix them. They just want us to “get it.”
At these times, our opportunity is to practice the rare skill of full
listening.

Full listening and affirming begins as a technique and can grow into
an all-pervasive way of being. The following suggestions can assist
you to grow in this way.

BE QUIET

You can begin by just listening. Don’t speak beyond an “uh huh” or
a nod. Be quiet mentally as well as verbally. Avoid listening with
your answer running—thinking about how you want to respond to
what the client says. Release each moment-to-moment distraction
and simply return to the client. Notice any pull to stop listening and
any desire to start talking, then remember that coaching is often
about letting people talk and then they will get clear.

When you listen fully, there’s not much to do. Just listen, listen, and
then listen some more. Keep listening until the client seems to be
completely done speaking. At that point, you can speak just long
enough to ask, “Is there anything else you want to say about that?”
Clients will tell you when they’re done.

OPEN YOUR BODY TO RECEIVING
Full listening involves a total body response. You become soft, both
physically and mentally, and free of resistance.

If you have a strong emotional response to the client’s message and
find it difficult to listen fully, see if you can resume that bodily pos-
ture of full listening. Notice how you’re sitting and how you're
breathing. Open up your eyes and look into the client’s eyes with an
attention that is both focused and relaxed.
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judgmental voice begins to soften and turns into one that says,
“This person sounds like a jerk right now, but I know pretty soon
he’s going to be brilliant again.”

I also find it helps to practice with circumstances that trigger my
judgments. One of the techniques that I've experimented with for
twenty years is to go out in nature, seek out things that I find hard
to experience and then practice acceptance. For example, I might
study a dead animal filled with maggots lying on the side of a road.
I stay in the presence of that sight until I can move toward loving
it—that is, permit it and allow it.

I also apply this practice to people whom I find difficult to love.
Rather than avoiding them or speaking my judgments, I want to
approach them with a deep, soulful acceptance and then just keep
listening, being with them, and moving toward my commitment to
love them.

ACCEPT NON-ACCEPTANCE

Suppose that you've committed to listening fully and affirming.
Then a client walks into a session and makes a blatantly racist com-
ment such as: “I hate black people. They're just a bunch of lazy,
good-for-nothing criminals. They threaten our whole way of life.
And the only way to stop them is to avoid contact with them or just
get rid of them.”

If you're like most coaches I know, you'll immediately face the
dilemma of how to reconcile this statement with your commitment
to allow, embrace, and affirm each client.

Many people would draw the line at this point and say, “I could
never work with such a bigoted human being, let alone love that
person or listen fully to him and affirm his view of the world.”

In response, I say that we can look for ways to practice full listening
with whomever shows up in our lives—even the blatantly racist
client or others whom we find equally difficult to accept. I believe
that when people fully express and explore their racist attitudes,
they can eventually move beyond those attitudes. Racism and other
forms of non-acceptance can be a place that people pass through on
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energy for full listening. At these times, even your sincere commit-
ment to clients may not be enough to sustain your full listening.

Before this happens, you can find ways to create mental space,
renew your energy, and move back to a place where you can listen
fully and affirm. Experiment with the following suggestions:

Debrief. If you want to create a space to listen, then talk. When
you don’t feel like listening, you might find that you desperately
want to be heard. Find someone who will listen as you speak
about what you've been thinking, feeling, and doing in the last
few days or weeks. That person can be a family member, friend,
coach, or even your client. You can also debrief by writing in
your journal or leaving a voice mail message for someone who
cares about you.

Do something to clear your mind. Meditate, exercise, listen to
music, or take a walk in nature.

Make time for fun. Before a coaching session, treat yourself to a
delicious meal, a hot bath, or something else that you find
deeply enjoyable.

Recall miracles. Remember the times that coaching led to break-
throughs in clients’ lives.

Be willing to hold each client in your consciousness as a brilliant, lov-
able, and creative human being. Adopting this viewpoint can renew
your energy for listening fully.

Step into your client’s shoes for a minute. Remember how
tremendous it feels to receive the gift of deep, soulful listening.

Breathe. Do a “hit” of oxygen. Take slow, deep breaths to calm
your mind and relieve stress. Or, energize yourself with a series
of quick inhalations and exhalations. Oxygen is a great natural
drug, and you can literally get high on it.

Clarify your intention. Prior to a coaching session, take time to

write down your agenda for this session as well as your larger
vision and long-term goals for working with the client.

COMMIT TO FULL LISTENING BEFORE YOU KNOW HOW
We could apply all of the techniques described above and still not
listen fully. What I've listed so far are just strategies, but they don’t
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The idea is to summarize the essence of what you hear and check
out your summary for accuracy. This is like active listening—hold-
ing up a mirror to clients so that they can see themselves with

greater clarity. The difference between this type of active listening
and a textbook definition of active listening is that you are not
feeding back everything. Rather, you are a mirror that is only
reflecting what the client likes (celebrations), what the client wants
(dreams), and the ways the client imagines fulfilling his dreams
(actions).

At this level of the continuum, you can occasionally ask questions
to verify that you're receiving the client’s message accurately.
Asking these questions can help clients clarify their thinking.

Questions can also backfire. Whenever you ask a question, however
subtly, you are managing the conversation. With practice, you can
tell the difference between questions that clarify and questions that
take clients in a direction they haven’t chosen. Powerful coaching is
usually directed by the client. So, ask questions consciously and
with care.

Ask the client to generate a few new possibilities

As you descend one more level down the continuum, you become a
little more directive. In addition to feeding back some of what you
hear and asking a few questions, you ask your client to generate a
few new possibilities. These possibilities could include options
additional celebrations, dreams, or action plans.

At this point on the continuum, you might say:

e Tell me two or three more ways you could solve that.

What are a few things you could do to overcome obstacles to
reaching this goal?

What else is working in your life?

What else do you want?

If you were really happy about this, how would it look?

Are there other resources you can draw on to solve this problem?
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PRESENT PRACTICAL POSSIBILITIES
For years, it's been my intent whenever I write, teach, or coach peo-
ple to present specific strategies and techniques—methods and pro-

cedures that people can actually put into practice, often immedi-
ately. I have a long-standing commitment to avoid being theoretical
and to avoid rambling.

Speaking in an organized way and presenting a series of clear
points aids clients in making choices and taking action.

AVOID FAVORING CERTAIN POSSIBILITIES

I am leery of recommending one possibility to clients as better than
another. If I do this, I am then giving advice and acting as a consult-
ant. I don’t want to enroll clients in a particular way of thinking or
sell them on a certain alternative. Instead, I want to invite them to
consider a number of possibilities. If the invitation is clear, concise,
and authentic, then clients will know which ideas make sense for
them.

Present at least three possibilities

Instead of presenting 10 or more possibilities to clients, you can put
fewer ideas out on the table.

Whenever I present fewer possibilities, I do so with the knowledge
that I'm being more directive. That means that I've just moved one
more level on the coaching continuum.

The problem with giving just two or three possibilities is that many
people will think you just gave them the answer to a question, the
solution to their problem. They might say to themselves, “Now
we're getting close! My coach just gave me three ideas instead of
ten. If I can just figure out which two he’s not really recommending,
then my problem is solved.”
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An advantage of presenting an option is that it can provide the
client with something to argue against. For example, one of my
clients was complaining about his wife. So I said, “Well, maybe you
ought to just divorce her.” This brought an immediate reaction from
him and a long list of ways in which he could solve this problem
without anything nearly as drastic as divorce.

Give advice

[ do not consider the last three levels on this continuum (giving
advice, giving advice by sharing or questioning, and giving the
answer) to be a part of coaching. Before you give advice, consider
the distinction between coaching and advising. I have heard a lot of
people say they are coaching someone when they are really giving
him advice. I claim that giving advice and coaching are two entirely
different ways of being with people.

The distinction between coaching and advising does not exist in the
dictionary. From my point of view, when you give advice, you are
then consulting, not coaching.

Giving advice is common and can be useful. And, I do not intend to
give advice when I coach people. Dwelling on the non-directive lev-
els of the coaching continuum is so valuable that this is how I want
to be with people.

A basic assumption of life coaches is that when there really is a clear
answer, people will probably discover it for themselves and this
discovery is facilitated through the process of coaching. Giving
advice goes directly against this assumption. For clients, there’s a
clear difference between self-discovery and taking on someone
else’s idea, even if it's a great idea. Self-discovery reinforces the
benefits of choice, commitment, and responsibility—the kinds
of processes that are most likely to help people create the life of
their dreams. Coaching assists people to maintain an internal locus
of control. Advice, even great advice, reinforces an external locus
of control.
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e Ask clients how they feel about getting advice before you
give it.

¢ Monitor how often you give advice. Ask others to help you mon-
itor this behavior. Most behaviors tend to change in the direction
of our intention when we monitor them.

e Start a support group for people who want to stop giving advice.
Present your problem with advice to the group—and accept no
advice about how to solve it.

® Pre-answer objections to your strategy of not giving advice:
“Please don’t be insulted that I don’t offer advice. I intend this to
be a huge compliment. If I withhold my advice, you can think
more deeply and creatively and come up with answers that are
much better than mine.”

RESPOND TO REQUESTS FOR ADVICE

Suppose that you are in a life coaching interaction, perhaps with a
client that you've been meeting with for months. The client says,
“Look, I just want some advice here. I don’t know whether to stay
with my husband or leave my husband. Give me some advice.” Or,
“1 don’t know whether to buy a new house or stay in my apartment.
Can you give me some advice?” Or, “I don’t know whether to quit
my job or not. I want to know your point of view because you know
me so well.”

I've stated several times that life coaching is about following the
client’s direction and assisting clients to get what they want. That
can be tough when what they want is advice.

Even when clients make a direct request for advice, you have many
options:

® Feed back the dilemma: “So you're unclear about whether to leave
him or stay married. Is that right?” When they hear the request
for advice rephrased in this way, clients will often
continue reflecting on the problem. They might even solve the
problem then and there.
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“Another client had a similar situation and here’s what he
did...”

o “Well, you know, I would never tell you what to do, but let me
tell you what my Aunt Bertha did...”

“] would never give you advice, but let me ask you, have you
ever considered...?”

In addition to all the disadvantages of giving advice mentioned
earlier, this method of giving advice makes it harder for your client
to detect and reject the advice.

Give the answer

At the end of the continuum exists a level even less effective than
advice. At this level, you just give the “right” answer:

e “[see only one option for you, and that is...”
e “Listen up, because here’s what you need to do...”

r

e “] know only one thing to tell you, and that’s...

As I mentioned earlier, we can sometimes give advice that moves
clients to create their own options. When we give the answer, it's
hard for clients to create much of anything. At this point we’ve
descended to a level that’s the polar opposite of full listening. This
puts us well outside the realm of coaching.

Choose your place on the continuum

At a given moment, you and your clients are free to participate at
any level of the coaching continuum.
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picked the right wrench out of my toolbox, and climbed back up the
two flights of stairs. I soon discovered that I needed a different
wrench. So I went back downstairs, got the wrench I needed, and

returned to complete the work. Well, you can probably guess what
happened next. Wrong wrench again. When I went downstairs for
the third time, I just brought up the whole toolbox. And I was glad
I did.

After we assist our clients to determine what they want, our job is to
help them create multiple actions plans (MAPs) to achieve their
goals and manifest their dreams. It is risky to embark on a journey
and have only one set of directions. If we give advice, it is a lot like
giving directions to a lost traveler. “Oh, the interstate? Sure. Go
back five miles to the big red barn. Take the next right and follow
the winding road. Be sure to stay to the left. There’s a pond on the
right. Turn left on the second road after the pond and it will turn
into a paved road. At the four-way stop...” The problem with direc-
tions (or one answer) is that if something goes wrong, it is
difficult to find your way.

Instead of our clients setting out with one set of directions, we can
assist them to design MAPs. If they miss a turn, have to take a
detour, or get lost, they can check their map for another route and
get back on track.

Creating MAPs involves staying in an inquiry and pushing beyond
the first few answers. Sometimes it is after you're pretty sure that all
the good ones have been thought of that a great new idea shows up.

One way to stay in the inquiry is to offer to take turns with your
client. First, they can think of an idea and then it is your turn to
think of a new possibility.

Generating new solutions and answers is a lot like brainstorming.
The idea is to be wild and crazy and go for quantity. After clients
think of lots of possibilities, they can start to evaluate and choose
the ones that they want to keep. Then you can facilitate developing
those ideas in more detail.
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Assisting clients to discover their passion

We can learn to be with people so that, in a short time, they wake up
to what really turns them on. Then we can encourage them to fol-
low the path of their passion and trust that this will carry them to a
wonderful life.

This conversation about passion is one of the most valuable benefits
you can offer to clients. Each of the following suggestions can
help you and your clients move into that conversation with ease.

Presume passion

To begin, I assume that people are passionate about something and
that my job is to help them discover that passion, whatever it is.
have yet to meet anyone who has no passion. I have yet to meet
anyone who wants nothing. What I do find is that people often
lack the opportunity to explore new possibilities and desires. Life
coaching constantly gives people that opportunity.

One of the foundations of life coaching is seeing each client as
brilliant and then listening for their brilliance. Likewise, if you
keep listening to people with the presumption that they’'re pas-
sionate about something, they will likely find it. Once their
passion is uncovered and supported, clients’ lives can transform
magically.
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secrets and absorb those also. Then, when I hear their passions, I
can choose to feed those back: “So you want to travel more?” Or,
“50 one of the things you really want is to get along better with that
spouse of yours.” Or, “I hear you saying that you really want to
make some major changes in your health habits.”

When I respond in this way, clients usually start going into more
detail about what they want. And if we stay in that inquiry, people
can directly contact their passion. When offered in an effective way,
feedback acts like a magnet that draws people into creating their
future.

Every time a client goes beyond a general statement of their passion
and speaks a more specific goal, you can feed back that goal with
affirmation. As clients gain clarity about that they want and start
articulating it, you can build on what they say. What will come with
your listening, affirmation, and feedback is a more fully developed
goal that translates into passion.

Open up an inquiry

The following questions are a huge gift we can give our clients:
What do you want? What are you interested in? What do you do for fun?
What brings you joy? What are your plans, dreams, hopes, and wishes?
What would you like to have happen in your life next year? What would
you like next month? What would you like right now? Clients’ answers
might be about careers, relationships, kids, cars, fly-fishing, or
anything else.

By asking questions, you are directing the client’s conversation
instead of following the client’s lead. This is why you want to be
cautious and thoughtful as you ask these questions. Questions can
function like a condiment when the main course of the coaching
menu is full listening, complete affirmation, and feeding back the
client’s celebrations, desires, and action plans.

When asking questions, have them all be variations of “What do
you want?” “When do you want it?” “With whom do you want it?”
“Where do you want it?”
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The advantage of thoughtfully choosing who they want to be and
having a well-defined set of values is that clients then have a refer-
ence that allows them to align their behaviors with their chosen

ways of being and values. They can consult their values whenever
they are confused about their passion. Whether it’s a major decision
like choosing a career or a marriage, or a minor decision like what
to have for dinner or which TV show to watch, their values and
ways of being can supply guidelines to help them get in touch with
their passion and make choices.

Create scenarios

When [ assist people to create their future, I use a lot of “what if”
questions. This is a great way to uncover peoples’ passion and
create scenarios that unleash their creativity. Some examples are:

o What if you had all the money you ever wanted? Then what would
you do with your life? You can vary this question in many ways,
and I think the more specifically you set up the scenario,
the more powerful the question can be. Instead of asking,
“What if you had all the money you ever wanted?” you
could ask, “What if you had three million dollars? Thirty
thousand dollars? Three thousand more dollars? Three hundred
more dollars?” For many people, three million dollars is so much
money that they can’t relate to it. But they might get to their
passion if you ask them about thirty thousand or three thousand
dollars instead. You could also ask, “What if you lost your job
and got a severance package that included two years of your cur-
rent salary?”

e What if your family would support anything you chose to do? What
would you do then? Many people see their loved ones as obstacles
to creating a new future. When clients begin to remove that
obstacle—even if only in their imagination—they can take the lid
off their creativity.

o What if you had no family members to consider when making plans for
the future? If clients are married or have children, they can imag-
ine that they are single and childless instead. For a variation on
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Ask clients to write about their passions and dreams

When we ask people what they’re passionate about, they might go
blank and just say, “I don't know.” But if you ask them to write
down their passions, the same people can often generate dozens of
ideas.

Again, 3x5 cards work well for this purpose. Ask your client to
write down one goal per card. Give her permission to generate piles
and piles of cards—spontaneously, almost thoughtlessly. Later, she
can sort through the piles and choose ideas that she can turn into
more concrete plans.

When somebody says, “1 don’t know,” you can also say, “Well, 1
know you don’t know, but if you did know, what would you want?
Just pretend you know and write down the first thing that pops into
your head.”

Suspend judgment

Sometimes helping people discover their passion calls for coaches
to suspend judgment about the client’s initial path. Suppose a client
says that his passion is fly-fishing. My first reaction as a coach may
be to think, “Wake up and smell the roses, there’s a whole lot more
to life than that.” Instead, I could say, “Okay. So how can you get
more fly-fishing in your life? How can you live so that you wake up
every day with the excitement that you bring to fly fishing?”

I could also ask, “What is it about fly-fishing that you like?” The
client answers, “Being outside.” Now I can help him explore how
he can live a life that allows him to be outside every day. Staying in
the inquiry about fly-fishing could lead the client to a new career.

Ask for complaints

Another option is to ask about the client’s complaints and then turn
those complaints into goals. If the client complains that his life is
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able to uncover that passion again until they release all their upset
feelings about it. As a matter of fact, people probably won't dis-
charge about this unless they get some encouragement. Offering

encouragement to discharge emotion is an important service you
can provide.

Knowing your client

As you get to know more and more details about your clients’ lives,
your relationships with them will become deeper and more inti-
mate. The more you know about all of the various relationships in
their lives and the major events that have influenced them, the bet-
ter you will be able to facilitate their progress in reaching their
goals.

Even though getting to know your clients may sound like some-
thing that should be done at the beginning of the coaching relation-
ship, it can be valuable at any time. Here are two exercises to help
you get to know your clients better. With new clients, I recommend
you do these in the first few sessions. If that opportunity has
already past, you can do them whenever you think it makes sense.

Have your client draw a relationship map

The first exercise involves asking each of your clients to draw a rela-
tionship map. As they draw their map, they can describe what they
are doing and you can draw a similar map. Or when they complete
their relationship map, they can send you a copy.

Have clients start by putting their name in the middle of the page.
Then they can draw geometric shapes to represent all the different
people in their lives. Circles can represent family members, trian-
gles can represent friends, squares can represent work relation-
ships, and diamonds can represent others. They can write the name
of a person inside each of the shapes.

Ask your clients to represent how frequently they are in contact
with each person by how near or far they draw each shape from
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same thing they ask clients to do by regularly reflecting on their
performance and setting goals to enhance their skills.

The words “inspect” and “respect” come from the Latin words
“inspectus” and “respectus” which mean “to look back.” This
points to the possibility that inspecting something is a form of
respecting it. Conversely, it can be argued that what is not inspected
is not respected.

Trying to improve our effectiveness as coaches without periodic
evaluation is like trying to improve our ability as marksmen while
we are blindfolded. Without knowing if we are hitting the mark, it
is impossible to make corrections and improve.

Listed below are several ways to evaluate your performance. With
evaluations, you can continually improve and become an even bet-
ter coach.

Monitor in the moment and evaluate afterwards

During a session, skilled coaches focus primarily on doing what-
ever is appropriate to forward the client’s agenda. At the same time,
they lightly monitor their performance so they can evaluate it later.
Paying too much attention during sessions to the kind of job you
are doing takes the focus away from clients and can compromise
your effectiveness. Focusing primarily on clients while limiting
focus on your own performance becomes natural with just a little
practice.

I love the country western song that counsels to not count your
money while you're sitting at the table, since “there’ll be time
enough for counting when the dealin’s done.” I use that line as a
reminder to assess my coaching after the session. Too much self-
evaluation during the session often results in undue pressure.
When I start worrying about my performance, I can become self-
conscious and lose sight of my primary purpose. During the
session, I think it’s more powerful to focus on what the client is
getting, not on how well I'm doing.
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seem more animated at the end of a session than at the beginning.
Notice whether clients honor the coaching relationship by being on
time for sessions, completing assignments, giving you referrals, and

making timely payments. I don’t want a client to view life coaching
as a chance for some informal, friendly conversation. Instead, 1
want a client with a real appetite and demand for coaching and for
big changes in her life. I want someone who’s rolled up her sleeves
and is sitting on the edge of her chair, pen in hand, taking copious
notes. [ want a client who's ready for something big to happen in
her life. Clients usually communicate this level of intensity with
their body language as well as with their words.

Reguest verbal evaluations

At the end of a session, you can ask the client for a review of the
coaching. You might say, “I am very committed to having this be
powerful and effective for you. How was it? Were you dis-
appointed about anything that I said or did today? And is there
anything about today’s session that worked particularly well?” As
clients respond, listen, take detailed notes, and start forming your
intentions about any changes you want to make.

Complete written self-evaluations

Periodically, you can complete a written evaluation of your
performance as a life coach. After completing a self-evaluation,
you can design and implement action plans to improve current
limitations and enhance your strengths and what is already work-
ing well. Here are some statements to consider when evaluating
yourself.

® [ evaluate my life coaching skills on a regular basis.
e | periodically get feedback from each of my clients.
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e ] periodically review my clients’ goals, commitments, and
promises with them.
¢ [use notes and other ways to remind myself to think about each

of my clients every day.

Request written evaluations from your clients

Consider asking for periodic written evaluations from your clients.
Here are some possible questions. Use them to help you design
your own questionnaire. Reviewing your evaluation form periodi-
cally helps you ensure that it continues to be useful and fit for you
and your clients.

® Have I been giving you advice instead of coaching?
e Would you prefer I speak more or listen more in our sessions?

e Could I make the coaching more effective by offering to meet
with you at different times?

e Would you like to use e-mail, faxes, or voice mail as part of our
work?

e Would you prefer to meet more or less frequently?

® In our coaching relationship, describe specifically what is
working.

® In our coaching relationship, describe specifically what can be
improved.

® What specific changes have you made that have improved the
quality of your personal life?

e What specific changes have you made that have improved the
quality of your professional life?

e What have I done that has benefited you the most?
e What have I done that has disappointed you the most?

e While working with me, what have you done that are you most
proud of?

e While working with me, what have you done that are you most
disappointed in?

e This relationship is designed to produce life-changing results. To
what degree are we succeeding?
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“Ijust got a $3,000 raise, and I was really surprised. I feel so pleased
that my hard work has been recognized. Now I'm starting to think
about what to do with the extra money.”

One way to be a powerful life coach is to demonstrate and ask for
sharing. By sharing, I mean speaking deeply, authentically, and
comprehensively about where you are in the present moment. You
and your clients can learn to speak soulfully from the depths of
your being about who you are in the moment. This is a sacred way
to be with each other, and it’s unusual.

Many people find sharing difficult to do at first. When people ask,
“How are you?”, many just give a brief, superficial reply (“Just fine,
thanks”). Other people habitually go into a long “weather report”
full of unrelated details. Both responses can conceal who we really
are in the moment.

When we share, we don’t always have to reveal deep, dark secrets.
Nor is releasing emotion always necessary. The main idea is to let
people know how we are in a way that they didn’t know a couple of
minutes earlier. This kind of speaking is deeply felt, soulful, sincere,
candid, and to the point. When someone tells the truth about how
they are and does it briefly and deeply, all the world’s jabber stops
for a moment. Powerful sharing moves us deeply and alters the
subsequent conversation. Sharing can turn things around in the
world.

As a life coach, you can model this kind of speaking and ask for it
from your clients. One option is to start most coaching sessions by
asking your clients to share. If clients respond instead with their
agenda for the session, you can describe sharing in more detail,
demonstrate it, and ask again for them to share.

What you can bring to a client’s sharing is your full, committed, and
heartfelt listening. This is also a unique and difficult response.
When people share, we're often tempted to give advice, launch a
discussion, or “piggyback” on their comments by relating our own
experience (”You know, the same thing happened to me; let me tell
you about it....”) As recipients of someone else’s sharing, our job is
to postpone our own response and simply receive.
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client. You can also start to notice patterns in your client’s thinking
and behavior. If you spot a recurring mistake or recurring success in
the client’s life, those are more details for your data bank and more
sources of powerful feedback that you can later share with your
client.

Encourage clients to debrief regularly with a variety of people in a
variety of ways. One way to sell them on the value of this tool is to
tirst get them hooked on debriefing with you. Clients can also
debrief with other significant people in their lives. They can debrief
privately through writing in a journal, speaking into a tape
recorder, or simply by talking out loud to themselves. You can sug-
gest that clients commit to this new behavior and monitor how
often they debrief on their own, just as you would assist them to
acquire any other habit.

Please bring debriefing into your coaching and into your life. If it
gives you half as much benefit as it gives me, then it's a habit well
worth gaining.

Clearing

Another form of a life coaching conversation with a unique purpose
is clearing. When clients clear, they vent feelings. Clearing is pure
emotional release where a person just aims to speak about a topic
until he “gets it off his chest.”

Clearing differs from both sharing and debriefing. Sharing is soul-
ful and brief speaking. In contrast, clearing is most effective for
clients when we place no time limits on their speaking. And, unlike
debriefing, clearing does not result in a detailed review of recent
events in the client’s life. When clearing, clients could focus on a
single event and their emotional response to it.

Clearing is a powerful form of conversation, and there is much
you can do to facilitate it. For related suggestions, see “Handling
emotions” in the next chapter.
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and really have my life together and that the way to solve their
problem is to do it the way I did it in my example. That’s not what I
want. Instead, I want people to generate their own options, create

their own solutions, and leave a coaching session thinking that they
are brilliant and have their lives together.

I know life coaches who routinely give examples from their own
lives, and this seems to work. My suggestion is that when you bring
your own examples to life coaching, that you do so consciously,
carefully, and briefly.

Speak about yourself in a contributing way

When you share or debrief during a coaching session, you can
speak about your goals and achievements in a way that contributes
to your client and does not sound like bragging.

To begin, ask that your client focus primarily on your excitement
and your joy about your life, not on your specific accomplishments.
You can even make a request such as, “I want to tell you a little
about what’s been happening with me, and I don’t want to sound
pompous or grandiose. Mainly, I'm just thrilled about the wonder-
ful life I get to live, and my purpose is to hold out the possibility
that any of us can create the life of our dreams.”

Also, give the client an accurate picture of your accomplishments to
avoid sounding like you're boasting. For example, “One of my
goals is to raise $100 million to end world hunger, and I am not
doing this alone. Many people have taken on this goal with me.”
When talking about a long-term project, speak about results to date
and how far you have yet to go.

Nurture yourself

Please take time to nurture yourself. When you do, you have
more to offer clients. Discover ways to balance your life so that
you are receiving as much nurturing outside of your coaching
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My experience is that people can change their behavior and pro-
duce amazing results without asking “Why?” Life coaching is more
likely to make a difference when we move from “why” to “what”:

What's next in your life? What do you want? What is your passion?
What are you willing to do to create the life of your dreams? When
we carefully bring these questions to our clients, we draw them
from the past into present actions that will create their future and
assist them in taking responsibility for their lives.

Sometimes the question “Why?” means, “What's the purpose?” or,
“What benefit are you trying to achieve?” When that’s the meaning
of “why”, then you can get to the point directly by asking, “What’s
the purpose of that action?” or, “What’s the benefit of that option?”
This is an example of how finding an alternative to asking “Why?”
can result in clearer communication.

Developing creativity and intuition

Effective coaches come to a coaching session without a fixed idea of
what works or which option is the “right” option for a client. What
might work during a session is something that can shift from client
to client and from moment to moment.

In this kind of dynamic environment, you might find it useful to
develop your creativity and intuition—your spontaneous sense of
what’s appropriate for this client in this moment. Use the following
suggestions as ways to enhance your creativity.

Assign your intuition a place

One option is to mentally associate your intuition with a physical
place. That place could be a room in your house or a clearing in the
woods. It could also be the back seat of your car or a folder in your
file cabinet that’s labeled “intuition.” When you want to access your
intuition, then you can literally go to that place in your house, in
your car, in the woods, or in your file cabinet.
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chi on a mountaintop. You could ask clients to make a list of their
resentments and then burn that list or bury it. You could ask clients
to create a symbol of what they desire for the future or a monument

that represents what they want to leave behind when they die.
These are just a few examples, and they remind us that a sense
of ritual is not a matter of externals but what we create inside
ourselves.

Celebrate success

One way we can use ceremonies and rituals in a coaching rela-
tionship is to celebrate each of the client’s successes and even
revel in them. It is important for clients to spend at least as much
time on what's working in their lives as on choosing what
aspects of their lives that they want to change. Coaching runs the
danger of becoming imbalanced when we lose this perspective and
focus on problems and planning rather than on growth and appre-
ciation.

When [ was president of College Survival, Inc., a company of 50
people, we evaluated people frequently. We had more evaluations
than any company I knew about. Every three months, our employ-
ees would be evaluated—not just by their supervisor but also by
their peers and by the people they supervised. We also knew that it
was tough for most people to keep looking at what to improve, so
we asked that the evaluations focus just as much on celebrating
what each employee already did well as on what they could
improve.

Instead of talking about what’s working and what’s not working
in clients’ lives, I like to talk about what’s working and what
could be improved. The whole topic of “what could be improved”
establishes a far more positive direction than focusing on what’s
not working. The question “What’s not working?” confines us to
only the things that are broken. I prefer to speak about things
that are already working and that the client wants to work even
better.
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Our role is to open up possibilities, to lay out options, and to pro-
vide freedom. When we insist on a particular action, then we aban-
don that role. We can empower clients far more by drawing on

other options long before we start insisting.

Hold goals lightly—and as sacred commitments

We can encourage clients to balance two attitudes toward any goal.
One is to hold the goal lightly, realizing that their happiness does
not depend on achieving any particular goal. The other is to hold
the goal as sacred, part of their commitment to create the future that
they want.

Clients who don’t follow through can find this balance difficult to
achieve. Some of them might take a goal so lightly that they forget
about it. Others may take a goal so seriously that their lack of
follow-through becomes a continual source of guilt.

As coaches, we can help clients steer a middle path between these
two extremes. When clients take a goal too lightly, we can assist
them to give the goal some “teeth”—for example, by suggest-
ing that they set a timeline for achieving the goal. And when
clients take goals too seriously and feel guilty about their failure to
follow through, we can hold out other options, such as resetting the
timeline or even releasing the goal.

Stop life coaching in certain areas

There are times when 1 will step out of the coaching role and
draw some boundaries when I don’t see that a client is making any
progress in a certain area.

For instance, I might say, “As your coach, [ am not going to insist
that you do anything. And, I just want you to know that I will not
coach you anymore about this goal because you're not taking any
action. If you want to get coaching from someone else in this area of
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Release your interpretations and judgments

What I've discovered is that clients start to react defensively when I

interpret their behaviors in a judgmental way. For example, a client
says, “You know, the whole problem with my life is my wife. If it
weren't for my wife, I would have a great life. Every time I get up in
the morning, she complains, and every time I do something great
she complains. My wife is just making my life miserable.”

After hearing this, I could respond with an interpretation and judg-
ment such as, “You know, it looks to me like you are just blaming
your wife and playing the role of a victim.” In response, the client is
probably going to become defensive.

Another option is for me to turn off my judgmental voice, affirm the
client, and feed back the problem as the client sees it: “Oh, man, I
got it. Your wife is the problem. It must be hard to live with a
woman who is always complaining.” I can make this response out
of my commitment to love clients unconditionally—to avoid judg-
ing people who seem judgmental, analyzing people who seem
analytical, and blaming people who seem to blame others.

In addition, I can keep bringing the client back to our overriding
purpose in coaching, which is to help him create the life of his
dreams. I could say, “One thing we could do is talk about ways to
have a wonderful life even when you live with a woman who com-
plains so much. But, if that’s not the direction you want to go, then
we could explore ways to increase your wife’s happiness, ways to
improve your relationship with her, or even some alternatives to
living with this woman.” Besides being less likely to generate
defensiveness, this response gives the client many more options for
moving ahead than saying, “You know, you're just playing the
victim here.”

When I apply a label to a person, what I'm doing is crossing over
the line that divides life coaching from therapy. Therapists routinely
label people with interpretations that we call diagnoses. They might
describe clients as chemically dependent, depressed, obsessed,
and so on. This is not only the prerogative of a therapist, it’s also the
therapist’s job. In addition, it's totally appropriate for therapists to
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Assisting clients to be more self-responsible

Imagine a scale of self-responsibility. On the high end of the scale is
a person who believes that she is the author of her life. This person
operates as if her levels of happiness, health, love, and wealth come
from her own choices. Even when she doesn’t directly control her
circumstances, she believes that she can choose her response to her
circumstances.

On the low end of this scale is the person who believes that he is a
victim. When he speaks, you hear statements such as, “I don’t have
any options for dealing with this problem.” “Of course I feel sad—
it’s rained every day for the last week.” “I can’t help having this
problem; it’s just the way I am.” “I can’t be happy at work because
my boss is a tyrant.” “There’s no hope for a family like mine.”

Between these two extremes are many places that clients can stand.
Near the middle of the scale, for example, is the client who says, “I
didn’t have anything to do with the fact that my wife screamed at
me, but maybe I didn’t have to yell back at her.” Or, “My boss is
making my life miserable, butI can always go look for another job.”

At a given moment, clients can stand at any point on this scale. One
of the deepest joys I experience in coaching is seeing clients spend
more time at the higher end of the scale. To me, this is one of the
most remarkable shifts a person can make. I find that the following
coaching strategies help people make that transformation.

Listen fully and affirm

Throughout this book, I refer to the power of full listening and
affirmation as ways that we can assist clients to discover their
passion and unlock their brilliance. Listening fully and affirming
clients also helps them to move from being victims to being self-
responsible.
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Remember that words such as might and try are powerful tools
for self-responsibility. Some coaches characterize these words as
weak or wimpy. I disagree. Might and fry are huge advances
beyond I should and I have to. Might and try build bridges to a sense

of possibility and language that’s even more self-responsible.

[ believe that the way clients string words together is a habit. With
clients” permission, I can gently point out when they’re using
language of obligation and assist them to change that habit.

Break down large goals into smaller steps

Clients can easily become the victims of a problem that remains
undissected or a goal that has not been analyzed. To help clients
climb out of their victimhood, we can encourage them to break
down their biggest goals into smaller, more manageable tasks.

For example, if a client says she wants a new career but has no idea
where to begin, you can assist her to find a way to get started. That
step could be as simple as going to the library to find one book on
career planning.

Assist clients to create many options

We can also assist clients to move toward self-responsibility by pro-
moting their most creative thinking. Clients can experience first-
hand the power of brainstorming a long list of options, even when
some of those options seem outrageous.

One of my clients had a goal to get up five days a week at 5:45 a.m.
to meditate. I asked him to think about this and give me a list of
twenty ways to adopt this new habit, including seven options that
he could implement immediately. As this client spoke, I simply
restated each option he invented and then I asked for more.
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Assume that the people are committed to each other

Begin with the assumption that the people you're meeting with
are committed to each other and to resolving the conflict. When
you act on this assumption, you're more likely to be an effective
coach.

Of course, there are times that you might want to check this
assumption. For example, if your client and her spouse ask for
assistance in improving their relationship, you might want to start
your session by making sure that they want the relationship to con-
tinue. If not, your goal as a coach could be to help them to dissolve
the relationship with celebration and love.

Build rapport with the person you know least

If you have a long-standing relationship with one person (such as
your client), then put more of your initial focus on supporting the
other person. Thank this person for coming to the session and
acknowledge how difficult it might be for them to be present with
you and your client.

Define and celebrate your role in the session

To clarify your role, begin the session by making a statement such
as, “I'm glad to be here with you. As I see it, my job is to assist you
to speak openly to each other, and there’s not much that [ would
rather do than be present to that kind of heartfelt communication. I
also think that I can fulfill my role most effectively by giving no
advice but by allowing you to do most of the talking. My role is to
facilitate your communication.”
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has been made. Then ask the person listening to summarize that
point to the speaker’s satisfaction.

Make everyone “right”

People in conflict frequently come to the table with the assumption
that only one of them has the most reasonable point of view. In their
opinion, one person is “right” and the other is “wrong.”

As a coach, you can hold out another option—that each person’s
viewpoint has potential value and that each person deserves to be
heard. Listen fully to both people and affirm the goals that each
speaks. Whenever possible, assist them to combine their goals so
that they both get what they want in life. I describe this as moving
from or to and.

For example, when working with a married couple, you might
find that the man wants to move to a new city while the woman
wants to maintain relationships with friends where the couple
currently lives. This couple might assume that they can either move
or continue key relationships. As their coach, you can help them
generate dozens of options for moving and maintaining their
friendships.

Ask clients to share the things they ve withheld

Before people talk about a particular problem or goal, ask them to
make a list of undelivered communication and then read it out
loud. This list can include the hopes, dreams, secrets, upsets, and
embarrassments they’ve never revealed to the other person.
Encourage clients to consider every area of their lives—work, sex,
money, kids, spirituality, and more.

Many couples are terrified to do this at first. Sharing what they’ve

withheld can lead to discomfort and put the relationship at risk.
However, my experience is that secrets block intimacy between
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Coaching clients when you don’t know or
don’t have it handled

As a life coach, I can really feel stumped and lose confidence
quickly when venturing into specific areas of a client’s life. I see this
happening in two types of situations. One situation when I lose con-
fidence is when I'm about to enter an area that I know something
about but don’t have “handled” in my personal life. For example, a
client wants coaching about overcoming procrastination. I know
some strategies for solving this problem, but I might be a person
who procrastinates all the time. Immediately I wonder how I can
ever coach this person.

The other situation when I might feel stumped is when the client
brings up a topic I know nothing about. Perhaps my client is the
chief financial officer for a large corporation and wants coaching
about his career options. Or, maybe my client is a neurosurgeon
who wants to increase his professional effectiveness. I could feel
ineffective as I face the fact that I know little about large corporate
finances and nothing about neurosurgery.

Fortunately, we as coaches can be effective in working with any
area of a client’s life—even if we don’t have the area handled our-
selves, and even if we know nothing about it. Before referring
clients to a consultant who does know their specialty, experiment
with the following options.

Admit that you don’t know

You can begin by practicing something that you ask clients to
do—speak candidly. When you don’t have a problem handled or
know anything about a topic, you can simply tell the truth. It may
be harder to tell the truth to yourself about your limitations than to
tell your clients. At the same time, this admission allows the coach-
ing to proceed on an authentic basis and creates a foundation for
the options that follow.
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might overlook. Also, you don’t have any preconceived notions
about how to solve the client’s particular problem. But, you do have
a bundle of powerful strategies for solving any problem.

What's more, you know that the client is brilliant. You know that
when given a skilled listener and the chance to generate a long
list of possible solutions, the client will create powerful and effec-
tive options.

Learn about the subject

When you don’t have it handled or you don’t know about it, you
always have the option to learn more about it. Of course, you may
never become a neurosurgeon. But, you can learn some of the key
terms of this specialty so that you use more of the client’s language.

For two years, 1 coached an NBA coach. He referred to me as the
“head coach’s head coach.” The problem was that I knew nothing
about basketball: I'd never played it, I'd never watched it. When I
first started working with this man, I wanted to know something
about his career so I called my son-in-law whose profession and
avocation is sports. He gave me enough of a tutorial that I could at
least follow my client’s stories.

Bringing your specialty carefully

Besides knowing the process of coaching, many of us bring train-
ing, experience, and education in other specific areas. For example,
I have a background in accounting, computer programming, and
starting and running a business. When working with clients who
have questions about these topics, I could draw on this background.
You could do the same when coaching clients in your specialty area.

Although I think it’s great to get in touch with our areas of specialty,
I recommend that we generally avoid bringing them into the life
coaching experience. The danger is that we could over-apply our
specialties. Our expertise can become a hammer, and everything the
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In my point of view, all of that direction is a mistake. It's not our job
as life coaches to steer clients in any direction except the direction
that they choose. Of course, there are situations when I will get
directive. If my client is depressed and wants to end his life, I am
going to be very directive and steer the client toward a therapist or
a suicide hotline.

Judging clients instead of affirming them

“You're pretty slippery about keeping your agreements.... The way
you spoke was not self-responsible.... You're just not being candid
here.” These are all examples of my judgments, which, even if
accurate, have no place in a coaching relationship.

Making mistakes and hiding them

When I screw up and then cover it up, clients can go away con-
fused. They probably know that I goofed, and they wonder why I
didn’t admit it. Or, they start questioning their own intuition and
ability to notice mistakes.

Telling a client’s secret

I believe that confidentiality is broken not only when we tell some-
one’s secret but also when we reveal that someone has a secret. “I've
been coaching John, and something really big is coming up in his
life, but I can’t tell you what it is,” is a breach of confidence.

Spending too little time with clients

In a sense, life coaching is a little like giving penicillin. Penicillin’s a
wonderful drug unless we give too little of it. Then the bacteria
we're trying to kill become resistant. Something analogous to this
happens when we enroll coaching clients, set up an expectation that
their lives will improve dramatically, and then schedule only two
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Chapter Five
Possible Topics to Teach

In life coaching relationships, there are times when it makes sense
for us to assume the role of teacher. Following are examples of skills
and distinctions that life coaches can teach to clients to assist them
in creating a more wonderful life. In addition to the list in this chap-
ter, there are dozens of other related ideas presented in my books
Falling Awake and Creating Your Future: Five Steps to the Life of Your
Dreams and in the book I co-authored with Stan Lankowitz entitled
Human Being: A Manual for Happiness, Health, Love, and Wealth. In all
life coaching interactions, I think it is important that we have our
clients” permission and verify their interest in learning these skills
before we teach them. During a coaching session, I want to let my
client lead. If [ have something to teach, I will start by offering this
option to her and I will not proceed until I am clear that teaching is
what my client wants.

Get the most from life coaching

One way you can serve clients is to teach them a whole smorgas-
bord of ways for them to get the most of the life coaching relation-
ship. Once you have taught these ways of being an effective client,
you can revisit the list on a regular basis.

By presenting ways to create value from coaching, you assist clients
to create the life of their dreams more quickly. Following are
suggestions for clients about getting the most from life coaching.

Clear your slate

To create value from life coaching, make space for it in your life.
Set aside other projects for the time being when it’s time for your
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One of the main uses of coaching is to trigger your enthusiasm and
unleash your personal brilliance. This is more likely to happen
when you take responsibility for your choices.

Summarize discoveries and intentions

Keep a record of the discoveries and intentions you create while
meeting with a life coach. Take notes during the meeting, then
review, edit, summarize, and expand them afterwards. Post these
notes in a place where you'll see them often, such as a bathroom
mirror or car dashboard.

Consider sending your notes to your life coach. The power of this
strategy is that your coach gets to see what you're learning. This
learning can be amplified and developed in future sessions.

Effective life coaching reinforces the cycle of discovery, intention,
and action. Say that while meeting with your coach, you gain a new
insight about yourself—that you want to work only part-time.
That’s an example of discovery. To get the most value from that
discovery, turn it into a clear intention, such as a goal to cut back to
30 hours of work per week, and to accomplish that within six
months. Then turn your intention into action: start working less
this week.

Following through on your intentions will probably reveal new
insights that, again, you can translate into intentions and action.
Each time you move through this cycle of discovery-intention-
action, you create new value and new outcomes in your life.

Speak your dreams

In daily life, people often forget to lift their eyes to the horizon, to
the most long-term, comprehensive vision of what they want. They
get lost in the details of their daily schedules and to-do lists. They
see the trees, not the forest—the most urgent tasks instead of the
most valuable ones.
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beyond their lifetimes. Then I ask what clients would like to do in
the short-term about their long-range vision. People quickly dis-
cover that creating the long-range future makes a difference in what
they choose to do this year, this month, and this week.

You can assist clients to get past any obstacles they encounter to
creating their future. Below are two obstacles that may come up for
your clients along with possible solutions. Following these are
several strategies clients can use to experience the power of creating
the future.

Reconcile goal setting and spontaneity

Your clients might quickly voice a typical objection to creating the
future: “If I set goals, I'll become uptight. I'll sacrifice my freedom. I
won’t be able to go with the flow or be spontaneous.” When you
hear this objection, you can respond with the following ideas.

REPLACE OR WITH AND

People often approach this topic with an “either-or” mind-set: “I
can either set goals or be spontaneous.” Suggest that clients rephrase
that statement, replacing the or with and: “I can set goals and be
spontaneous.” This small step can put clients’ thinking on a new
track and open possibilities.

In presenting this option to clients, I sometimes present an analogy.
For me, setting goals is like setting off for a day of white-water raft-
ing and choosing where I'll take a break to eat lunch. I want a spot
that’s sandy and flat with lots of sun, and pleasant smells. With that
thought in mind, I put my boat in the water and start paddling.
Naturally, I'm going to go with the flow; when you're white-water
rafting, that’s about all you can do. But the power of having a goal
is that I'm more likely to notice the flat, sunny places. And when-
ever [ spot such a place, I can see if I can get the boat to that place so
I can eat. Paradoxically, I'm going with the flow and achieving my
goal.
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only enough money saved to support herself for a few years with-
out working. This fact is no reason to abandon the goal. Instead, she
can reset the timeline and create a new a financial plan for retiring

at age 55.

Clients might ask, “If you keep resetting the goal, then is there any
value in having the goal in the first place?” My answer is an
emphatic “Yes!” Setting a goal often leads to immediate and benefi-
cial changes in our day-to-day actions. And even when an initial
goal proves to be unworkable, we can scale it back, set a new time-
line, or modify the goal in some other way so that it becomes
achievable.

CALL IT SOMETHING ELSE

Some clients will warm up to the process of setting and achieving
goals when you use different words to describe it. This is one
reason that I talk about creating the future instead of planning. Other
clients might respond favorably if you refer to the process as design-
ing your life, choreographing your dream, or clarifying your vision.

DON'T SET GOALS

When clients are still not convinced by the suggestions listed above
and fear that goal setting will inhibit them, remember that no
one has to set goals. Life coaching can include problem-solving, con-
flict resolution, emotional release, and dozens of other activities
besides planning. Our path is to let clients choose the direction of
the coaching and trust their wisdom.

Reconcile goal setting with God’s will

Another obstacle to creating the future sometimes occurs with
clients who have certain religious beliefs. These clients find it hard
to reconcile the idea of creating the future with following God’s
will.
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children, we naturally focused much of our consciousness on the
present moment. When people learn meditation and other spiritual
practices, they start regaining that childhood ability.

We also have a third option, one that’s fairly uncommon: creating
the future. This option involves speaking in detail about what we
want for the future and how we plan to get it. When I listen to peo-
ple, I seldom hear them creating the future. Instead, I hear them
worrying about the future or predicting it. By the way, prediction is
even where most futurists reside—predicting future events by
extrapolating from current trends. I am suggesting creating the
future instead of worrying about it or predicting it.

By offering these options, we can assist our clients to balance their
speaking, reading, writing, and thinking—their total conversation
space. They can devote about one-third of this space to the past,
another third to the present, and a final third to the future. And
when speaking about the future, they can shift from worrying and
predicting what they think will happen to choosing what they want
to happen. When clients make this shift, they start speaking their
passions, dreams, purposes, goals, and plans.

We offer our clients a valuable service by mirroring their language.
With their permission, we can point out when clients are talking
primarily about the past, the present, or the future. We can also
request that they experiment with creating the future.

Highlight specific goals

Clients can begin creating the future by speaking general goals: “I
want to be happier.” “I'd like to be healthier.” “I want to have a job
that I love.” “I want fulfilling relationships.”

General, long-term goals such as these are wonderful. And, it is
even more effective when clients translate these goals into specific,
short-term goals that they can start accomplishing right away. By
specific, | mean goals that point to measurable, detailed, and observ-
able results to be accomplished by specific dates. There’s great
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Use two-week planning

In order to avoid a life that is overscheduled, I have developed
a useful technique and taught it to hundreds of people. This
technique involves planning every two weeks.

What I recommend is just a straightforward process for planning
two weeks in advance. Though the process is relatively simple,
most people won't do it without some guidance. By taking the time
to teach this technique and then guide clients through the following
steps, you provide them with a valuable and unique service.

1. LIST UPCOMING TASKS

Ask clients to describe each significant task they want to complete
in the next 14 days. You can list each task on a separate 3x5 card or
in a computer. Putting these tasks in a computer or on individual
3xb cards allows them to be easily sorted and prioritized.

To get a realistic picture of what’s actually on a client’s plate, keep
prompting her to describe what she needs to do—the urgent tasks in
her life—and what she wants to do for personal development and
fun.

When I've done this step with clients, we typically end up with
dozens of cards. And these tasks run the gamut from buy new shoes
before the sales meeting or spend move time with my daughter to paint the
deck or hire a new secretary.

2. ESTIMATE THE TIME NEEDED FOR EACH TASK AND ARRIVE AT A TOTAL
When clients come face-to-face with their detailed list of tasks, they
often get the impression that it looks completely undoable. That
happens for a reason: it is undoable. There are just too many tasks
allotted for too little time.

To deal with this problem, go back to each task you listed and
ask your client to estimate the number of hours needed to complete
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® A B priority means that clients would like to complete the task
within the next two weeks but are not absolutely committed to
getting it done ("It would be nice to get this done, but it’s okay if

[ don’t”).

e A C priority means that clients just see the task as a useful possi-
bility (“This is just a possibility, and I'll do it only if everything
else gets done”).

Sometimes I use another way to describe these levels: A-priority
tasks are promises, B-priority tasks are plans, and C-priority tasks are
possibilities.

5. TOTAL AND ADJUST THE NUMBER OF HOURS FOR HIGH-PRIORITY TASKS
At this point, I ask my client to add up the number of hours she
will need to complete her A-priority tasks, both at work and
at home. And generally what happens is that the client makes
another sobering discovery: she is over-committed. For example,
she has 130 hours worth of tasks to complete at work during the
next two weeks, but she only wants to work 100 hours during
that period.

Now my client gets to choose ways to decrease the hours needed
for her A-priority tasks. “Well, I'll just work faster,” she might say.
This strategy doesn’t account for interruptions, last-minute crises,
and other surprises. More viable options include:

e Downgrading some A-priority tasks to the level of B’s or C’s.
® Delegating some A’s.
e Moving some A’s to a later two-week period.

e Eliminating some A’s altogether.

Keep experimenting until the total number of hours for A-priority
work tasks is actually less than the total number of hours that your
client would like to work during the next two weeks. So, for
instance, if she wants to work 100 hours, keep whittling away at
those A’s until they total 80 or 90. You can do the same for non-work
tasks.
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friends and relatives: “What do you think I'm good at?” He may be
surprised and pleased at what these people report.

I've done such surveys several times and have been shocked at
what people say my specialties are. Typically these are skills that I
take for granted, such as the ability to handle details and maintain
focused attention. Often my first reaction is, “Doesn’t everybody do
this well?” Of course they don’t, and making this discovery has
expanded my perception of my own strengths.

ASK CLIENTS WHAT THEY WISH FOR AS A SPECIALITY

When clients remain unclear about their chosen specialty, you can
ask them what they wish their specialty could be. My guess is that
when people answer this question, about half the time they will end
up telling you what they already excel at doing,.

For example, if you ask me what I wish to specialize in, I would
answer that I want to specialize in speaking candidly, authentically,
and courageously to people. I also know that when I look closely,
I see that this really is my specialty; I just want to get better at
it. When I review my strengths, what I see is how far I have to go
and how much I have yet to learn in this area. But when I reflect on
how few people demonstrate this skill, I can see that I've already
developed it to a high degree.

Posing this simple question, “What do you wish your specialty
was?” is another under-rated tool that clients can use to more
accurately assess their skills and strengths.

REMEMBER THAT SPECIALTIES CAN BE OVER-APPLIED

While empowering us to move into effective action, our specialties
can also limit us. Strengths we take to an extreme become liabilities.
When we become over-reliant on a particular talent, then we're
probably not developing others.

After the company I founded had been in business for about five
years, people criticized some of us on the staff—particularly me—
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Seeing our problems as habits instantly grants us power, and for a
simple reason: habits can be changed. If depression, lack of energy,
and low self-esteem are the result of genetics, personality, or cul-
ture, then there’s probably not much we can do about them. But if
these problems and many others are simply habits, then there is
much we can do about them. Changing these parts of our lives can
be as simple as changing a habit.

During a coaching session, one of my clients said, “I know I'm
harsh with my coworkers and easily get angry with them. I guess I
should probably figure out the reasons that I act this way. I've been
in therapy about this and tried to get to the root of this behavior. But
I still find myself yelling at people. Why am I so harsh?”

“I’d like to offer you another option,” I replied. “Instead of trying
to figure out why you act so harshly, you could assume that harsh-
ness is just a habit. And, if you're willing to experiment with this
point of view, then you might be able to change this habit in short
order. If you like, I could share with you a simple procedure for
changing habits that’s worked wonders for me and many of my
clients.”

He agreed to this option and put the procedure to work in his life.
At a later session, he reported the results: “I haven't yelled at any-
one for three weeks. And, my coworkers say that they see a huge
change in my attitude and behavior.”

Your clients could achieve similar results by experimenting with the
following 4-step method for changing a habit.

1. Commit to change

Changing habits begins with commitment. This step is the founda-
tion for the others. Clients can make huge strides to changing habits
simply out of their ironclad commitment to alter their behavior.
And, clients can commit to change even before they know exactly
how they’re going to change the habit.
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Working with a client, the coach can invent many more ways to
monitor their habit change. The point is to give people feed-
back about their progress. With an accurate and detailed feedback

system, clients know when they're succeeding at instilling the new
habit, and when they’re not succeeding.

3. Practice, practice, practice—without reproach

This step is about graciousness. If we kick ourselves whenever we
fail to perform a new behavior, we'll probably give up on the whole
process of changing habits. A much kinder and more effective alter-
native is to simply notice when we get off track, renew our commit-
ment to change, and practice the new behavior again and again—as
many times as it takes to change the habit.

It's important for clients to remember this when they’re disap-
pointed with what they discover about themselves. One of my
clients charted her self-esteem every day and her scores ranged
from of -5 to -9 (indicating low self-esteem) for two weeks. In
response to her reports of so many low scores, I said, “Congratula-
tions! Now you’ve got a handle on this issue. And, you know that
your self-esteem is not static. It can change.” When clients begin
to realize that they have some control over their habits, they can
avoid being depressed about depression or unhappy about their
unhappiness. When they remove that whole added layer of
self-reproach, they can change habits with much less suffering and
self-discipline.

The power of talking about new outcomes in our lives as a matter of
changing habits is that it demystifies the outcomes and makes it
easier to achieve them. Then the new outcomes that clients want are
no longer blocked by a genetic defect. They’'re no longer blocked by
an emotional disorder. They’re no longer the result of cultural con-
ditioning. Those new outcomes are as simple and doable as chang-
ing a habit. Maybe even the biggest changes in life can be as simple
as learning to fasten a seatbelt or to stop biting fingernails. They’re
just habits.
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manifests as loud talking. Sadness manifests in crying. Embarrass-
ment often shows up as laughter, and boredom is frequently
revealed in animated talk. With any of these emotions, people can

also experience shaking.

[ see a direct overlap between the benefits of emotional discharge
and the aims of life coaching. As clients access and release emotions
at a deep level, they become more capable of solving their own
problems. They can go from feeling angry and resentful to being
loving and generous, from being upset and embarrassed to being
creative and spontaneous. These shifts allow people to move into
effective action.

You can help your clients experience the rewards of emotional
release. This process does not require you to have training in coun-
seling techniques. Begin by experimenting with these suggestions:

e Provide a safe physical environment—a place where clients can be
free of interruptions. Also, choose a place where clients can weep
openly, talk loudly, and laugh hysterically. Public places such as
restaurants or office buildings seldom meet these criteria.

e Provide a safe psychological environment. Assure clients you will
maintain  confidentiality —about their experiences with
emotional release.

o [nvite emotional release and give it full permission to occur.
Remember that you don’t have to use the more dramatic invita-
tions, such as asking people to beat a pillow. (This is more of a
therapeutic technique.) Instead, you can invite emotional release
in a more casual way with comments such as, “You look angry.
Tell me about it.”

e Ask people to repeat comments that seem to be filled with feeling
when you sense that it’s appropriate. Repetition can promote
emotional release.

® Notice what stops emotional release. When we talk too much or ask
clients too many questions, we can interfere with their emotional
discharge. For example, in order to answer the question “Why
are you crying?”, clients must stop crying. When we speak
excessively, clients are cajoled into listening instead of emoting.
Instead, listen even more intently than usual.
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simply will not be okay unless I get it or maintain it. In the previous
sentence, the word it can refer to almost anything—a drug, a car, a
house, a job, a relationship, an idea, a form of exercise, a goal, a sex-

ual experience, or a level of income, to name a few examples. In
extreme cases, as when people become addicted to a drug, they fear
for their physical or emotional survival when the object of their
addiction is missing.

Preferences represent a clear alternative to attachments. When we
have a preference for something, we're able to say, “I want it—and
I'll be okay even if I don’t get it.” Preferences are seldom backed
with the kind of emotional force present in attachments. For exam-
ple, if we don’t get the job, car, or house we prefer, we might get
upset, but we probably won’t scream, shake, cry, feel afraid, or lose
sleep over the loss.

Several years ago, I traveled to Amsterdam for a vacation with
Trisha, my wife. Shortly after we arrived and were waiting in the
Amsterdam airport, someone stole my laptop computer. When I
discovered this, it took only a few seconds before I displayed the
evidence of my emotionally backed demands: I swore. I yelled. For
a few minutes, I couldn’t even move. After a while, [ stomped down
the aisle to speak to a man behind the security counter, and I felt too
upset to even give him my report. [ was just not okay without my
computer; I was definitely attached.

My friend Stan Lankowitz says that people are addicted to some-
thing when they repeatedly pursue the short-term, intense benefits
of it in the face of great, longer-term pain and suffering. So, for
example, people continue to drink even when that behavior leads to
loss of their career and family. And people continue to smoke even
when they’re recovering from surgery for lung cancer.

With the passage of time, we can often move from a state of
attachment to one of preference. For example, several hours
after someone stole my computer in Amsterdam, I finally remem-
bered that my happiness did not depend on having my com-
puter. The next day, I was even able to enjoy my vacation with
Trisha. I sure preferred not to lose my computer, but I was still okay
without it.
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WORRY THE ATTACHMENT TO DEATH
Ask clients to describe the worst possible thing that could hap-
pen if they lose the object or circumstance of their attachment.

When they’re able to imagine this worst possible event and accept
it, then they’ve moved a significant distance toward a state of
preference.

This line of thinking really helped me when my computer was
stolen. Soon after I discovered it was missing, I asked myself what
was the worst thing that could result from this incident. My answer
was that someone could take all the personal journals I kept on
that computer and send them to my local newspaper, The Rapid
City Journal. Still, I doubted that the Journal would publish
those journals. Even if they were published, I saw that I'd be embar-
rassed and perhaps have a few law-suits on my hands. And, I knew
I could create and maintain a wonderful life even if these things
happened.

UNCOVER THE EGO EQUATION AND ERASE IT

When clients are attached, the coach can assist them to uncover
the equation that underlies the attachment. Becoming fully con-
scious of that equation is a big step toward changing the equation
and releasing the attachment.

For instance, when a client is attached to a car, then the implied ego
equation is 1 = MY CAR. If this client is involved in a traffic accident
and the car is damaged or destroyed, then the client could feel per-
sonally damaged or destroyed. Describing the attachment in such
broad and obvious terms can quickly assist the client to see the costs
of the attachment.

When those costs become clear, then clients can take an even more
liberating step and erase the ego equation. They can see that they
are more than their car, more than their computer, more than their
job, and more than their marriage. They could lose any of these
things and fairly quickly be just fine. When they accept this insight,
clients can discover a happiness that does not depend on external
circumstances. That’s the power of preference.
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Beware of You-messages even when they're positive

Positive You-messages can lead to as much mischief as other types

of You-messages. By positive You-messages I mean statements such
as, “You're a brilliant coach” or, “You're such a good boy.”

The problem with such statements is that they can leave listeners
confused about what you specifically appreciate. To avoid this
problem, you could say, “I heard you come up with 18 solutions to
that problem and I feel excited about that” instead of, “You're a bril-
liant coach.” You could also say, “Son, I saw that you kept your
clothes off the floor and made your bed, and I really like that”
instead of, “You're such a good boy.”

Improving relationships
Recreating the experience of another person

With some assistance from us, our clients can recreate their experi-
ence of a friend, coworker, child, spouse, parent, or other key per-
son in their lives. The exercise I'm about to describe exists for this
purpose. While it works for people who are in significant conflict,
this exercise can also benefit people when their relationships are
going well. When it comes to experiencing joy, intimacy, and
mutual contribution, there’s no upper limit to the value we can
create through our relationships.

This exercise consists of six questions for your client to answer.
He can respond verbally, in writing, or in both ways. Before you
begin, ask him to choose one person to focus on for the entire
exercise.

I've done this exercise many times, so I will provide an example by
answering questions about my own relationship with Muhammad
Yunus, who has been introduced as “the person who has done more
to eliminate poverty than anyone in history.” Yunus founded the
Grameen Bank, which aims to eliminate abject poverty in the world
through microcredit—making very small loans, usually to women.
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In my own case, I was willing for Yunus to be interested in me, curi-
ous about me, and hungry to learn what I know. I also became will-
ing to see him as my partner in creating projects to end abject
poverty in the world. I could even create him to be somebody who
is thrilled to see me.

5. WHO ARE YOU WILLING TO CREATE YOURSELF TO BE WHEN YOU'RE
WITH THIS PERSON?

When relating to Yunus, I was willing to see myself as a top-notch

life coach. I could also create myself to be an equal partner with

Yunus, a true friend, and someone with whom he could have a lot

of fun.

6. WHAT ARE YOU WILLING TO CREATE AS YOUR PURPOSE WHEN YOU'RE
WITH THIS PERSON?

Instead of acting on a purpose to share small talk and handle a few

details with Yunus, I saw that with him I could adopt a purpose to

alter the quality of life on earth while celebrating our friendship.

What's happened to me has been no less than a miracle every time
I've done this exercise. In this particular case, I moved from being a
young kid with an “aw, shucks” attitude around Yunus, to someone
who could stand with him as a full partner in projects with global
impact. And since making these shifts in my perception of both
Yunus and myself, my personal and professional relationship with
him has changed dramatically, moving much closer to the new
purposes I created for being with him.

When you first present this exercise, some clients might object
that it all takes place “just in your mind.” Well, of course. For me,
that's the whole point: powerful coaching assists us to rearrange
our mind—to release the unconscious assumptions, beliefs, and
purposes that limit our vision of ourselves and other people. When
we consciously release those artificial obstacles to our brilliance
and personal power, we create a whole new way of being in the
world.
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REPEAT THE COMPLIMENT
You can take a cue from the people who create advertisements and
harness the power of repetition: keep giving the compliment until

the client no longer deflects it. You can even announce your inten-
tion: “I will keep saying this until I sense that you’ve fully received
my compliment.”

ASK CLIENTS TO RECEIVE THE COMPLIMENT
Simply asking clients to receive your compliments can work won-
ders. Just say, “I want to offer you a compliment, and my request is
that you just listen to it and receive it.”

A related option is to give clients some brief instruction on ways to
receive compliments. For example: “When I compliment you today,
you can experiment with several responses. One is to just say
‘Thanks.” Another is to say, “Thank you. You're very perceptive.” Or,
you can say nothing at all.”

PRE-ANSWER THE OBJECTION

As you get to know clients, you can often anticipate their possible
objections to your compliments. Then you can answer those objec-
tions at the same time you offer your compliments: “Now, you
might be thinking I'm saying this because you're paying me to sup-
port you as a life coach. I assure you that my intention is to speak
candidly, and I will compliment you only when it represents my
authentic experience of you in the moment.”

Using success strategies

A skilled life coach—and a skilled client—is someone who looks at
process as well as content. That's an unusual ability. Most people
don’t even make the distinction between content and process.
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Investigate your role. In any situation, you can ask, “How
have I created this?” and “How can I turn this around?”

Focus your attention. Learning to “be here now” releases men-
tal distractions and increases your effectiveness at any activity.

Manage your interpretations. The ways you choose to inter-
pret your circumstances could instantly bring you closer to the
life of your dreams.

Speak candidly. When you express yourself fully, you can
make a loving contribution to yourself and others.

Make and keep promises. By making promises to yourself and
others, you can re-create your life and move into action.

Surrender and trust. A powerful way to deal with people and
events is to stop futile attempts to control them.

Persist. When faced with a problem, you can keep looking for
answers beyond the first good solution that occurs to you, and
you can stay in this inquiry until you have developed at least
seven solutions. Only then, go into action.

Notice your expectations. When you become aware of expecta-
tions, you discover a major source of upset—and ways to create
happiness.

Listen fully. Listening can be a whole way of life, an activity
that affects everything you do.

Enjoy and celebrate. In almost any situation, even the most
difficult, you can find a source of delight.

Detach and play full out. You can fully involve yourself in the
people and projects in your life, even as you stay loose and
lighthearted.

Choose your conversations and your community. To fulfill
your goals, take part in conversations and hang around the
people who are aligned with your purpose, plans, and values.
Revise your habits. You can improve your life quickly when
you see faults as habits instead of personal defects.

Appreciate mistakes. When you know ways to learn from
them, mistakes can be powerful and patient teachers.

Think clearly. Rather than going through your daily routine
on automatic pilot, you can be thoughtful and use simple
techniques of logic to move directly toward the life of your
dreams.
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Chapter Six
Professional Issues for

Life Coaches

Developing appropriate intimacy with clients

Aim for balance

My commitment to the people I coach is to love them according to a
dictionary definition of that word—to hold them in “high regard
and profound affection.” This is intimacy.

However, as coaches we can be intimate in a way that creates dis-
comfort for clients. When that happens, we’ve made a mistake. The
way we touch or make eye contact, the subjects we discuss, the way
we express emotion—any of these things can frighten or confuse
people and even chase them away.

It’s also possible to not be intimate enough with clients—to be aloof
and distant. When we withhold too much of what we're thinking
and feeling, we fail to create a sacred space, one in which the
miracles of life coaching can occur. Then clients might back off
and avoid coming out to share that space with us.

When I notice any of the following, I examine whether I have been
intimate enough in the life coaching relationship:

® My client is aloof. The client discusses only professional issues.

® [start to focus on my performance as a life coach, not on serving the
client.
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Given my commitment to the client, I can say these things out of a
spirit of partnership and love. When I do, even in our very first
meeting, clients are likely to perceive that love. If they don’t, I can
apologize and let them know that I did not intend to insult or
offend them.

There’s an old saying about a true diplomat: She can tell an
employee that he’s fired, and he’ll walk away saying thanks. In a
similar way, you can often give people difficult feedback, ask prob-
ing questions, and talk about intimate topics and simply assume
that it’s all okay. And, most of the time it will be just fine with your
clients.

Dealing with sexual attraction

You might feel sexual attraction toward a client, or a client might
express sexual attraction to you. If sexual feelings arise, you can
respond in some of the following ways.

ACKNOWLEDGE AND AFFIRM

Some possible responses to sexual feelings that arise during a life
coaching session are to judge, deny, or repress them. Those
responses have the potential to increase the force of sexual feelings,
interfering with the life coaching process.

Instead of repression, you can acknowledge and even celebrate the
fact that people are sexual beings. So if clients ever say, “I really find
you attractive,” you can thank them for being so honest and remind
them that this type of authenticity is one way to get the most from
life coaching.

You might even affirm them with, “It is understandable that you
might have these feelings given the very intimate things that we
have discussed.”

If you are experiencing feelings of sexual attraction toward your
client, this is one area where I recommend against full disclosure.
Far too often a client could misinterpret your disclosure as an
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belittle a client if she makes an advance, but you can say, “Thank
you. But sex is never going to happen in this relationship. No
chance.”

While ruling out sex, you can repeat your commitment to the client:
“I appreciate your honesty in saying how you feel about me. [ just
want you to know that I'm committed to empowering you in every
way [ can. Part of that commitment is that I would never be sexually
intimate with you.”

You can even have this be part of the initial conversation that you
have with your clients. Recently, when I started coaching an attrac-
tive woman, [ told her that although our relationship would be very
open, I did not want it to include any flirtation.

GET COACHING MENTORING

Sometimes feeling sexual toward a client gets in the way when you
want to be a great coach. If this happens, get some assistance. Find
someone you trust to help you with your coaching.

HELP THE CLIENT FIND ANOTHER COACH

I don’t think there’s anything wrong with sex, and I don’t even
think there’s anything wrong with even feeling sexual toward a
client. But, there are times when it's hard to make the life coaching
relationship work, even if you use all the strategies listed above.
When the issue of sex becomes too distracting for you or for your
client, then it may be time for you to help your client find another
coach.

Handling dual relationships

Dual relationships take place when you have an additional relation-
ship with a client beyond that of a life coach. For instance, you
could coach someone who is also your employee or employer. Dual
relationships can also surface when you use life coaching skills with
your own family members and friends.
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One path to clarity is to use your intuition. When it’s time to refer a
client, you'll probably know in your heart and soul. As soon as you
raise the question, then it’s time to look to some of the following

options.

Consider your range of knowledge and skill

Choices about referrals depend partially on your skills and subject
matter expertise. I used to work as an accountant, so I can coach
clients about accounting, and I may not refer clients to an account-
ant as soon as other life coaches would. However, I have no training
or qualification to advise people on treating mental disorders.
So if one of my clients is struggling with severe or long-term
depression, I'll refer this person to a psychiatrist.

Sometimes I'll continue to coach the people I refer to others, as long
as they continue to see that other professional about a specific
problem. For instance, I could continue to coach someone with
depression, as long as that person is following his psychiatrist’s
treatment plan.

When appropriate, I will request permission to talk to the other
professionals involved so that we can coordinate our efforts.

Refer in cases of serious illness

[ usually don’t want to coach people with a serious mental illness
unless they're getting professional help. That’s true when a client is
dealing with a condition described in the Diagnostic and Statistical
Manual of Mental Disorders, published by the American Psychiatric
Association.

I take a similar approach when clients have a life-threatening health
problem. For example, I would be happy to coach people who
are getting hospice care as long as these people are taking care of
themselves in an appropriate way.
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reached a certain level of severity. For example, if the problem led to
physical symptoms such as loss of sleep or loss of appetite and/or
lasted more than three months, then we saw it as beyond the scope

of coaching.

Create your own guidelines about when to refer people. Consider
putting these guidelines in writing. You could include them in a life
coaching agreement that you ask people to sign before you start
coaching them.

Negotiate for an assessment

When clients resist a referral to a therapist, you can suggest that
they just get an assessment: “I don’t know about mental disorders,
and maybe things really are okay with you. But I don’t want to
proceed with this coaching until you get a therapist’s opinion.”

This is the approach I've taken with two clients when I was con-
cerned about their possible chemical dependency. “I don’t know if
you are an alcoholic or a drug addict,” I said. “But I have enough
concern that [ want you to get some professional assessment before
we confinue to work together.”

It’s possible to share this kind of concern in a non-judgmental way.
You can just say that you're concerned about a problem that falls
outside of your expertise. State that you're requesting a referral
out of your commitment to the client’s personal and professional
effectiveness.

Choose when to coach people who are taking psychiatric
medications

One of the guidelines that I have is to not coach people who need to
be medicated for psychological reasons. This is a guideline, not a
firm rule. Though I want to be cautious, there are circumstances
where it makes sense for me to coach such people.
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hasn’t paid taxes for the last five years, I'll shift from giving options
to giving an assignment or negotiating.

Compared to some life coaches, I'm more likely to continue with
clients who consistently break their agreements. Even when clients’
behavior has serious potential consequences, I usually see my job as
assisting them rather than insisting that they follow through on a
commitment. I think people learn wonderful lessons when they
experience significant consequences.

Responding to illegal or unethical activity

Imagine that one of your clients says, “I've never told anybody this,
but I stole about $30,000 from my employer last year and never got
caught. I feel guilty, and I don’t know what to do about it.”

Or your client says, “I'm very worried about my level of debt, but I
think I can solve the problem by embezzling from my employer.”

Or, what if another client says: “I sexually molested a neighbor’s
four-year-old girl. I'm so ashamed. I just don’t know what came
over me.”

And another might say, “I run a big company. I have a wonderful
life and a wonderful family, including four children. And about 30
years ago | killed someone while driving drunk. No one ever found
out about this. I've been sober for 25 years, but I still feel terrible. I
want to get past this incident and get on with my life.”

Faced with such hypothetical examples, some new life coaches
might say, “Come on, we're working with basically healthy, normal,
and competent people. These kinds of things are not going to
happen with our clients.”

Well, some of my clients have reported such things to me. On three

occasions I've had clients admit illegal activities, including theft
and tax evasion.
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e Circumstances where you could be arrested for harboring a
criminal, concealing evidence, or aiding and abetting a crime.

e Circumstances where you might be considered in contempt of
court for withholding information about a client.

¢ When might you be required by law to report illegal activities?

I have done this research with my attorney in the state of South
Dakota, and I was surprised at what I discovered. Each state/coun-
try is different, even each attorney will offer different interpreta-
tions, and I encourage you to find out more about the laws in your
local area. In addition to attorneys, you might find that professional
associations for life coaches or counselors are also useful sources of
help with this issue.

Declare up front what you will keep confidential

During your first session with a client, lay out your ground rules
about which activities you will keep confidential. Put these rules in
writing and discuss them with clients.

My life coaching agreement currently includes this statement:

I (the client) understand that confidentiality in the life coaching
relationship is limited. Confidentiality will not apply to certain
crimes that have been committed or certain crimes that are
being planned. Such crimes may need to be reported to legal
authorities. It is also possible that certain topics could be
reviewed with other life coaching professionals for training
and development purposes.

This is just one example of how to explain confidentiality to clients.
You could also say any of the following:

“] want you to know that we have a confidential relationship
except in a few areas. If you tell me that you've committed a
felony or that you're about to commit a felony, I will report that
to the police.”
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One quality of a master life coach is a passion for personal and
professional development. We can transform ourselves in a way
that promotes transformation in our clients.

When we hear about professional development, many of us think
tirst about taking workshops, reading books, listening to tapes, or
even learning to pray and meditate. These are all great options, and
following are three more.

Review your clients

For life coaches, one key tool is reviewing our clients—getting
coaching or mentoring about our coaching. We can debrief with
other life coaches about our interaction with a client and then con-
sider their suggestions for ways to move ahead with that client. One
benefit of this review is that we can quickly expand our kit of coach-
ing tools and techniques. In addition, we take on the role of a client
for a while and experience the power of receiving coaching as well
as giving it.

Take breaks

Every time the heart beats, it takes a momentary break before it
beats again. When we breathe, there’s a pause between an exhala-
tion and the next inhalation. We can mirror this wisdom of nature
and enhance our effectiveness by taking periodic breaks from
coaching. Call these breaks anything you want—sabbaticals, down
time, vacations, or mental health days. We can all use them to
rest, rejuvenate, and sustain the energy level needed for effective
coaching.

You can take these breaks in the spirit of service to your clients. Let
them know well ahead of time that you're planning a vacation. If
you're taking a long break, you could refer clients to a substitute life
coach for that period. I know a very successful life coach who is
committed to one week off a month.
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Marketing Your Services

Three approaches to marketing

Life coaching can be an amazingly simple service to market. As you
discover ways to build your client base, experiment with three basic
tools: clarity, communication, and media.

Clarity

Marketing begins in the domain of being. Before you do anything
else to promote yourself as a life coach, be clear about the value that
this service creates. If you know from the depths of your soul
that life coaching delivers tremendous benefits to people, then
marketing can become a natural and spontaneous activity.

When approaching people about becoming my clients, my goal is
not to “sell” life coaching. My aim is not to convince other people to
buy this service. My goal is simply to explain life coaching fully and
then assist others to see whether it's a service that would benefit
them.

This is exactly how College Survival, Inc., used to market Becoming
a Master Student, which became the best-selling college textbook in
America. There could be a million explanations for that book’s suc-
cess, but I think a major reason is that we didn’t sell the book in any
traditional sense. We never tried to convince our customers that the
book was a good buy for them. What we did say was, “Here’s the
book, and here’s what it will provide for students. Is this something
that would be useful for you?” We always had our eye on serving
people, not selling the product.

You can adopt a similar approach to marketing life coaching. From
the start, you can release any concern about whether or not a person
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“As your life coach, I'll get together with you once a week or so
to help you define problems, brainstorm solutions, set goals, and
move into action.” That statement is about the features of life

coaching.

Instead, 1 suggest that you speak about the benefits of life
coaching—how people change while working with you. Talk about
the results that your clients experience from life coaching. Describe
how life coaching helps them create more health, happiness,
wealth, and love in their lives. You could even provide an experi-
ence of coaching to a potential client by assisting them to set a goal
or generate options for solving a problem.

My father was a salesman, and he was the first person to help me
understand the difference between features and benefits. He used
to say, “When people go into a hardware store, they aren’t inter-
ested in buying a drill bit. They’re trying to buy a hole.” It took me
years to figure out what he was talking about. What he meant was
that people want the benefit, not the feature—in this case, the hole, not
the drill bit. That’s a distinction [ want to keep in mind when speak-
ing to potential life coaching clients.

This approach can become the marketing of the new millennium. In
this kind of marketing, we focus on our purpose and on our service.
There is no hype and no manipulation. We keep talking about the
results and benefits of life coaching. There are no sales gimmicks,
but there are lots of new customers.

Media

Your marketing efforts can also exist in the domain of having. When
approaching potential clients, you can have plenty of promotional
materials on hand—business cards, stationery, brochures with testi-
monials from your previous clients, videos, refrigerator magnets,
monogrammed pens, calendars, post cards, and more. You could
rent a billboard, put up a sign, or place an ad in the newspaper. You
could even wear an “Ask me about life coaching” button and see
how people respond.
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spoken before, you can start by repeating someone else’s words.
This process is a little like the way a jazz musician learns to impro-
vise. Only after mastering the basics of scales, chords, and arpeg-

gios does she invent her own creative compositions.

The following example offers one version of the “perfect” calling
card. Now, please keep that word perfect in quotation marks. These
words, of course, are not perfect. They're probably different than
the words you’ll eventually use for your own calling card. Even so,
this calling card offers a basic model you can use in speaking briefly
and effectively about life coaching.

I'recommend that you memorize this calling card and speak it a few
times in the presence of other people:

“My profession is life coaching. This is a long-term partnership
where | help people create the life of their dreams. I promise
that if we work together, your effectiveness will improve dra-
matically and you will experience even a more wonderful life
than you do now.

“I charge for this service by a monthly retainer. Clients pay me
a thousand dollars a month up front for between six to eight
hours of coaching each month. We communicate face-to-face,
over the phone, and in writing.

“In addition to money, there’s something that’s just as impor-
tant to me—that you get great value from this coaching. I only
want to be your life coach if you are making wonderful use of
our time together and experiencing powerful and positive new
results in your life. I do this work to make a living and to make
a difference.”

Once you have memorized that calling card, you can take elements
of this example and develop your own calling card—or create
something that’s completely original. The following suggestions
can help:

o DPut your calling card in writing. Get together with other people to
draft your cards, compare notes, and incorporate each other’s

ideas.
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are other people out there who will want life coaching that much
once they discover what the service is about.

Consider many types of clients

I know a life coach in the Bay Area of California named Jerry Joiner.
He is an accomplished and skillful person, originally trained as an
obstetrician. Last time I talked to him he had over 25 coaching
clients, and he told me that he keeps turning people away because
he’s too busy.

Before Jerry had any clients, he developed a list of the types of peo-
ple he wanted to coach. For example, he wanted to work with a per-
son who was dying, a person who was gay, a person who was poor,
and someone who was a CEO for a major corporation.

You might find this approach useful. Many new life coaches possess
a rather narrow vision of the kind of clients they could potentially
have. Consider making a list of the people you’d probably never
coach. Then contact at least one person on that list and describe
your service.

Approach people with big goals

I like to work with people who have large-scale, long-term goals.
These don’t have to be philanthropic or humanitarian goals. It's
okay with me if the goals are selfish as long as they are big.

This brings up another distinction between life coaching and coun-
seling. People often go into a counseling relationship with relatively
limited goals—for example, to grieve a parent’s death, solve a
marital problem, or learn to get along better with their children.

Those are all great goals, but I prefer to coach people with a larger
vision. I enjoy a client who wants to take on his entire life and expe-
rience massive transformation. I like clients who already have a
good life and want to have a phenomenal life.
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Talk about your experience. You can talk about the clients you've
had and the results they’'ve generated through life coaching. If
you’ve worked both as a life coach and a consultant or counselor,

then you can talk from first-hand experience about how these
fields differ.

Speak about your enthusiasm for personal growth. Even if you don’t
have much experience as a life coach, you can still share your
passion for personal and professional development. Since I was
about 13 years old, my passion has been discovering success
strategies and ways to communicate them. I took on this task
wholeheartedly, first as a hobby and then as a profession. As a
life coach, I trust that you share in this passion, and this is one of
the key qualifications you bring to life coaching.

Describe the wonderful life you have. Talk about the goals you've set
and met. Reveal some the problems you've faced and the strate-
gies you used to solve them. Also, speak candidly about your
failures. When we know ways to learn from them, our mistakes
can become our most patient and profound mentors. By celebrat-
ing mistakes, we can transform them into qualifications for life
coaching.

Talk about processes that go beyond content. Describe general strate-
gies that clients can use to solve any problem, change any habit,
and meet any goal.

Speak about your number one qualification—your commitment to
serve. Promise clients that you will keep each of them in your
consciousness and root for them as much or even more than their
parents or spouses do. Tell clients that you will hold their goals
as sacred creations and assist them in any way you can to create
the life of their dreams.

Meet other life coaches and recommend each other

People who run a one-person or home-based business can quickly
become isolated. To market your service effectively, get to know
other self-employed people. Especially seek out other life coaches.
They might be willing to refer potential clients to you.
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“Sometimes I can provide what friends can’t. I find that even my
best friends can have an agenda for me, so it’s hard for them to help
me look in an unbiased way at what I want. I also have experience

in working with many people to set and achieve their goals, solve
problems, and change habits. That experience is something that
many friends can’t offer you.

"If you like, I could be with you for two or three hours at no charge
as a way to demonstrate the benefits of life coaching. It would be
useful for me to know if your friends are actually providing these
benefits.”

" Everything in my life is great.”

“Wonderful. Not everyone can say that they're living the life of
their dreams. If you ever want something else—more money,
health, vitality, or more spark in your marriage—then call me.

”I also want to hold out the option that your life could be even
more tremendous than it is right now. We might be able to invent
some possibilities you’'ve never considered, such as living a life
with no money worries at all, or learning how to have a one-hour
orgasm.

”And if your life is already full and satisfying, then we could look
at some new ways for you to contribute to others. There’s certainly
no shortage of problems to tackle—everything from ending hunger
to preventing teen suicide. Given that you have such a wonderful
life, you could take on a big problem and make a world-class
contribution.”

Making the transition to self-employment

Many people who start life coaching go from a structured corporate
setting to a fully self-generated business, probably working at
home. This can be a huge transition, going from 45 to 50 hours at
work each week to perhaps 10 or 15 hours of life coaching. If
becoming a life coach involves this kind of career change for you,
then consider some strategies for making a smooth transition to
self-employment.
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help you get organized, such as office assistant or secretary. This
person would not have to work with you full-time. Consider some-
one who has a secretarial business at home and is willing to work

with you periodically.

When [ first started my business, I wanted a secretary and in no
way could afford one. So I found a woman who provided support
services to many small businesses. I dictated letters and mailed her
the tapes. She typed my correspondence and sent it back to me for
editing. She also came to my office periodically to help me organize
my desk. Getting this kind of support is one way to promote a
successful home business.

Another option is to hire someone to coach you in developing your
business. To build the most empowering relationship with this per-
son, explain the difference between coaching and consulting and
indicate which type of relationship you want at any given time.
Teach this person how to coach you.

Set aside working hours

When I started my own business, I loved the flexibility of setting
my work schedule. I could go to a movie during the middle of the
day, if I wanted, or go outside and take a walk. In addition to pre-
serving that kind of flexibility, I also wanted to set a consistent
schedule so that my body would know when it was time to start
working. So, I set aside blocks of time for work. At one point, for
example, my plan was to put in four hours of work between 6 a.m.
and noon. Then take a two-hour lunch break and work another four
hours between 2 p.m. and 6 p.m.

Now, of course, I deviated from that schedule occasionally when
something fun came up during the day or in emergency situations.
At the same time, this flexible schedule was enough to signal my
psyche and my body when it was time for work and time to relax.

This is the same strategy used by people who go to church regularly

at the same time each week. When that time approaches, their
whole spirit enters a sacred space. Employers who ask you to show
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A friend of mine just signed up a client at the barbershop. He was
getting his hair cut and overheard a doctor sitting next to him com-
plaining about his marriage. After a short conversation, a new life

coaching relationship was started.

Questions about coaching people who seem
“stuck”

How can I respond when clients keep canceling sessions,
even though they say that they want to continue?

I like to believe people by their words and not their actions. I know
that this is contrary to how many people operate. I believe my
client’s words. And the words from the client in this question are
that he wants to continue. I suggest that you believe that and keep
acting consistently with it.

Instead of interpreting his canceling as not wanting to continue,
you can choose a more powerful interpretation for this fact: “He’s
completely overwhelmed.” “He’s way too busy.” “He’s having a
trauma in his life that really calls for my assistance.” Those are just
a few possibilities.

If you hold such an interpretation, your actions will be much differ-
ent than they would be if you assumed he didn’t want coaching,.
In fact, you may even step up your outreach. You could call him
every single day, maybe twice a day. You could write him letters or
send him a post card every day: “Dear John, I know you want to
continue meeting with me. You acknowledged how much value
there is in life coaching and said you want to be in touch with me.
Please call.”

Then you could stop in at his office. Like an effective salesperson,
you go in to the prospect’s office and wait, knowing that if you wait
long enough, your client will come out and talk to you. You just
drive over there and know that he wants to talk to you. How do you
know that? Because he said so.
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One thing you can do is acknowledge the fear right up front to
the client: “You know, I am still amazed at how powerful our last
session was, and I'm not sure that it can ever happen again in

that way.”

A second option is to not take that first session personally. When
clients move dramatic distances in a short time, that’s probably due
to the client—not to you. So, if your first session is powerful, you
can congratulate the client and hold out for even greater possibili-
ties: “You were brilliant the last time we met, and I know you can be
even more brilliant.” Keep acknowledging that the power of the life

coaching relationship comes from your client.

Bring your own questions and answers

One purpose of any chapter full of questions and answers is to
share some specific ideas in an interesting and direct format. In pre-
senting these questions and answers about life coaching, I also have
another purpose—to help you pose your own questions about life
coaching.

Throughout this book, I've noted the possible dangers in askin
& p & &
questions when coaching. However, in a teaching environment,
questions can create value in several ways:

e When you ask a question, you bring a huge gift to people—an
invitation for them to speak their brilliance and an offer to listen
to their answers. Full listening is one of the best ways that we can
contribute to others, especially in a culture that doesn’t particu-
larly value listening . . . or at least doesn’t practice it.

® Questions open up an inquiry that might never have taken place.
Questions wake people up and lead them to examine an issue
that might go unexamined. Questions can take conversations
into new areas, lead to new information, promote curiosity,
create new distinctions, and multiply possibilities.

® Questions remind us that no one knows everything about any
subject. Through questions, we can go beyond the knowledge of
any individual and access the knowledge of an entire group of
people.
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write—even before you know what to write. Don’t think. Just
watch your fingers and see what they write. The results might be
surprising.

You can do the same thing by speaking. Just open your mouth and
say, “The question I most want to ask is...” Then, listen to what
comes out of your mouth before you start thinking about how to
complete the sentence.

Pretend to be someone else

Another way to invent questions is to first think of someone that
you greatly respect. Then pretend you're that person and ask the
question you think she would ask.

You could also think of a person you admire and imagine
what question you’d ask this person. Imagine that you're face-
to-face with Jesus, Buddha, the Dalai Lama, or whomever else
you choose and this person says, “My friend, I grant you one
question. I'll answer anything. Now, what do you most want
to know?”

Ask what else you want to know

Many times you can quickly generate questions by simply asking,
“What else do I want to know about this?” You can do this right
after you read a paragraph in a book or listen to someone speak.

For example, in Chapter Five I write about how to prioritize goals
by assigning them letters (the “ABC priority system”). After read-
ing those paragraphs, you might think of several other things you'd
like to know, such as:

e What's the value of setting priorities in the first place?

e What happens if I don’t set a priority for a goal? Could that
sometimes be effective?

® [How else can I represent priorities besides using letters?
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hopelessness 196

hospice care 167

“how” versus “what” 126,128

Human Being: A Manual for
Happiness, Health, Love, and
Wealth (Ellis, Lankowitz) 9,
29,119, 154

ignorance, benefits of 114-5

“] have a dream” speech (King)
128

“Thave to” 16,106

illegal activities 171-2,173

[-messages 60, 146-8

incense 98

income level

insight 20

18,143

insisting versus assisting 100, 171

Index

intentions 121
internal locus of control 61
internet 25

interpretations 14, 15, 16, 1034,
148
managing 155
versus observations
interruptions 110, 120
intimacy 3, 77,159-63
balance of, with clients
159-60
secrets and 111-2
intuition 95-8
investigating role (power process)
155
“I should”

142,147

16, 106

Jackins, Harvey 140
Jefferson, Thomas 172
jogging 24

Joiner, Jerry 24, 183
journaling 53, 87
judgments 6, 147
release of 50-1, 103
suspending 75

Keyes, Ken 142
Kiefer, Richard 199
King, Martin Luther 128

labeling 103, 146
language
of obligation 106-7, 146
of possibility 106
of preference 106
Lankowitz, Stan 9, 29, 119, 143,
199
laws, state 172
learning styles 24
legal protection 26
letters, coaching with 23, 24,
42
see also writing
licensed mental health
professionals 27
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