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Pref ace

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 coaclr. Life Coachirzg is a comprehensive manual for assisting
someone wl-ro is already trained as a helpir-rg professional (such
as a counselor, social worker, n-rinister) 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.

Tlris 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. Tl-ris model
is described in detail in my other books and is particularly well pre-
sented in the book Falling Azuake. Fnllittg Arualce and the accompany-
ing workshops, video and audio programs, and website are corl-
panion materials for Life Coachittg. Clients of the coaches who use
our style of coaching can also use this material. Falling Atuake is like
a textbook and is designed for use by clients who are receiving life
coaching.

My definitior-r of life coaching differs from the way that many peo-
ple understand this term. I almost wish l l-rad a different word for
this way of being with people, since I often hear the word coaching

used in a way tl-rat I would never use it. Many people think they are
coaching when they say: "Let rne give you some advice," "l can
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consult with you," or, "I can teach you some skills to solve that
problem."

There's nothing wrong with a vision of coaching that includes
consultation, teaching, and advice, but what I mean by coacl-ring is
something entirely differer-rt. In life coaching, nty nim is to assist

people to create their own soltttiotts, nrriae nt their oLln ansruet's, nnd dis-

cooer options for thernselues. Wllen we promote tliis kind of creativity
in our clients, they're far more likely to bring tl-re results of life
coaching into their daily lives and produce lasting change.

Others who write about or teach life coaching may therefore read
what I've written here and say that it does not represent what they
mean by life coachirrg. With respect, I say, "I know, but it is what /
mean by life coaching. I don't present tl-ris rnaterial as an argument
for a point of view but rather as a possibility for how we can help
others to discover their passions and unlock their brilliance."

A note about gender-fair language
In order to be gender-inclusive while avoiding awkward sentence
constructions, I chose to alternate the use of male and female
pronouns througl-rout this book.

More about Falling Awake

Fallittg Arunlce: Crenting the Lit'e ot'Yow Drean'ts is an interactive book
that assists life coaching clients to identify what they want in all
areas of their life for the rest of their lives and to develop ways to
achieve those dreams. This book is often the "textbook" that can

provide the teaching that most life coaches do not have time to do
during their sessions. It covers a wide range of life skills from stress

rnanagement to communications to lor-rg range planning.

In addition to the Falling Azonlrc book, this material is also presented
for life coaching clients in workshops, video and audio programs,
and a comprehensive website. The website provides for free: 1) a
Wake-Up CallrNr service, 2) a life-plauuing program, 3) data-based
journaling, and 4) a downloadable version of Fnllittg Aruake . You can

vi
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find out more about all of these services and a schedule of upcom-
ing workshops by visiting www.FallingAwake.com or by writing
to:

Falling Awake
P.O. Box 8396
Rapid City, sD 57709
USA

VII
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Chapter One

The Power nnd Possibility of
Life Coaching

Dis c oo ering p as sion, unl o cking brilli ance

The purpose of this book is to describe a specific type of life coach-
ing called, "Life Coacl-ring from Falling Awake." In general,
life coaching is a process whereby tl-re coach assists the client to
improve the quality of his or her life. Of course/ this is a purPose
similar to wl-rat 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 lrew.

In7996,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

rnany 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,
l-raving 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 cor-rld 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
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life coach who serves as the clients' full partner in their personal
transformation.

Life coaching is not just a collection of techniques-it's a forrn of
relationship that's both confidential and life changing. People usu-
ally reveal more to their life coach than to their frier-rds, counselors,
or even to their spouse. Through this relationship, clients can move
quickly from problems to solutions, from insight to action, from the
status quo to completely new orltcomes in their lives.

Life coaches provide a service for people who are already huppy
and successful. Basically, life coaching clients have got life "han-
dled." As a life coach,I am committed to bring tl-rese people to that
deep, soulful sense that they are free-free from their obligations,
their limitations, their fears, and any other obstacles to realize their
full passion and brilliance. I don't know of a greater gift that we call
bring to people.

Our clients can quiclcly create the life of their dreams

I tl-rir-rk it's possible to learn to be with people in such a way
tlrat their lives transform qriclcly.By the word quickly, I don't
mean in a few days, but I do mean in a few weeks, a few months,
and absolutely within a few years. Wl-rat I offer in this book are
ways that you and I can be this way with more people, more
consistently.

We succeed as life coaches when our clients feel empowered and
valtrable-confident, secure, and filled with new options. When
clients leave tl-reir sessions with a renewed burst of energy, then we
know the coaching is working. And when we're skilled in the art of
life coaching, clients can experience this in a five-minute interaction
as well as in a five-hour session.

You can dramatically improve yolrr ability to be with people,
such that in a few months they car-r authentically report that they
won the lottery of life. As a life coach, you can assist people in
a short time to authentically say, "Today, I'm living the life of
my dreams."
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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 tl're 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,l've coached people and
I've received life coachiug. From the conversations I've had with
my coaches, I've dramatically shifted my daily activities. I've
cl-ranged how much l delegate, how much I work, how much I
spend, how I take care of my health, l-row I relate to my wife, how
much pleasure I experience, how I contribute to people, and much
lrore.

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 overcolne 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) drearns (wl"rat they passionately desire), and 3) actions
(ways they car-r 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 tl-rat your clients can become
totally alive. This is a way of being tliat people very seldom experi-
ence. Think about the number of people you meet who regularly
enjoy deep intimacy, vibrant healtl-r, full celebration, and daily
ecstasy. As a life coach, this is what you help clients create. h-r doing
that, you are probably giving as much as one person can give
another.
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Please let in rny enthusiasm about life coaching. On every page of
this book, I want to communicate how enamored I am with this
new career and how much it benefits people. Opening up to the
power and possibility of this new profession can propel you toward
full effectiveness as a life coach.

Maior benefits of life coaching

Life coaches create value by assisting clients to solve problems. But
if that's all that we do, then our clients continually need problems in
order to keep working with us.

Efficient problem-solving is only part of the power and possibility
of life coaching. When we coach from a larger context, we can bring
all of the following benefits as well.

Constant celebration

Life coaches promote celebratiorr and a deep appreciation of life. We
encourage our clients to trr-rly see how fortunate they are in every
area of life.

Many people go through their life not realizir-rg how wealthy they
are in comparison to all of the other people on the planet. Most peo-
ple don't appreciate how healthy and loved they are. One of the
jobs of a life coacl-r is to l'relp our clients wake up to what a great life
they have.

Alnrger aision

Life coaches can bring a vision of people that goes beyond their
vision of themselves. When we see others as bigger than they see

themselves to be, we empower them. We imagine our clients
experiencing profound shifts in their lives and generating projects
that will outlast them for many lifetimes. We listen to our clients
and take their dreams seriously in a way that no one ever has
before.
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You and I llave the potential to be with people in such a way that
tlreir lives are altered forever. Wllen we go beyond what they lmae

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 rnake 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, tl-rer-r do whatever you need to do so that you can-or get l'rirn
a different coach.

lnspired creatiuity

A life coacl-r consistently listens, speaks, and occasionally asks ques-
tions in a way that draws forth his clier-rt'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: "We11, 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 solutior-rs. This Process is not about teaching wl-rat

you already know or about clients acting as students. Instead, life
coaching is empowering people to invent sometl-ring new-to think
something they've rlever thoug}rt before and to say something
they've never said before.

E xp an d e d p o s sib ilit ies

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 rny job as a coach is to bring fortl'r possibilities that aren't
immediately obvious to people, no matter what arena of life we're
discussing.
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Apotential client might say, "What i really want from working with
a coach is a life that's free of debt."

"Cteat," I'll reply. "Yes, you can get out of debt. And, if you want,
you can take on the goal of having two years' worth of your salary
in savings. You could even manage your money so well that you're
able to give away 20 percent of your income every month. Those are
jr-rst a couple of possibilities available to you in additior-r to getting
debt-free."

What I'm doing here is creating new possibilities for people-.not
telling them what to do. I don't say, "You know what you shotLld

do? You really should put two-years' worth of money in the bank
and then give away 20 percent of your income." I think that
"shoulding" on people disempowers them. My goal is to open up
new possibilities.

In my experience, people do not hold the possibility that they
can create a life filled with joy, intimacy, pleasure, health, and finan-
cial well being. Sorne people even feel guilty about the prospect
of having a life that grand. We as life coaches can be tl-re voice for
a wonderful life. We can just keep bringing this conversation
about possibilities to clients-a conversation that they seldom get
anywhere else.

Someone who listens fully

In addition to bringing a larger vision, inspired creativity, and an
expanded sense of possibility, we create tremendous value just
by listening fully and deeply. This is something that few people
experience in any of their relationships.

Full listening happens when we allow people to survey all areas of
their lives and speak with total candor about what works and what
doesn't. Full listening happens when we allow clients to share, to
celebrate successes, to cry, to grieve, and to laugh-all without lear
of judgment.

Another way we lister-r fully is by releasing all of our personal
agendas. Life coaching is assisting people with their agenda on
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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 "it-t-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 6nsg//-;1nd that clients don't get on their
own cases. When people are made to feel "wrorlg," 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. I usually tell people that I won't
do this. What I can do is remind tl-rem of their promises and goals
without blaming tl-rem 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 tl-rat 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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possibly your mother or your father. I will review your goals
and dreams and think about your struggles. I'm there for you con-
stantly. That's how much of a partner I am for you."

Often I request photographs of my clients. That way I can look at an
image of each person every morning, remember my commitment to
their success, and bring their visions, dreams, and goals into my
heart.

When I hear these things from a life coach, I feel valued in a way
that's absolutely unique. Even when I am not in contact with my
own life coaches, I still know that tl-rere are people who are rooting
for me-people who are completely committed to my agenda and
who care for me unconditionally.

Change in all domains

Clients can create the life of their dreams in tl'rree domains: hauing,
doing, and being.

Many people are out of balance because they focus primarily on
wl-rat they have-their jobs, their money, their cars, their houses,
and their relationsl-rips. These people often act as if they are human
"havings"-as if the only thing they need to do to be happy is to
rearrange tl'reir circumstances.

Others can become "human doings." They can be dominated by
what they do-the work they do, the community service they do,
the trips that they take, and the exercise they do.

I am not saying that there's sometl-ring wrong with having or doing.
I am saying that people often rninirnize or forget about anolher
domain-the domain of being. When we coach in this domain, we
assist clients to define the core values and fundamental comrnit-
rnents that constantly shape what they choose to do and have. As
life coaches, we can keep bringing clients back to a conversatiorl
about who they are, beyond their actions and circumstances.
We can bring the dornain of being to lives dorninated by doing and
having.
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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-
thir-rg they've ever drearned of doing and to have the circumstances
of their dreams.

While keepir-rg balance among these three domains in mind, I will
bend over backwards in assisting people to achieve the life of their
dreams in nny one of tl'rese domains. As a life coacl"r, I resist the
temptation to steer clients away from "materialistic" goals in tl're

domain of l-raving and guide them toward goals that are more
doing- or being-orier-rted. 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
car"L help you have those things."

Benefits to people beyond the client

In1.995, Stan Lankowitz and I cornpleted a book titled Human Being:

A M,anunl for Happirtess, Henlth, Loae, nnd Wenlth. 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 Hwnnn Being to have a similar effect on people
who knew the reader-even if these people didn't read tl-re book.

As life coaches, we can adopt a similar goal. Whelr 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 relationsl-rips with our clients. When
we partner with people over tl-re long-term, we help them win the
lottery of life and create value for the people ar-rd projects they love.

Freedom from suffering and self-discipline

I often meet people who subscribe to the pliilosophy of "no pain, tto
gain." Even though people can create value from their suffering and
self-discipline, this is not the patl-r that I recommend to my clients. I
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want people to live out their visions, dreams, and goals with a min-
imum of pain, struggle, upset, and turmoil.

Suffering and self-discipline are not always necessary to personal
growth and development. Through life coaching, clients can get to
the life of their dreams while staying lighthearted and taking
actions that seem almost effortless.

Full commitment

Tiemendous progress can be generated simply out of our commit-
ment to clients. This is 90 percent of what life coaching is about-
being completely committed to the client's agenda in life. This
commitment gives people power.

You don't need lots of techniques or years of experience to be an
effective life coach. What contributes to people most is your level
of commitment to them. That commitment doesn't corne frorn
technique or experience-it corrres from the depths of your being.

Kny qualities of life coaches

Life coaches are committed to joyful seraice

Service without joy can too easily turn into resentment and, rather
tlran being a gift, can become a burden for both the giver and
receiver. As life coaches, we experier-rce joy when we serve others
and consider it an honor. We are committed to leaving people in
better shape than we found them and are thrilled when given the
opportunity to assist clients to get what they want in their lives.

In order to serve clients effectively, we suspend our own thoughts
about what's most important and, instead, cornmit solely to our
client's prlrpose and agenda.

As a life coach, I enjoy knowing specifically how I can serve my
client. To find out how I can be most empowering from moment to

10
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rnoment, I can look to my client for direction. I could ask, "Do you
still want to talk about money issues today, as we'd planued, or is
there something else that is more important to you right now?" Or I

could ask, "Would you like me to just lister-r or would you prefer
that I facilitate some problern-solving?"

Life coaches haae confidence in clients

Life coaches facilitate miracles in people's lives. This can be a

daunting and even frightening challenge if we tl-rir-rk we have to do

this all by ourselves. But we don't. We know that our clients are bril-
liant, loviug, and generous partners in the process. We trust that our
clients can quickly and permanently create wonderful lives.

Life coaches do rnore than listen fo people-we listen /or people' We

listen for what might be dormant or l-ridden. 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 becorning.

When life coaches listen for people in this way, these positive quali-
ties rise to the surface aud 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 ir-r contradiction to the client's
current mood or point of view. While l-raving empathy and com-
plete understanding, a life coach knows that a foundation of
brilliance and competeuce lies just beneath their client's negative
self-esteem.

Now, I can't prove that you, I, aud 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 rny heart that the people I interact with
are geniuses. Wl'ren I trust that of myself and of thetn, then what
we create during a coaching conversation rises to the level of
gerLius.

11
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One of the most powerful tools I use in my coaching is to communi-
cate this promise to each of my clients: "I will interact with you
knowing that you are brilliant, capable, loving, contributing,
resourceful, generous, and creative, And if you ever appear differ-
ently than this, I'11 know that I've just made an error and that I'rn
not seeing you as you really are."

In addition to having confidence in our clients, we as life coaches
also trust tl-re desires of our clients. We are confident that clients
know what is best for themselves. We believe that when clients fol-
low tl-reir own authentic desires, they end up prornoting the highest
good for tl-re largest number of people,

Even if a client follows a well-examined desire and it gets the client
into some kind of trouble, coaches trust that the consequences of the
client's actions and what is learned as a result of that action is an
effective way to move the client forward. Of course, if the client is
planning some illegal, unethical, or immoral activity, I do my best to
stop it.

Life coaches trust what their clients say. Even when tl-reir words
seem to conflict with some of their behaviors, life coaches still trust
what tl-reir clients say. If, for example, a client says that he wants to
lose weight and yet does not exercise and maintains the same poor
eating l-rabits, a life coach knows that tl-re behaviors are just a bunch
of habits that llave not yet changed to be consistent witl-r the client's
stated goal. The behaviors in no way dilute the iniegrity of tl're
client's words that he truly wants to lose weight.

Life coaches trust the process

Life coaches know tl-rat life coaching works. We are very certain that
clients can use life coaching to create miracles in their lives. This
clarity is not theoretical. It is gairred through their own direct expe-
rience and through tl-re reports of others. Tl-ris belief is contagious
when we have an unshakable belief in the value of life coaching.
The more confidence clients have in the process, the more effec-
tively they will be able to use it to create more of whatever they
want in their lives.

72
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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 tl-re 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 neit}rer stuck nor positioned. We are open to
change, willing to take risk, and comfortable trying on differer-rt
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
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Even though coaches have challenges and ups and downs just like
everyone else, we are knowledgeable about a wide variety of suc-
cess strategies and are practiced at using them. They are genelally
livir-rg balanced, fulfilling, joyful, and contributing lives.

Life coaches are life-long learners. We are able to offer many current
personal examples, refer to a wide variety of literature, and bring
relevant, accurate information to our conversations. We use what
we've learned to inject useful analogies and metaphors whenever
appropriate.

Life coaches establish rapport

A relationship with a life coach is one of the most personal and inti-
mate relationships that a person can have. When conversations are
safe, when listening is effective, and when strong rapport has been
developed, clients are willing to reveal their deepest desires and
most troublesome concerns.

One of the most effective ways to establish rapport is to use the first
strategy on the coaching continuum, which is to listen fully and
affirm. Fully understanding and accepting clients' thoughts, emo-
tions, and actions strengthen the bond that }rolds relationships
together.

Life coaches thinlc ueatirely

When life coaches are adding to clients' lists of possibilities or pre-
senting their own, the ability to think creatively can help clients
break out of old paradigms and create new interpretations that are
rnore empowering. Generating many different (and even contradic-
tory) ideas, options, solutions, and menus can give clients a greater
sense of freedom.

When holding up a mirror, life coaches use our creative thinking
to polish up and enhance whatever the client has spoken before
sending it back.
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Life coaches think creatively to accornmodate 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 thinlc uitically

Life coac}res assist clients to apply critical thinking skills to achieve
goals. We also understand that critical thinking is just one helpful
tool, and tl-rat 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 orgar-rized life plan.

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

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

Critical thinking skills can assist clients to untangle complex sit-
uatiorls 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 witl-r who they intend to be.

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
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Life coaches t'acilitate powert'ul processes

As life coaches, we have a variety of processes in our toolboxes to

assist clients in resolving current problems, exploring new possibil-
ities, designing effective and powerful action plans, creating visions
for the future that are clear, compelling and wonderful, and living
the life of their dreams.

These processes include facilitating emotional release, promoting
promises and comtnitment, inventing powerful interpretations, and

creating multiple solutions and pathways to achieve any goal.

Processes that life coaches tlse are content free and can be applie<1 to
many different issues, circumstances, and goals.

Life coaches pay attention to langwage

The way clients speak and their choice of words reveal attitudes,
values, beliefs, and inteutions tl-rat are fairly good predictors of out-
comes, both successful and unsuccessful. Client language offers
clues than invite strategies that promote progress.

In my book, Fatting Aroalce, I talk about the ladder of powerful
speaking. Tl're main purpose of this approach is to offer a way for
people to use their language to move from being victims to being
more self-responsible. When clients use words like "I should," "I
have to," "I :mltst," or "They made me," they are giving their power
away to others and are playing the role of victims. When clients use

other words like, "I collld," "I'd prefer to," "I'd love to," "l plan to,"
and "I promise," they are moving closer to being responsible
and taking effective action. Life coaches can discuss tl-ris use of lan-
gllage with clients and assist them to be in more control of their
lives.

You can read the article about the ladder of powerful speaking for
free by visiting my website www.fallingawake.com and clicking on
"Get the Book Free" and then on "Table of Contents." In the chapter
"success Strategy #4 - Take Responsibility", the article is titled
"Escaping victim mlld." In fact, yor-r can read any article in the
entire book for free at this website.

16
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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 tl-re 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'11 be on a
cruise ship in the Caribbean" can be heard as "I'11 be on a cruise
ship in the Caribbean next week and wor-rld you help rne find a way
to talk with you?"

Life coaches coach from a blanlc canaas

Creat life coac}res 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 tl-reir life and their cornrnitrnents. 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. Frorn this,
I 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 rne 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 l-re 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 backgrour-rd in

"17
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meditation, Max can completely let go of everything on his mind.
He creates a space inside himself resembling a blank canvas, stay-
ing present moment-to-moment with nothing predetermined. Then

l-re just paints one stroke after another and an amazing work of art
shows up.

Renaud says his intention is to do the same thing when coach-

ing people: "I create a sPace for that Persoll to discover what

they have to discover and tl-ren be pertinent to that moment.
Meeting Peter Max showed me that my job is to bring emptiness
and a blank space instead of all my history and baggage with
the client."

Coming to this blank space can be hard when we bring assulnp-
tions about tl-re differences betweett people. For example, I could
assrlme that there's a huge difference between coaching rnen and
coaching women. I could also assume there is a big difference
between coaching someone who is 20 years old and someone

who is 40. And, I could assulrle that coaching someone who grew
up in a rural area is differer-rt than coachit'tg someone who grew up
in a large city.

The trick is to acknowledge all those clifferences and go beyor"rd

them. I don't like to assume that people's gender, income level, race,

or age explains wl-ro they are or why they do what they do. I think
that categorizing people and then coming up with ways to coach

them based on those categories is a mistake. I want to coach to the
soul, not to the category-male versus female, black verstls white,
gay versus straight, old versus young.

I do not want to depend on any preconceptions about the differ-
ences between people when I coach them. While coaching,I want to
continually return to the blank canvas that Peter Max and Michel
Renaud talk about. I want to release any thoughts such as, "When
I'm with men, I'm going to coach thern one way, and when I'm
witlr women, I'm going to coach them a different way." My com-
mitment is to let go of such thoughts and approach each hurnan

being with a blank canvas. From that infinite space we can call forth
all possibilities.

18
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Ltfe 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 ls 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: rran-
agers, supervisors, consultants, rabbis, priests, ministers, sponsors/
mentors, teachers, occupational tl-rerapists, advice columnists, and
even psychics. Knowing distinctions between these roles ar-rd life
coaching can help you do the job more effectively.

You can get rnost of these key clistinctions by understanding how
life coaches differ frorn both consultants and counselors.

Life coaching is not consLtlting

Consultants are paid to give advice. For example, a financial con-
sr,rltant 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 tl-reir finances, their l-realth, their
relationships, their career, or any other aspect of tl-reir 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 tny car running. Wl-ren 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 owl1 solutions
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to my own problems. I want someone who realizes that I can

create my owl1 goals ar-rd discover dozens of ways to achieve tl-rem'

I want someone who assists me to discover my own passion and
unlock my own brilliance. I don't want to leave a life coaching ses-

sion feeling that rny coach is a genius because she gives great
advice. I want to leave the sessiot-t kr-rowing at a deep level that 1am
a genius.

When working with a consultant, I let someone else be the expert
on a particular part of my life. When relating to a life coach,l get to
be the expert on every aspect of my life. Tl-rat's one way that a life
coach elrrpowers me as few consultants can.

Life coaching is not therapy

Life coaches also differ in major ways from social workers, coun-
selors, clinical psychologists, psychiatrists, ar-rd other kinds of tl'rer-
apists. Consider the following distinctions:

o Most of a therapist's clients have mental disorders as define<1 in
th.e Dingnostic and Statisticnl Mnnrutl of Mentnl Disorders. A life
coach works mainly witl-r people who have no mental disorders,
but when a clier-rt does need tl-rerapy, they get that in addition to
life coaching.

o Therapists often assist people to gain insight by dwellir-rg on the
psychodynarnics of their thinking and behavior. While life
coaches value insight, tl-rey assist people to rnove quickly fron-r

the realm of insight ir-rto setting goals and taking action.

o Therapy, especially when it's based ir"r psychoanalysis, often
delves into tl-re patient's past and iuquires into the origins of a
behavior. Life coaching is more about assistinp; clients to change
behavior in the present and create the future they want.

o Therapists are often focused on a specific problem-the patient's
"presenting isstle." Life coaches start with a survey of the client's
whole life, including health, relationships, career, spirituality,
and much more, and then deal with every aspect of life.
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Therapists often build sl-rort-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.

Often a therapist's job can be summarized ir-r 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
Coaching

Choosing times and ways to meet

Choose times to meet

A coaching session can last anywhere frorn 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 l'rabit change. with another, you could meet for a whole
day to create the first draft of a comprehensive life plan. Ar-rd with a
third client you rnight meet once each week for two hours. Look to
the client as a guide, keeping in mind your own preferred work
scl-redule.

In general, I recommend flexibility in both the timing and length of
sessions. I've often spoken to rny coach on the phone for five rnin-
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 comrnitment to hold thern in your
consciousness and serve them in any way that works. h-r addition to
asking, "How are yott?", you might say, "Ijust want you to know I
arn 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 l am
your partner. Remernber that if sometl-ring comes up, we can talk
before our next scl-reduled session."

Choose Loays to meet

You can also remain flexible about ways to rneet. You can talk over
the phone or meet face-to-face. Send letters, faxes, or e-mails.
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Sometimes you can even amble through the woods with clients or

take a stroll on the beach. Orle of the most powerful and competent

life coaches that I know Jerry Joiner, regularly takes his clients on

walks along the ocean.

People ask me wllether there's a qualitative difference between

coaching face-to-face ar-rd coaching over tl-re phor1e. My answer is

that it depends on the client and the topic. The anonymity of the

phone sometimes allows people to reveal more than they do in per-

ion. As the coach, when working over the phone, you might feel

more cornfortable taking detailed notes that can help you Pay atten-

tion and think clearly. or1 the other hand, some clients will feel

more cornfortable with emotional release when they're meeting

with you in person. Experiment witl1 all the options and see what
works best for each client.

In addition, consider coaching tl1rough writing, a medium that

coaches tend to under-use. Wher"r reading a letter from you, clients

can assimilate ideas visually, an option that suits many people's

learning styles. Reading also allows clieuts to absorb messages; at

their own pace and review them more than once.

Coaching can include more than talking about life. For instance,

coacl-ring could mean listening to music with a client. At other times

it could mean jogging with clients or running errands with them.

Recently, I was on the phone with a client who said that he just felt
like meditating, so we wele silent together for about three minutes.

Another client of mine has sung me several songs over the pl1one. I
thir-rk those are all viable options for coaching activities.

Life coaching often takes place in a particular format: a professional

life coach who works one-on-one with a bevy of clients over many

years, charges each client a monthly retainer, and meets with each

client for four to six hours every month. However, this is just one

possible format. You can devise any system that works well for you

ind serves your clients. Following ale some variations on this basic

coaching format:
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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
differe,t styles of coaching. This kind of diversity keeps the
coachir-rg fresh and gives me a lot of ideas that I can bri.g 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 coachir-rg his
or her own coach. This option demonstrates tl-rat people can have
a coaclr witlrout irrcurrirrg 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 rnore.
Meet with clients once every one or two months instead of
several tirnes 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 tl"Lat could work for other people.
Coach mainly over the Internet. Hundreds of people now coacl-r
clients mainly through e-mail or computer "chat" sessions where
cornmunication takes place via the computer keyboard.
Coach a group of people. Using tl-ris format, you can meet
witl-r almost any nurnber 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 tl-re room can observe the coaching inter-
action and look for ways to apply what they learn to their own
lives.
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Continue coaching when trnaeling and on aacatiln

We don't need to stop our coachir-rg relationship just because the

client is traveling or on vacation. Often people need more support

in achieving a wonderful life when they are not in their regular

routine.

Keep in phone contact with clients throughout the yeal, no matter

where they are. A colleague of mine continued coaching his client as

the client took a business trip around the world.

Creating and using a life coaching
figreement

Consider creating a life coaching agreement-a document tl"rat

spells out what you expect of clients and what they can expect from
you. This document creates value in several ways. Besides giving
you some legal protection, a written agreement can clarify your
concept of life coaching and help to define your service.

Following is the life coaching agreement that I have used. This
agreernent is a sample only. I do not vouch for its legality'
piease create your own agreement and consider reviewing it with
an attorney.
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Prior to entering into a life coaching relationship, please carefully read the
following agreement and indicate your understanding by signing below:
1. I understand that life coaching is a relationship I 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.

2. I 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.

3. I 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. I acknowledge that deciding on how to handle
these issues and implementing my decisions remains my exclusive respon-
sibility.

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

5. 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. lt is also possible that certain topics could be re-
viewed with other life coaching professionals for training and development
purposes.

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

7. I will not use life coaching as a substitute for counseling, psychotherapy,
psychoanalysis, mental health care, or substance abuse treatment. I realize
that this life coaching is not done by a licensed mental health professional.

8. I promise that if I am currently in therapy or under the care of a mental
health professional, that I have consulted with that person regarding the
advisability of my working with a life coach.

9. I 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 I should consult the appropriate professionals.
I acknowledge that I will not use life coaching as a substitute for such pro-
fessional guidance. I further acknowledge that all decisions on dealing with
these issues lies exclusively with me.

Signature Please print name

Date Address

StateCity Zip
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Getting started with a client

Choosing what to do during the first session with a new client
can be challenging. This is a time when you and your clients can

exercise full creativity.

Life coaching begins as you build a relationship with your client.

This first pl-rase of coaching comes from your heart and your over-

riding commitment to your client. This is a time to build rapport.
This is the time to ask for your client's trust, create an environment
for sharing, acknowledge and appreciate your client, and set the

stage for creating amazing results.

Summarize the mechanics of coaching

In addition to buildir-rg relationships, you can do a little "house-

keeping" during the first session. Discuss some of the mechanics; of
life coaching, such as times and ways you intend to meet with your
client. Review key policies-your fees, how often you'd like to be

paid, how you'd like to be notified about a canceled session, and so

on. This is an excellent time to review your life coaching agreement.

Talking about logistics l-relps people get comfortable and lays the

foundation for future sessions.

Aslc what your client Llants from the first session

Start with the obvious: Ask clients what they want from their first
meeting with you.

Usually, I go into an initial session knowing what l want to get out
of it-for example, a list of the client's key values, a survey of
his effectiveness in several areas of life, the names of l-ris fanfly
members, and the like. Those are some of my goals. In addition, I
want to take tl-re time to learn the client's goal for that first session.

Frorn the begirlning, you can enlist your clients' tl-roughts and allow
him to cocreate the coacl-ring relationship with you.
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Suraey 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 tl'Le current state of their relationships, their health, their
finances, their spirituality, and more.

This activity brings to mind step Four of Alcoholics Anonymous,
whicl"r asks for a "searching and fearless moral inventory.,, The key
idea is for your client to be comprehensive and to teil the truth.

Clients can do this survey in many ways, both formal and informal.
One option is for them to fill out tl-re survey in Humsn Being: A
Manunl For Happirtess, Health, Loae, 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 c}range. In
additior-r, feel free to create and use your own written survey.

You can also conduct verbal surveys with clients. while takirrg
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 l-realth.... Now
let's talk about your relationship with money.... Next, how do you
feel about your use of alcohol a,d other drugs?.... Okay, now tell
rne about how your work's going.... In general, what,s rnissing 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 sl'rort-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: Fiue steps to the Ltfe of
Your Dreams.
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Another option, provided you l1ave the necessary trair1ing and

materials, is to give new clients a formal assessment. Exarnples

include the Myers-Briggs@ Personality Profile and the Strong@Voca-

tional Interest Inventory. These inventories can categorize people in
ways that could be limiting. They are ouly two of many ways to

learn information about a client'

Surveys and assessments create value in several ways. Besides re-

vealing key information about clients, these tools can help clients

get past the illusion that they have little to work on ("Everything

ifo"t my life is going just fine"). When slrrveys lead to a long list of

goals to be accomplished over months or years, they also reinforce

the value of a long-term relationship with a life coach.

Of course, you don't have to do a survey during the first session.

Like everytiring else I say about coaching, take this idea as a guide-

line, not as a rule. some clients may come in with a specific and

timely aget-rda for life coaching.

Aslc about conflicts between aalues and behaaiors

One method for getting to know clients is asking thern what
tl-rey most value. If that seems too abstract, try phrasing the ques-

tion this way: "What is most important to you-and most difficult
for you-to keep foremost?" For exarnple, clients rnight say that

they value exercise but seldom make time for this activity. They

might value taking regular vacations, spending time with their chil-

dr&, reading, and countless other activities that they forget about

or do only rarely.

Here is an opportunity for you to reaffirm youl commitment to eacl-t

client. When clients confess how they have trouble keeping first

things first, offer your continual service: "You can count on me to be

a person who keeps your values foremost in mind and assists you

to live thern in your dailY life."
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Aslc for complnints and celebrations

Right off the bat, you can ask clients to complain. Getting in
touch witl'r 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 lor-rely, that's a clue they war-rt to
meet more people or have more intimate relationships with people
they already know. With your coaching, clients can turn each
cornplaint into a specific goal with action plans-plans for in-
creasing their energy level, reducing debt, making friends, and
rnuch more.

Also ask for celebrations. Your client migl-rt say, "I just apprec-
iate how well I'm gettir-rg alolrg with my wife right now." In
response, you can take a few rninutes 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 recornrnend that in every coacl-ring 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
lnany clients will come pretty well prepared with an agenda of their
own.

Allow some extra tin-re 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
witll a new client. This strategy offers at least two benefits: you get
to learn a lot about tl-re client and clients get a sense that they've
embarked on something that's big and life transforming.
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Preparing for sessions

Part of your effectiveness as a life coach l-ringes on your process for
preparing to meet with each client. Over titne, you'11 discover what
works for you and for your clients.

Renew your commitment

One way to begin your preparation is to ground yourself in your
fundamental commitment to your client's success and fulfillment.
You can do this in any way that's meaningful for you.

Often, I visualize the person I am going to talk to and remember
my commitment to that person. Then I look to see if there is sonre-

thing I could do before the call that would make the call more
powerful.

Reaiew your notes

Before you meet witl-r a client, review the notes you've taken from
previous sessions.

I recommend tl-rat you take a lot of notes during each session

and let clients know that you are doing so. Effective notes help you
to remember the details of clients' lives, hold each client in
your consciousness between sessions, and to remind clients of
what they've said. Assure clients that any notes you take are

confidential.

Set an agenda and be willing to scrap it

There's power in creatir-rg a large agenda for a coaching session, otre

that's much too big to accomplish in a single call or meeting.
Having an exciting agerrda that's only half-completed creates a

demand for the next session.

32



Mechanics of Lit'e Coaching

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 rnoment. Often, what unfolds is something that's bigger and
more important than what you'd planned.

In addition, solne clients will come with a bottom-line agenda of
their own: "Okay, here's what I want today. Please assist me with
this right no\ /." 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 witl-r 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 ir-r-between. This variation in the way that clients move into
the agenda creates spontaneity and aliveness in the life coaching
relatior-rship.

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. Brirrg to mind the specific
people and circumstances that were involved. Recreating these
experiences in your mind can instantly put you in the "zorre" for
coaching-feeling pumped with energy and ready to create.
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Aslc your client to prepnre

Some of the best preparation for a coaching session can occlrr
when your client takes the time to look at what she wants
during that time. I ask all of my clients to take up to an hour
prior to our time together and fill out tl're following form. I also

ask them to email this to me at least two hours before our sessiot't.

This gives the client a chance to reflect on what she wants and
gives me a chance to get up to date about that client before ottr
meeting.

This form (and most of my coaching sessions) begins with
celebration.

Once the coaching session is complete, I ask the clier-rt to spend five
to ten minutes reflecting on olrr time together and send me their
discoveries and intentions.

I recommend that you rnodify tl-ris form to fit your particular
coaching style.
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COACHING PREPARATION FORM

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

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

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

o 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:

I learned (or relearned) that I ...

I intend (or promise) to ...
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Staying focused during sessions

As a life coach, you tell clients that you want to assist them in all
areas of life. Tl-ren one of your clients says, "You know, I'm just not
traveling enough." Tl-ren you start thinking, Well, l'rtt ttot traaeling

enottgh either. Anotl-rer client says, "I'm just not having the kind of
relationship I want with my spottse." And you think to yourself,
Wow, neitlrcr nm l.

These are some examples of how we can get "hooked." My concern
is that once we're hooked, we stop being present to the client. All of
a sudden we're working on our own lives instead of focusing on the
clier-rt.

There are two separate questions here. First, how do I know when
I'm hooked and no longer grounded in serviug the client? Second,
once I know I'm hooked, what do I do about it? Those are both great
questions for life coaches to consider.

Commit to be present

Before applying any specific techr-riques to stay focused during
coaching sessions, just commit to be fully present with each client.
With this cornmitment, you can make moment-to-moment choices
to align with this commitment and release distractions as they
occur.

Pay attention to your attention

You can set up an early warning system for distraction by checking
in on your attention frequently. Be attentive to your attention,
aware of your awareness/ conscious of your consciousness. When
yolr are, you will notice tl-rat you drift off.

We all do this at times. And when we are drifting, then we are

probably not effective coaches.
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You might find tl-rat your attention consistently drifts to certain con-
cerns: How am I dofug? Horu do I look? Does this client lilce nrc? Does he

tltittlc I nm creoting aalue? All that is distraction from focusing on the
client's well being.

I find that it's almost always enougll to just notice my distraction.
Then I can gently bring myself back to tl-re client. And there's no
need to judge myself for being distracted. Just recognizir-rg tl-rat I've
drifted and gently refocusing my attention is sufficient.

You nlight find your attention drifting during longer sessiorls with
clients when you are doing a lot of focused listening and feel tired.
Tl-ris 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 or-r wit}r
your client, the less room there is in your mind for thoughts such as
I'nt exlmusted.

Aslc clients to repeat themselaes

When you get distracted and rniss something that a client says,
you can ask clients to repeat themselves: "I'tr1 not sure I heard
that fully. Would you say it again?" Repetition is not only good
for you, clients often gair-r vt-rluable insights just by repeating
themselves.

Write a distraction cnrd

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 describir-rg your distractiorr-My own relatiottship with nn1

spouse;Not enough trnael;Need millc, or whatever it is. You migl-rt find
that once you write the briefest note, you're suddenly focused
again. The distraction has vanished.
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Often, I take the card, put it in my pocket, and file it away for later'

That way I can tell my consciousness not to worry: You don't lmae to

lceep rerninding me nbout this topic eoerrl fiae minutes. lNhen I go home

nnd empty nty poclcets tonight,I'll find that card.

Write an action plan

If I'm distracted, I occasionally ask to put my client on l-rold for a
moment while I write a card. Then I flip the card over, and on the

other side I write down an action plan for handling the distraction.
Tlrat plan could be as simpl e as Cnll Sara lnter todny or Stop by the dry

cleaner's on the wny home from zuorlc.In a few seconds, the distraction
is handled, and I'm focused on the client again.

Report distraction

You might even choose to report distractions to your clients. Just
confess. When you try all of the techniques listed above and your
attention still drifts, you can just be forthright and tell on yourself:
"You know, I'm drifting, so let me take a second to refocus on yoll."

You don't need to go into a long explanation about why you're dis-

tracted ("When you started talking about your sPouse, I started

thinking about mine, and that's all I'm focused on right now, and

I'm finding it so llard to be with you because I'm in this conflict
with her and....") Instead, you can just give the basic message: "I
want to tell you that I've not been paying close attention to you for
the last several mornents. Ar-rd, my commitmer-rt is to be here, so tell
me again what you just said and let's keep going."

Schedule another time

At times, you might apply aIltl-re strategies I've mentioned and find
that none of tl-rem really do the trick. if that happens, consider

reporting the depth of your distraction and asking the client to

schedule another meeting time.
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Hold this option as a last resort. Clients have set up this time to be
with you, and they expect somethir-rg powerful from you. But rene-
gotiating the time is far more effective than being with a client only
in pretense.

Taking notes

Whenever you listen to a client, I recommend that you take notes.
Remind clients that you keep notes confidential and take them only
to assist memory.

Talce notes consciously

One of the qualities of a master coach is the ability to keep con-
scious notes-cleaa high quality notes. Include whatever content
you'd like to refer to in the future. And even if you never come back
to these notes, the mere act of writing them down drives them
deeper into your consciousness.

You can create a note-taking format that works for you. For exam-
ple, write down specific points to make or questions to ask a client.
In my notes, I usually draw a line in front of the ideas that I want to
speak to the client about and then check off each item after covering
it during a session. One benefit of this format is that I can review the
things I intended to say during a session but didn't get to and carry
them forward to the next session.

Present your notes to the client

Your notes can create direct value for the people you coach. While
clients define a problern, brainstorm options, or speak a series of
goals, you can take detailed notes and then present them to clients.

This strategy has really helped me as a coaching client. When I was
looking at whether to sell a company that I had started and run for
12 years,I spent a lot of time witl-r a coach exploring the pros and
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cons. My coach didn't say much, but he did take a lot of notes and

gave them to me. I reviewed those notes, extracted my arguments

for each option, and typed them up in an organized way.If I'd tried
to take such detailed notes while rny ideas were flowing freely, I
would have been doing two things at once-and probably doing
neither of them effectively.

This technique can also work wonders when clients are dealing
with emotionally charged communication. One of my clients was
having serious problems with her husband.In response,I asked her

to first imagine tl-rat her husband was in the room with us. Then I
asked her to tell her husband everytl-ring that she'd been withhold-
ing from him-everything that frorn her point of view had rrot been

working about their relationship. While she spoke,I took notes.

As we continued, my client became brilliant-about three Pages
worth of brilliantl I wrote down each of her points, then reviewed
each one using her own words whenever possible. Iu turn, that trig-
gered her to say even more, and I wrote that down also. She left the

session with the essence of her communication in writing, which
was even more powerful than just having tl"re opportunity to speak.

She then reviewed my notes, organized them, and communicated
the key points to her husband in less than 15 minutes. This was a
benefit to hirn; he didn't have to listen to sometimes garbled or even

inaccurate cornmunication. Instead, he got the kernels of his wife's
truth.

Write and feed baclc your client's exact Llords

I believe that, in large part, our words create our lives. More specif-
ically, our words create our actions, atrd our actions create our
circumstances.

Given the importance of our words, it's amazing tl-rat we live in a

culture that doesn't value words much. People spend their lan-

guage as if words are cheap. Tlley say, "I'11meet you at 5" and then

don't. They say, "I'11 send that to you" and then don't. What's more,

they say "I'm no good at my job" when they know they are, or, "I
just dor-r't care" when they clearly do.
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We can assist clients to value tl-reir words. And one way we can do
that is to write down those words. Therl we can hand our notes over
to clients, or retype those notes and send them to clier-rts. 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 irnportance.

I've developed a habit of writing down the words that people
around me speak, giving those words back to thern, 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 rneans 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 alrything that takes less than a life-
tirne to accomplish."

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

Sometimes when I talk, especially in an ernotionally charged
situation, I'm not sure that I'm always making sense. I might feel a
little crazy. But if someolte takes what I say and gives it back to me
in writing, then I often know what I've learned, what I want, and
wl-rat 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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Assignments can be as varied as your creativity allows' For exam-

ple: Consider writitrg at least 20 neu otttcomes you want in terms of yow
health. . .. Please log tlrc number of times that yott feel nntagonistic during

the next zueek. ... Horo nbotLt if you choose one dny this tueelc to ignore yottr

to-do list and do uhnteuer you're moued to do itt the moment. ... Get a bid

from three contractors t'or that worlc..., Eat one meal ench day nlone in

meditatiue silence. These are just a few possibilities.

To enhance the value of assignments:

o Give assignments in the spirit of possibility and suggestion. If a

client doesn't like tl-re first option you present, then offer several

alternatives.

o Follow up at tl-re next session. When clients don't do assign-

ments, avoid judging them ("How can I coach you if you fail to
do assignments?"). Instead of making people wrong, trust the

possible genius in tl-reir choice. Also, consider doing the assign-

ment with the client during the coaching session, or/ carry over

the assignment to the next session. You can even use uncom-
pleted assignments as fuel for insights: "What did you notice

about yourself in relation to tl-ris assignment? Perhaps that you
don't have time or that you procrastinate' If you like, we can

discuss that today."

o Ask clier-rts to create an agenda for the next coaching session.

This is a wonderful standing assignment.

o Encourage clients to generate their own assignments.

Write a letter

I have written many letters to coaching clients, reviewing our last

contact and previewing the next session'

In addition to regular mail, you can use faxes or e-mails for this
kind of communication. The speed of these media can make it easy

to stay in frequent contact with clients between sessions.
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Ask for reflection and commitment

At the end of most of rny 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. Tl-ren tl-re clier-rt
completes one or more discovery and intention statements.

Discovery statements take the form of "I discovered that ...," or "I
rediscovered that L . .," ot "I learned that I . . .i' or "l relearned that I
...". These statements assist tl-re client to reflect on the coaching
session and gain insight into his life.

Civen that coaching is rnore about action than insight, intention
statements are designed to get the client in touch with his commit-
ments. They take the forrn "I intend to...," or "I promise to ...".

Ending the life coaching relationship

There could come a tirne 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 charrge 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 clier-rt ack-
nowledged my skills and me more than I l-rave ever been acknow-
ledged by ar-ryone. He also said tl-rat from his point of view
our coaching simply was complete for now, and tl-rat was fine
with me.

Wher-r ending a coaching relationship, keep in mind the following
suggestions.

43



Lit'e Coaching

Remember that ylu dln't need any one client

As you gain confidence in your marketing skillsz 1zou can feel
more comfortable about ending your coaching with a client. If you
are confident that you can find new clients at any time, then

you don't need to continue coachirrg any client for financial reasons.

You might want 10 clients in order to make a living, but you
don't have to need any one of them. That way, if a client chooses

to quit, you don't }rave to take it personally or view the event as

a crisis.

Refer the client

With one of my clients, I just couldn't get to the poir-rt where I saw
him as a lovit-rg, generous, and creative human being. I got my own
coaching or-r this issue from two people, /et my vision of this person
stayed basically the same. Since my definition of coaching includes
holding clients in higl-r regard, I chose to stop going through the
motions of coaching him, and instead, I referred him to atlother
coach.

Whenever your best professional judgrnent is tl-rat you're not mak-
ir-rg a difference with a client, consider ending the coaching relation-
sl-rip. In some cases, you can serve clients more by referring them to
a mental health professional, physician, or some other consultant.
After reflecting on your effectiveness with these clients and taking
whatever insights you can from coaching them, you can simply
assist these people to get on with the next chapter of their personal
growth and development.

Ask for appreciations and reflections

When you end coaching relationships, consider asking these

clients to take a retroactive look at their coaching experience. Clive

them one fir-ral assignment: to write down all they've learned and
appreciated about your coaching relationship. Besides giving you
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powerful feedback, this writing can highlight how much clients
have changed while working with you.

I 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 acknowleclgment.

Accepting acknowledgment from your client is a powerful way to
end the life coaching. If clients leave without ftrlly 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 rnost people if they know that they thanked you well and
that you received that thar-rks.

Create a ceremony

When completing a coaching relationsl-rip, 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 rneet-
ing where you write each other a letter while you're sitting together.
You could also give each otl-rer a poster or trophy, or climb to the top
of a l-rill or rnountain to bury some symbol of your relationship,
meditate together, or perform some other syrnbolic ritual.

Tllese 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 tl-rink that closure assists everyone involved.

Begin another lcind of relationshiTt

You can turn the end of a coaching relationship into the beginning
of another kind of relationship. Everr though you may stop coach-
ing a person, you could still be in contact in other roles, whether
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that be as friends, business associates, colleagues, or something
else.

If you choose this option, talk about how you want to reposition
the relationship. For years, I had a close relationship with a

therapist. When we ended that form of relationship, I didn't
know how to relate to her: Do I still write to her? Do I just send
her Christmas cards? Do I never contact her again? I just didn't
know what she expected or even what I wanted for our new
relationship.

You can prevent that kind of ambiguity with former clients by
defining your new roles and choosing the ways you want to
interact.

Assist the client to moae into the future

When completing a coaching a relationship, you could say, "I know
we are finishing, and I think that works great. Now, tell me about
your future. What will you do to ensure that you live the life you've
dreamed of living? What structures are you going to set up to
keep your plan alive? Do you have another person you can bring
into your life like a coach?" In this way of completing a coaching
relationship, you keep the future alive.
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Chapter Three

The Coaching Continuum

The c ontinuum- an o7) erzt i eou

Among managers, counselors, and coaches there are distinct
scl"rools of thought about how to empower people. Some managers
are directive. Others are "hands-off" and tI-rey just point out the
overall direction and let employees figure out the rest. Likewise,
solne courlselors 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.

Tl-ris range of opinior-r also exists in the coaching profession. I like to
describe this range as the conching continrum. 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):

o Listen fully and affirrn
o Listen fully and feed back celebrations, dreams, and action plans
o Ask the client to generate a few new possibilities
o Ask the client to generate many possibilities
o Add to the client's list of possibilities
o Present at least 10 possibilities (some contradictory)
o Present at least 3 possibilities
o Teach a new technique
o Offer an option

r Give advice
r Cive advice by sharing or questioning
r Cive the answer
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The dotted line indicates the boundary between coaching and giv-

ing advice. Though there is a time and place for advice, I want to
draw a clear distinction between advising and coacl-ring. In a life
coaching relationship, advice has little value and can even be

counter-productive.

More details about each of these levels on the coaching continuum

follow.

The continuum in detail

Listen fully and affirm

At the top of the coaching continuum is a unique way of being

with people that I call "full listening." Sometimes what really

makes sense is to just affirm clients and listen to them empatheti-
cally-period. We can trust tl-rat clients will create the life that they

want when we simply listen and remain totally committed to

their success. Full listening is an invitation for people to dis-

cover their passi ticket into the client's soul and a magnet

that draws out brilliance. New coaches commonly feel like
they should earn their money by doing more than listening. They

want to be heipful; they want to contribute. sometimes during a life

coachir-rg session they have something valuable to say and they

can't wait to say it. Wl-ren that happens, what's probably
waiting is a piece of advice. I claim that we can often contribute
more by sitting on ollr hands, biting our tongues, and just listening

fu11y.

when workir1g with one of rny own life coaches over the past

several years, I spoke about 98 percent of the time. But, the 2 percent

of the time that my coach did speak was both effective and extraor-

dinary.

Once we are fully committed to the success of our clients, our next
job as life coaches is full and complete listening. You can leartr to

create this soulful listening-the kind of listening where you're

moved to the depth of your being by what another person says'
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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 rt."
At tl'rese times, our opportunity is to practice the rare skill of full
listening.

Full listening and affirrnir-rg begir-rs as a technique and can grow ir-rto
an all-pervasive way of being. The following suggestions can assist
you to grow in tl-ris way.

Br gurrr
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
yollr answer running-thinking about how you want to respond to
what tl-re client says. Release each moment-to-moment distraction
and simply return to the client. Notice any pullto stop listening and
any desire to start talking, then remember that coachir-rg is often
about letting people talk and then they will get clear.

Wllen you listen fully, there's not much to do. Just listen,listen, and
then listen sorre more. Keep listening ur-rtil 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.

OpsN voun BODY To RECETvTNG

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
fir-rd 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 Lrp your eyes and look into the client's eyes with an
attention that is both focused and relaxed,
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Spnax wHEN you NorrcE you'RE Nor LISTENINC

When we pretend to listen, people notice. Clients know when our
attention is focused, just as they can tell when a massage therapist is
fully attendirrg to their muscles.

Don't pretend to listen. If you start to lose focus-if you're con-

fused, bored, sleepy, or distracted-then say so. You can even pin-
point where and when you got lost: "I followed you up to the poiut
where you started talking about money, and then I got lost."
Making this kind of confession can coutribute to clients. If you're
lost, then it's possible that their tl-rinking is not as clear as it could
be. By speaking again so that you can ttnderstand, clients can gain
clarity.

Tellir-rg the trutl-r can unleash reserves of energy that you can chan-
nel back into listening. Even if you still don't feel like listening, you
model self-disclosure and authentic speaking to your clients.

NoTTcT AND RELEASE JUDGMENTS

Nearly every mornent we're awake, there's a voice inside our heads
that offers a constant commentary. For much of the time, that voice
offers judgments on people and events: "This is boring." "He's
silly." "I've heard this a hundred times before." When we let that
voice take charge of our awareness, our ability to listen fully is
compromised.

Trying to fight this judgmental voice gives it power. A more viable
option is to just notice the voice without takir-rg it seriously. Then
you can gently release what the voice says.

Though you don't have to take the judgmerrtal voice seriously, I do
recommend tl-rat you take your actions seriously. Even when that
mental voice gets louder, you can keep your lips closed and refrain
from voicing judgments. Your behavior can show that you're listen-
ing non-judgmentally even while the judgn'rental voice is trying to
get your attention.

Eventually, the judgmental voice will start to quiet, particularly if
you just acknowledge tl-rat it's there and don't try to resist it. As you
apply this suggestion to release judgments, you may notice that the
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judgmental voice begins to soften and turns into one that says,
"This person sounds like a jerk rigl-rt now, but I know pretty soon
he's going to be brilliant again."

I also find it helps to practice with circumstances tl-rat trigger my
judgments. One of the techniques that I've experirnented with for
twenty years is to go out in nature, seek out things that I find hard
to experience and then practice acceptance. For exarnple, I might
study a dead animal filled with maggots lying on the side of a road.
I stay ir-r the presence of tl'rat 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 thern or speaking my judgments, I want to
approach them with a deep, soulfurl acceptance and then just keep
listening, being with them, and moving toward rny commitment to
love them.

Accppr 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-
nrent such as: "I hate black people. They're just a bunch of lazy,
good-for-notl-ring 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 thern."

If you're like most coaches I knor,r4 you'Il 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 affirrn his view of tl-re world."

In response,I say that we can look for ways to practice full listening
with wl'romever 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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their way to a higher plane. If we coach from the assumption that

racism is not inbred or permanent, then we can make a difference

even with these clients. We can learn to accept non-acceptance in a
way that transforms people.

I(eep in mind that if you are unable to hold the client in high regard,

you always have the option to end the coaching relationsl-rip. Also,
remember that you can listen fully to people and accept them even

when you don't agree with what they say or do, You could say

something like tl-re following:

"So, what you see here is a group of people who threaten your
whole way of life-the culture you waut to preserve and the future
that you want for your family. I got it. Given how you view the
world,I can see where you'd choose to avoid all contact with these

people. And, I can see that this choice absolutely makes senser to
you. I think that many people would make the same choice if they
viewed the world in the same way.

"Nc)\A/, I want to tell you that I feel some upset about what you're
saying. I've never coached someone who's felt this way about
African-American people and it is not l-row I feel, so this is difficult
for rne.

"I also warrt to know more about the cr-rlture that you want to pre-
serve and the future you want for your family. My job as a life
coach is to help you unlock your passion, so tell me more about
tl-ris vision of yours."

Please understand that I will do everything I can to prevent dis-
crirnination against African-American people or any other group.
In the same way,I will do everything I can to stop rape, even if that
means putting myself ir-r physical danger. And, I can take these

actions even as I listen fully and affirm the rapist and tl-re racist in
the way I've just described.

Clpen your{ MIND AND I{ENEW YouR ENERGY

Whelr you listen fully, you can easily get "filled up" with every-
thing clients say about tl-reir hopes, dreams, passions, and goals.

You migl-rt feel burned out with little mental space or physical
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energy for full listenir-rg. 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:

o Debrief .If you want to create a space to listen, then talk. When
you don't feel like listening, you rnight find that you desperately
want to be heard. Find someone who will listen as you speak
about what you've been thinking, feeling, ar-rd doir-rg ir-r the last
few days or weeks. That person call 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.

o Do something to clenr yotLr mind. Meditate, exercise, listen to
music, or take a walk in nature.

c Mnlce time t'or fun. Before a coaching session, treat yourself to a
delicious meal, a hot bath, or something else tl'Lat you find
deeply enjoyable.

o Recnll nilrncles. Remember the tirnes that coaching led to break-
throughs in clients' lives.

o Be ruillittg to hoLd ench client in yow consciousness 0s n brillinnt, lou-
nble, snd creatiae hunmn being. Adopting this viewpoint can renew
your energy for listening fully.

. Step into yor.tr client's shoes for a ntittute. Remember how
trernendous it feels to receive the gift of deep, soulful lister-ring.

o Brcntlrc. Do a "hit" of oxygen. Take slow, deep breaths to calm
your mind and relieve stress. Or, energize yourself with a series
of quick inhalatiorrs and exhalations. Oxygen is a great natural
drug, and you car"r literally get high on it.

o Clnrify yow intention. Prior to a coaching session, take time to
write down your agenda for tl-ris session as well as your larger
vision and long-term goals for working with tl-re client.

Covri,rn ro FULL LISTENING BEFORE you KNow I-Iow
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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really explain how to listen. I don't know if any of us really know
how we do anytl'ring.My best guess is that the way we do anything
flows from commitment.

If you want to listen fully, then commit from tl-re depth of your soul
that you're here to love and accept people, and then practice that
commitment.

When people ask me how to change a habit, I suggest that they
commit to tl're change, monitor their behavior, and practice, prac-
tice, practice without reproach. The same Process applies to full lis-
ter-ring-just commit to be loving, accepting, allowing, and permit-
ting, and then practice.

Of course,I've made lots of mistakes while practicing full listening,
and periodically I still make mistakes. When that happens, I just
return to my comrnitment.

When someone listens fully to me it seems like one of the most em-

powering gifts that another person can give me, so I want to
give that gift back to people. The life coaching strategy that I use
more than any other is to simply commit to full listening and then
practice.

Listen fully and feed bnclc celebrations, drenms, and

actions

One of my clients separated from her husband and felt stuck with a

large number of major decisions to make. When meeting with her,I
said little and affirmed much. I just listened about 95 percent of the

tirne and simply fed back what she said. This woman reported that
our time together was very powerful.

Tl-ris is an example of the next level down on the coaching contin-
uum. At this level, you practice full and complete listening and
occasionally report to clients some of what you hear them say.

Specifically, you feed back the client's celebrations (even when they
are few and far between). Also, listen for what the client wants-
their dreams-and rnirror them back to the client. You can also
listen for action plans.
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The idea is to sumrnarize the essence of what you hear and check
out your sumrnary for accuracy. This is like active listening-hold-
ing up a mirror to clients so that tl'rey can see thernselves witl-r
greater clarity. The difference between this type of active listening
and a textbook definition of active listening is that you are not
feeding back everyttring. Rather, you are a mirror that is only
reflecting what the clier-rt likes (celebrations), what the client wants
(dreams), and the ways the client imagines fulfilring his dreams
(actions).

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

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.

Aslc the client to generate a t'ew new possibilities

As you descend one more level down the continuurn, 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
additior-ral celebrations, dreams, or action plans.

At this point on the continuum, yor,r might say:

o Tell me two or three more ways you could solve that.
o what are a few things you could do to overcome obstacles to

reaching this goal?
o What else is workirrg in your life?
o What else do you want?
o If you were really huppy about tl-ris, how wor_rld it look?
o Are there other resources you can draw on to sorve this problern?
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When some people hear about this level of the coaching continuum,

they object that clients don't need a life coach to invent new possi-

bilities; clients can gellerate possibilities on their own'

Tl-re problem is, clients don't. Many of us are not acculturated to

generate lots of solutions to any given problem' We're not trained

io sit down, think, and sustain tl-rat kind of inquiry. Assisting

clients to stay in this inquiry is a key value that life coaches create.

Your skills at full listening can still apPly at this level. When a client

is thinking of options, avoid adding to the client's list of possibili-

ties or evaluating any of them. Just listen.

Aslc your client to generate many possibilities

The more possibilities you request clients to invent, the more

directive you become. At times this request can serve clients-
and, it is one rnore step away from just listenir-rg fully. For this

reason, I see asking for many possibilities as another step along

the continuum.

while presenting to many kinds of audiences, I have done an

exercise that illr.rstrates this level, I ask people to pick the toughest,

most persistent problem in their lives and describe it in writing.

Then I ask them to list 20 solutions to tl-rat problem-including 5

especially powerful solutions that can be implemented immedi-

atety. at tne end of my presentation, most people report that their

protl"* is handled. My role is iust to keep asking for invention:
i,What could you do to solve this? Great! Now, what's something

else that you could do?"

While coaching, you can ask cliet-rts to voice a possibility even if it
seems crazy. Suppose a client says, "Olte way I could resolve the

conflict with my motl-rer-in-1aw is to kill her." You can take a possi-

bility tliis wild and look for a way to make it "right'" For example,

you could suggest that one way of "killing" l'ris mother-in-law

would be to release all his images of his mother-in-law based on past

interactions with her.
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As a coach , yout job is to affirm all tl-re solutions that a crient gener-
ates. With occasional modification, there is a gem of wisdom in
almost every idea.

Add to your client's list of possibilities

At the next level along the coaching continuum, you add to tr-re
client's list of possibilities. This means that you become slightly
more directive. In addition to listening fully, feeding back, andask-
ing the client to generate options, you generate some possibilities of
your own.

Whg" you add to your client's list of possibilities, you reach a key
level on the continuum. At this level, some of the focus moves away
from your client's creativity and shifts to your creativity. Thougir
this shift can contribute to clients, it does mean that clients are being
less self-generative.

Present at least 10 possibilities (some contradictory)

To get even more directive, you can generate a long list of
possibilities for your client: "Although I won,t give you advice,
here are 10 possibilities for you to consider." Clients can then
review your list and choose which possibilities they might want
to implement.

At this level, you are still giving clients an opportunity to be self-
generative: In your list, include possibilities that contradict each
other. The value of contradiction is that clients must think for thern-
selves to select among options.

You can even give bizarue possibiiities along with the reasonable
ones: "some ways for you to lose weight include walkir-rg across the
country or wiring your jaw shut." Then ask your client, ,,If these
possibilities don't work, then what are some that could work?,,
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Civg posststLITIES wtrFl A sENSE oF PoSSIBILITY

There,s a danger that when you present possibilities, clients will
hear them as directive suggestions. To prevent this, let your speak-

ing and way of beir-rg reinforce a sense of possibility. Then clients

can receive your ideas as options, not directives. when that

happens, you are coaching on the continuum toward the level of

possibitity and away from the level of advice.

Clients can Llse your possibilities as a springboard for their own cre-

ativity. By bumping up against our ideas, clients can create their

own. when you suggest that a client could work only part-time

within two weeks, she might say no. But then sl-re might see that she

could switch to part-time work within two months or even two

years.

PITEsSNT POSSIBILITIES AS STATEMENTS, NOT QUESTIONS

People will find it easier to decline ar-r option when you present

it as a statement rather than a question. A statement can be left

l.ranging, but a question calls for a response. For example, the

statement "You could eliminate chocolate from your diet" does

not require a response. But the question "would you like to elimi-

nate chocolate fiom your diet?" almost forces the client to take

a stand.

In our society, rnost people think it's only polite to answer ques-

tions. Declining to answer a question calls for an unusual degree of

assertiveness.

PRpSSNT POSSIBILITIES WITHOUT ATTACHMENT

It,s key that you present possibilities lightly-without attachment.

You're presenting possibilities as long as you are not upset when-

ever the client says "Ito" to one of your ideas.

If we're attacl-red to an idea, clients know And in resPonse they can

become guarded, feel resigned, stop thinking for themselves, start

being defensive, or-worse yet-follow our "advice."
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PnEspNr PRACTTcAL possiBtLtriES

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 comrnitment 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.

Avoro FAVoRING CERTATN possIBtLITrES

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 ir-r a particular way of thinking or
sell them on a certain alternative. Instead, I want to ir-rvite them to
consider a number of possibilities. If tl're invitation is clear, concise,
and authentic, then clients will know which ideas make sense for
them.

Present at least three possibilities

Instead of preser-rting 10 or tnore 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 problern 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 closel 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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You can minimize the chance of this outcome by presenting at

least one possibility that contradicts one oI mole of the others. You

can state that each possibility is just an option, and that no one

possibility is "right."

Teach a new technique

At the next level down the continuum, you teacl-r clients a new tech-

nique or strategy. You could teach a progressive relaxation exercise,

a format for delivering an "I-message," a process for visualizatior-r
and affirmation, or a problem-solving technique' These are just a

few examples.

When you coach at this level, be careful. When you teach a tecl'r-

nique, many clients will assume that yott've just given them the

"right" answer. It's hard for people to receive instruction as just one

possibility.

Offer an option

Sometimes you can empower clients by moving along to the next
level on the coaching continuum and offering just or-re option. For

example: "I notice that you drink a lot more than I do and more

than most people I know. I'm wondering if this is a problem for
you, and if you would like to set up a structure for having a

wonderful life while drinking less."

The same problem can occur when you offer an option as when you
teach a technique. Clients can easily hear this option as the thing for
them to do.

However, generating one possibility can sometimes work well, as

long as clients hold it as a genuine offer and invitation-and when

they feel comfortable saying no to the option. You can even make
this an explicit request: "Please don't hear this idea as a direction or
sometl-ring you shotild do. Wl-rat I'm presenting is just an option that
you can choose to accept or not."
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An advantage of presenting an option is tl-rat it can provide the
client with sometl-ring to argue against. For example, one of my
clients was complaining about l-ris wife. So I said, "Well, maybe you
ought to just divorce l'rer." 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.

Giae adaice

I 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 coacl'ring. Before you give advice, consider
the distinction between coaching ar-rd advising. I have lleard a lot of
people say they are coaching someone when they are really giving
hirn 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 ir-r tl-re
dictionary. From my point of view, when you give advice, you are
then consultir-rg, not coaching.

Giving advice is common and can be useful. And,I do not interld 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 assurnption of life coaches is tl'rat when there really is a clear
answer, people will probably discover it for themselves and this
discovery is facilitated tl-rrough the process of coaching. Giving
advice goes directly against this assumption. For clients, there's a
clear difference between self-discovery ar-rd taking on someone
else's idea, even if it's a great idea. Self-discovery reinforces the
benefits of choice, commitment, and responsibility-tl-re 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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CoNsIoEn THE CASE AGAINST ADVICE

Clients want advice, and we're often pulled to give it. We live in a
culture that is permeated witll advice. People often ask for advice

even though they don't want to follow it-perhaps especinlly whert
they don't want to follow it. They might just want io be polite or to
make conversation.

Advice reinforces the coach's brilliance, not the client's' When a

client presents a problem, I could say, "This is a pretty straight-for-
ward issue, one I deal with all the time, and here's how to solve it."
The danger is that my client may then leave the coaching session

saying to herself, "Boy, I sure have a brilliant coach." That's uot
wl-rat I want. I want the client to leave saying, "Boy, afi1l ever

smart-I just came up with a brilliant solution'"

I see several other problems with advice, including the following:

o Advice can fail.
o Advice can insult people by implying tliat they are incapable of

handling their own problems.

r Advice can be presumptuous: I can offer advice without really
knowing the client well or knowing the full extent of the client's
problem.

r Advice can be limiting by pointir-rg in one direction toward only
one solutiot-t.

BREAT THE NDVICE LIABIT

Giving advice can be an unconscious habit for us' If it is, we can

apply several strategies to cl-range it:

o Develop skills to replace advice giving, including full listening,
giving possibilities, and other activities on the higher end of tl-re
coaching continuum.

e When rneeting with clier-rts, announce your intention to avoid
advice. Ask clients to remind you of your intention.

o Bracket advice. Point out when you're about to give advice and

state that for the moment you are no longer coaching.
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Ask clients how they feel about getting advice before you
give it.

Monitor l-row often you Eive 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.

Start a support group for people who want to stop giving advice.
Present your problem wit}r 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 ir-rtend tl-ris 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."

REspoivn ro REeUESTS FoR ADVTcE

Suppose that you are in a life coaching interaction, perhaps with a

client that you've been rneeting 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 sorne advice." Or,
"I don't know whether to buy a new house or stay in my apartment.
Can you give me some advice?" Ot, "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 tirnes that life coaching is about followir-rg 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:

o Feed baclc the dilenmta: "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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Tallc abofi the problerus rlrth ndaice. Remind clients that although
you might have a lot of advice on the tip of your tongue, you
don't think that advice is empowering. Talk about the purpose of
coaching as assisting clients to invent their own ideas and to
experience tl-re joy of creating their own solutions.

Aslc clients to ueate their own adoice: "If your best friend l-rad a

similar problem, what advice would you offer?"

Aslc clients to assume that there's a part of themselaes that is brillinnt
and creatioe. Tl-ren set up an exercise where clients role-play
talking to that brilliant part of themselves.

ANo, sovnriMEs, JUST GIVE ADVICE

After you've considered all the alternatives to advice, sometimes
you might just choose to give advice. Though it's not life coaching,
advice can be appropriate and useful.

Advice can even ir-rspire people to keep thinking and inventir-rg. For
example, you say, "Look, I don't think you should buy a house.
Renting is much cheaper." Faced with such blunt advice, your client
might respond, "Even if it is cheaper to rent, I just want a house of
rny own. I've always wanted my own place so that I can fix it up
and have a permanent garden." Bumping up against your advice
has just moved the client forward.

What I've given you in the last few pages is just a bunch of advice
about advice. In summary, my message is not an absolute directive
to avoid advice but rather a caution to beware of it.

Giue adr:ice by sharing or questioning

You can advise clients in a way that's even more subtle tl-ran giving
direct advice-and perhaps even manipulative. T1-ris is advising by
sl-raring or asking a question. Consider these examples:

r "This is what I did in a similar situation..."
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"Another client had a similar situation and here's what
did..."

o "Well, you know I would never tell you what to do, but let me

tell you what my Aunt Bertha did..."
o "I 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 metl-rod of giving advice makes it l-rarder for your client
to detect and reject the advice.

Giae the answer

At the end of the continuum exists a level even less effective tl-ran

advice. At this level, you just give the "right" answer:

"I see only one option for you, and that is..."
"Listen up, because here's what you need to do..."
"I 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 tlrc 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.

he

a

a

a
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Aslc clients to help vou choose

One option is to let clients choose the level where they feel most
effective. To assist them in making that choicez 1zolr can briefly
review some levels of the continuum: "One of the things I could do
today is give you a few options. Or, I could just listen fully to help
you facilitate your thinking." In effect, you give clients a menu and
let them "ordet" the kind of interaction they want.

Aslc for feedbaclc

Once in a while, ask for feedback about the level of your interaction:
"My intention is not to direct you. Do you think I have been?" You
can repeat your commitment to choose a level on the continuum
that empowers the client and then periodically check out how yotr
are doing.

Go for multiple action plans (MAPs)

When I move up ar-rd down the coaching continuum, I intend for
the client to leave the session with many solutions to her problem or
many ways to reach her goal. This is freedom. One solution, olle
answer is not freedom.

If we are confident that we have the answer, we often stop search-
ing for more. Circumstances of life do not always conform to
our plans. It is fairly corrrmon to run into setbacks and unforeseelr
barriers. With no alternative plans, we can becorne stuck and disap-
pointed. Havirrg to start all over and make a new plan can rob us of
our enthusiasm. Having just one path to reach a goal is like having
only one tool to do a job. It's r-rot very effective.

I was fixing a leak in my upstairs bathroom and was pretty sure I
knew which wrench I needed. So I went down to the basernent,

(':(':
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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 mr-rltiple 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. Co
back five miles to tl-re big red barn. Take tl-re 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 urith 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. Sornetimes 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 tl-re inquiry is to offer to take turns with your
client. First, tl-rey can thir-rk of an idea and then it is your turn to
think of a new possibility.

Cenerating new solutions and answers is a lot like brainstorming.
Tlre 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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Stay flexible

If it seerns to you that your clier-rt is not being empowered or ener-
gized, then change the approach and switch to a different level.
Descending to the more directive levels of the continuum can serve
clients, so long as you're careful and do it consciously.

When I'm in doubt about which level to occupy, I return to the
miracle of life coaching-that clier-rts are fully capable of creating a

wonderful life. Remembering this helps me choose, moment by
moment, an effective place along the continuum.
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EnhqncingYour Skills

Assisting clients to discoaer their passion

We can learn to be with people so that, in a sl-rort time, they wake up
to what really turns them on. Then we can encourage them to fol-
low tl're 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 followirrg 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. I
have yet to meet anyone wl-ro 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 tl-re 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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Listen fully

In assisting people to get in touch with their passion, full listening is
the technique that I apply more than any other. When people
receive the gift of full listening, they start to speak freely about their
upsets, their secrets, their anger/ their sadness, their embarrass-
ment-and then their passions. Full listening allows people to get
past the obstacles to their creativity and to invent goals tl-rey care

about deeply.

When you listen fully, you assist people to move from the disap-
pointments of the past to tl-re joys of the present moment and to the
creative possibilities for the future. When you listen fully, boredorn
can blossom into an inspiring passion.

Listen fully and affirm

In addition to listening fully, we can notice when clients speak their
dreams for the future. We can then point out those dreams and rein-
force them. Every time a goal falls out of a client's mouth, we can
affirm that goal.

Whenever I affirm a goal, I am, in a sense, directing the coaching
conversation, and subtly "steering the show." But I'm steering in a
way that's consistent with rny role as a coach, which is to uncover
clients' passion and unlock their brilliance.

I don't think we can motivate employees about work, or motivate
children about school, or motivate clients about life. What we
can do is look to see when people become passionate, rnotivated,
and turned on, and then invite them to speak more about that-
whatever it is.

Feed bsclc clients' passions and goals

As a life coach, I become a filter for my clier-rts as they speak. I can
hear their complaints and absorb those. I can hear about their
embarrassments and absorb them. I can hear their upsets and their
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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,
"So 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 tl-rat 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 wit}r
your listening, affirmation, and feedback is a more fully developed
goal that translates into passion.

Open up an inquiry

Tl-re following questiolts are a huge gift we can give our clients:
What do you uant? Wat are yott interested in? Whnt do you do for ftut?
Whnt brings you joy? What are your plnns, drenrns,lrcpes, and ruishes?
Wmt ruould tlou lilce to hnoe happen in your life next year? Wtnt would
you lilce next ntonth? Whnt roould you lilce right noru? Clients' answers
rnight 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 alrd thoughtful as you ask these questions. Questions can
function like a condiment when the main course of the coaching
rnenu is full listening, complete affirmation, and feeding back the
client's celebrations, desires, and action plans.

When asking questions, have tllem all be variations of "What do
you want?" "When do you want it?" "Witl-r whorn do you want il?"
"Where do you want it?"



Life Conching

Focus onbeing

Coaches assist their clients to get more of whatever they want in all
areas of life. Most of the time, clients will focus on what they want
to have and what they want to do. What's often missing is the criti-
cal issue of wl-ro they want to be. It is from this domain that passion
often arises.

The domain of being includes values, beliefs, and attitudes. The

attributes a person chooses to adopt in the dotnain of being have a
significant influence over what they end up having and doing. For
example, a person who values being willing to take risks will have a

more adventurous life than soilIeone who values safety so much
that he is fearful of new experiences. Given the irnpact that ways of
being have on the quality of people's lives, it makes sense for
coaches to encourage their clients to devote some time and energy
to determining who they want to be.

People get to choose wl-ro they want to be without much interfer-
ence from the outside. They have less control in the domairr of
doing because sometimes what they do is influenced by others;, or
by circumstances outside of their control. And people have even
less control in tl-re domain of having because what they have is even
more dramatically influenced by external circumstances. Tl'reir
"being" is more of an iuternal matter, and tl-rat is where they have
the most control.

Probably the easiest and most effective way to have clients explore
the domain of being is to simply ask them to develop a written set

of values. They car-r choose who they waut to be in life in 6;eneral,
and tl'rey can also choose who they want to be in specific situations
and relationsl-rips. For example, if your client is going to give a pres-
entation to a group, yor-t can ask her to consider who she wants to
be while she is presenting. She might choose to be light and hurnor-
ous or serious and formal. Her way of being will likely have as

much of an impact, or even more, than the content she chooses to
deliver. You can ask your clients wl-ro they want to be as parents,
spouses, children, friends, employees, employers, captains of their
bowling teams, or as participants in any relationships they have in
their lives.
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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 tl'rem to align tl-reir behaviors witl-r their chosen

ways of being and values. They can consult their values whenever
tl-rey are confused about their passion. Whetl-rer it's a major decision
like choosing a career or a marriage, or a minor decisiorl 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 witl'r
their passion and make choices.

Create scenarios

Wlren I assist people to create their future, I use a lot of "what if"
questions. This is a great way to uncover peoples' passiolr and
create scenarios that unleash their creativity. Some examples are:

Wlmt if you had nll the mot'Ley you eaer wanted? Then uhat roould
yotr 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
thor-rsand 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 tl-rirty thousand or three thousand
dollars instead. You could also ask, "What if you lost your job
ar-rd got a severance package that included two years of your cur-
rent salary?"

Wnt if your t'amily would strpport nnything yotL clnse to do? Wnt
zuorlld tlott do then? Many people see their loved o11es as obstacles
to creating a new future. When clients begin to remove that
obstacle-even if only in tl-reir imaginatior-r-they can take the lid
off their creativity.

Wlmt if yorl lmd no family ntetnbers to consider when ntalcirtg plans for
tlrc filture? If clients are married or have children, they can imag-
ir-re that they are single and cI-rildless instead. For a variation on
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this theme, ask, "What if none of your relatives lived near you
and you could move anywhere in the world without clisappoint-
ing your family? Where would you live and what would you
do?"

Wat if rlou lmd tfuee days with ttothittg to do-tto t'nnily to cnre for,
no job responsibilities, nnd no hotLse maintennnce? Whnt ruould you do

zoith your tirne? Play with extending the time from three days to
one month/ one year, five years, and even more.

lMat if you fotnd a magic lnntern, rubbed it, and nrunkened a

genie wln could grant yotL fiae wislrcs-nnything yott nslc for? Tl'ris is
the stuff of fairy tales, and your clients may resporld to it and
discover their passions.

People can use money/ marriage, children, career, and many other
circumstances as obstacles to living tl're life of their dreatns. We can

help clients transcend this self-limiting practice. We can ask "what
if" questions to start moving; people toward their passion.

Write down clients' passions

As your client responds to questions, you can write down his
answers in the form of goals. Grab a stack of 3x5 cards, and write
one goal per card. Your client can think more creatively when he is
not distracted by the writing process. Later, he can sort through the
cards, arrange them ir-r different categories, and set priorities. As
you are writing your client's goals, you will often see a gleam in his
eyes. Tl'rat's when you know he is beginning to talk about his
passion.

After he is done brainstorming his passions and goals, read what
you've written out loud. Often this practice inspires your client to
brainstorm about even more passions and goals.

Life coaching is a profession based on giving people sotne of the
biggest gifts they will ever receive. And one of those gifts is their
documented speaking-a visible record of his hopes, wishes, and
dreams.
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Aslc clients to write about their passions and dreams

When we ask people what tl'rey'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 l-rer permission to generate piles
and piles of cards-spontaneously, almost thoughtlessly. Later, sl-re

can sort through the piles and choose ideas that she can turn into
more concrete plans.

When somebody says, "I don't know," you can also say, "Well, I
know you don't know, but if you did know, what would you waut?

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 reactioll as a coach may
be to think, "Wake up and srnell the roses, there's a whole lot more
to life tlran 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.

Aslc for complaints

Another option is to ask about the client's complair-rts and then turn
those complaints into goals. If the client cornplains tl-rat his life is
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boring, you now know that one of his goals is to make his life
exciting.

When clients say wl-rat they don't want, you can then feed track
what tlrey do want. Suppose that your client says, "I don't want to
get up every morning and rush off to work." Yotl can say, "So what
you want to do is get up leisurely in tl-re rnorning?" Another client
says, "I don't want to go home and have my kids be upset with
me." You can say, "I got it-you want happy kids when you go
home?"

When you restate the client's complaints as goals or passions, you
might miss sometimes. That's okay. Ask clients whether you're
accurately stating what tl'rey want. In the process of giving you
feedback, they'll start to clarify their passions.

Reaiew the past

Another way you can assist people to discover their passions for the
future is to see what tl-rey've been passionate about or excelled ai in
the past. Ask tl-rem to make a list of what they've done well in the
past or what their airns were when tl-rey graduated from high
school. Many people's passions fade as they get older, but they fre-
quently have memories of times when they uere passionate. Assist
them to look back and bring those passions forward.

lnaite people to discharge emotion about thuarted plans

Thwarted plar-rs often stop people from realizing their passion.
When they're young, people often want something passionately.
Perhaps they went all out for that passion and they lost. They didn't
get the dream job, or the house, or the relationsl-rip they wanted.
They just felt defeated.

To assist these people to become passionate again, yor-r can invite
them to release tl-reir pent-up or hidden emotions about tl"reir

thwarted plans. Let them speak about it. Let them cry and rage
about it. If their passion was thwarted, they might not be willing or



Enhoncing Yow Skills

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.

Knozaing 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-
rnate. The more you know about all of the various relationships in
their lives and the major events that l-rave 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-
tl-ring that sl-rould be dor-re 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 r-rew 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.

Haue your client draru 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 cornplete
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 rnembers, trian-
gles can represent friends, squares can represent work relation-
ships, and diamonds can represent others. Tl-rey can write the name
of a person inside each of tl-re shapes.

Ask yor-rr clients to represent how frequently they are in contact
with eacl-r person by how near or far they draw each shape frorn
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their name, If they are in frequent contact, they can draw that per-
son's shape fairly close to their name. If they contact the person
rarely, they can draw tl-re shape farther away from their name.

Then ask your clients to represent how close they feel to each per-
son by drawing lines of various thickness between their name and
the sl-rape representing each person. The more intimate the relatior-r-
ship, the thicker the line. So, for example, the figure representing a

colleague wllo your client sees every day at work but doesn't like
very much will be very close to your client's name with a very thin
line. Conversely, your client might have an old friend who he con-
tacts only every few years, but with whom he feels very close. This
person's shape will be far from your client's name with a thick
connecting line.

Use fiue-year reaierl)

The second exercise invites your clients to review their entire lives
in five-year increments. Ask clients to write down both the high-
lights and lowlights of every five-year period from when they were
born to the present. If one year was particularly eventful, your
client can bracket out that year and log the occurrences irr it.
Reviewing these rnajor life events with a client might just take a few
minutes. If your client has a l-righ level of interest and perceives a lot
of value in the exercise, the review could endure over several
sessions and could take l'rours.

These two exercises not only help you get to know your clients bet-
ter, they also assist your clients to acknowledge and evaluate their
relationships and their histories. While doing these exercises, it is
possible that clients will become aware of changes they want to
make and invent some new goals for their futures.

Eoaluating your life coaching

One path to greater effectiveness, satisfaction, and enjoyrnent of life
coaching is through continuous self-evaluation. Coaches can do the
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same thing they ask clients to do by regularly reflecting on their
performance and setting goals to enhance tl-reir 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 tl-rat what is not inspected
is not respected.

Trying to improve our effectiveness as coaches without periodic
evaluation is like trying to irnprove our ability as marksmen wl-rile
we are blindfolded. Without knowir-rg if we are hitting the mark, it
is impossible to rnake 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 eaaluate at'teruuards

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 attentiorl 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 perforrnance 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, at'ter the session. Too mucl-r self-
evaluation during the sessior-r 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
sessior-r, I think it's more powerful to focus on wl'rat the client is
getting, not on how well I'm doing.
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Reaiew ylur sessilns with colleagues

I review well over half of my coaching calls witl-r ar-rother life coach.

I think it would be ideal to do this for every session.

Wllen reviewing a coacl-ring sessiou, you can look to see where you

got stuck and what you might do differently in the future. Also,

look for moments that are worth celebrating. This process of regu-

larly getting coaching about your coaching can quickly take you to
new levels of competence.

Tape your sessions

You can use technology as an evaluation tool. Ask clients for per-

mission to either audiotape or videotape sessions. You can evaluate

and critique yourself as you listen to the tape. You can also share

these tapes with other coaches and ask tllem for their feedback. If
you plan to share the tapes with other professionals, it's essential to

get your client's permission.

Notice aerbal and non-aerbal cues

one way to assess the effectiveness of your coaching is to listen for
the results that clients report. When coaching makes a difference,

you,ll often hear clients say that their lives are tl-rriving and that
they,re getting more of what they want. Another sign that the

coaching is working is that clients corne to sessions with full agen-

das and a lot to say.

When you meet in person, observe non-verbal cues. If you are con-

ducting sessions on the telephone, voice tone and tempo can often
give you much of the same feedback as non-verbal language'

Notice whether clients light up when they first see you. observe
whether they stay attentive and alert during sessions. See if they
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seem rrrore ar-rimated at the end of a session than at the beginning.
Notice wllether 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, frier-rdly conversation. Instead, I
want a client with a real appetite and demand for coaching and for
big cl-ranges 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. I want a client who's ready for something big to happen in
her life. Clients usually communicate tl'ris level of intensity wit}r
their body language as well as with their words.

Request aerbal eaaluations

At the end of a session, yolt can ask the client for a review of the
coaching. You might say, "I am very con-rrnitted 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 rnake.

Complet e writt en self-eualuations

Periodically, you can complete a written evaluation of your
performance as a life coach. After completing a self-evaluation,
yolr can design and irnplement action plans to improve current
lirnitations and enhance your strengtl-rs and what is already work-
ir-rg well. Here are some statements to consider when evaluatir-rg
yourself.

I evaluate my life coaching skills on a regular basis.

I periodically get feedback frorn each of my clients.

o

o
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o I clearly distinguish and acknowledge what I do well as a life
coach.

I clearly distir-rguisl-r and acknowledge my currellt limitations
and ways that i could improve my life coaching.

I take effective notes during my conversations.

I prepare for every call and have topics to recommend.

I review every call and enter notes for future conversations.

My clients leave each session with assignments they have agreed

to complete.

I offer my clients alternative ways to communicate (in person,

voicemail, e-mail, fax).

I offer my clients a variety of flexible options regarding the fre-

quency of our sessions. (For example, there may be times when
daily check-ins would be useful, ar-rd there might be other times

when it is appropriate to take a vacation break.)

I've suggested various lengths of time for conversations with
clients, from a quick five-minute check-in to a two-day strategic
life-planning retreat. During a typical session, I pay attention to
how much time I spend listening and how much time I spend

speaking.

My coacl-ring sessions are balauced with levity and fun.

I have a written contract with each of my clients defining his

commitments and my commitments. I have thoughtfully
reviewed this contract within the last six montl'rs.

I keep all the agreements I make with my clients and, when
necessary, I renegotiate them in a timely way.

I hold my clients accountable to the agreements they make with
nte.

I regularly discuss coaching issues with other life coaches.

I share my best thinking with my clients without giving
advice.

I have a professional development plan, and am I implen-renting

that plan.

I trust my clients' desires, innate intelligence, intuition, ability,
and creativity. I treat thern consistently knowing that genius

lives within them, and my role is to help them uncover it.

I grant my clients their reality. I make them "right."

o

o

a

a
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promises with tl-Lem,

I use notes and other ways

of my clients every day.
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clients' goals, commitments, and

to remind myself to think about each

a

o

a

o

o

a

o

o

Request ruritten eaaluations from your clients

Consider asking for periodic written evaluations from your clients.
Here are some possible questions. Use them to help you desigr-r
your own questionnaire. Reviewing your evaluation form periodi-
cally l-relps you ensure tl-rat it continues to be useful and fit for you
and your clients.

Have I been giving you advice instead of coaching?

Would you prefer I speak rrore or listen more in our sessions?

Could I rnake the coaching more effective by offering to meet
with you at differer-rt times?

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

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?

What specific changes have you made that have improved tl-re
quality of your professional tife?

What have I done that has benefited you the most?

What have I done that has disappointed you the most?

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

W}rile working with me, what have you done that are you most
disappointed in?

This relationsl-rip is designed to produce life-changing results. To
what degree are we succeeding?



o

a

a

a

o

O

Life Coachirtg

Using six types of cont)ersation

It's useful to remernber how many different ways we can be in con-

versation with each other. Below are six types of conversation.

Some of these types of conversations are rnore useful than others in
the life coaching relationship.

Sharing

Debriefing

Clearing
Discussion and debate

Teachir-rg

Coaching

Sharing

Sharing is a process whereby the speaker communicates the essence

of who she is, what she is thinking, and how she is feelir-rg at tl-re
moment. This is the kernel-the heart of the n-ratter-a quick sl1ap-

shot provided in just a few minutes.

Sharing might sound like this:

"Life's tough these days. I've really been having problems with rny
boss, and my teenage daughter is rebellious. I wish I had more

time to deal with these problems."

"I really enjoyed the trip that I just took to San Francisco. We had

a great time just visiting with people and exploring the city. ln
general, life is just such a celebration recently."

"I'm worried about my health. My doctor said that I need to corne

in for three difficult tests, and I'm scared. I so love being active,

and I don't want anytl-ring to get in the way of that."
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"I just 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
cornprehensively about where you are in the present rnornent. You
and your clients can learn to speak soulfully from the deptl-rs of
your being about who you are in the moment. This is a sacred way
to be witl'r each other, and it's unusual.

Many people find sharing difficult to do at first. When people ask,
"How ate 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 respotlses can conceal who we really
are in the moment.

When we share, we don't always have to reveal deep, dark secrets.
Nor is releasir-rg ernotion 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 ir-r the
world.

As a life coach, yolr can rnodel 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 sl-raring in more detail,
demonstrate it, and ask agair-r for thern 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 sarne thing happened to me; let me tell
you about it.,..") As recipier-rts of someone else's sharirlg, our job is
to postpone our own response and simply receive.
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We can even do others a favor when we ask them to receive in this
way: "Please don't give me any advice about this. You don't have to

make any suggestions or do any probiern-solving.I just want yott to
Iisten. I just want to sltare."

Debriefing

Anotl-rer service you can provide as a life coach is time for people to
debrief.

Debriefing is different frorn sharing. While sl-raring is about who
clients are being in the moment, debriefing is a list of what clients
have been doing in the last few days or weeks. When clients debrief,
they give you a detailed report. Similar to a newspaper article,
debriefing relates the breaking events in the client's recent past and
answers the "who, what, where, when, and how" questions.

Sharing offers up a taste of how clients are in the moment; debrief-
ing serves up the "whole enchilada"-a long list of what they've
done and felt since you last saw them.

When I debrief, my coach usually doesn't say much. Instead, I
might verbally review a two- or three-day period ir-r 10 to 20 min-
utes or so. And tl-rrough this speaking,I can get clean and clear'

Clients can experieuce similar benefits. More specifically, they can:

o Learn from their recent history by talking about what worked
and what didn't work. With that insight, they're more likely to
repeat what does work.

o Forgive their rnistakes, celebrate their successes, and then release

the past. Debriefing can include all of these elements.

o Set goals. As the client reviews the last few days, he might realize
w}rat he wants to change.

As a coach, you also gain a lot from the client's conscious review of
recent events. For instance, yotl become very informed about the
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client. You can also start to notice patterns in your client's tl-rinking
and behavior. If you spot a recurring n-ristake 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
first get tllem hooked on debriefing with you. Clients can also
debrief with other significant people in their lives. They can debrief
privately through writing ir-r a journal, speaking into a tape
recordel, or simply by talking out loud to themselves. You can sug-
gest that clients comrnit 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.

Clenring

Another form of a life coaching conversation with a unique purpose
is clearing. When clients clear, they vent feelings. Clearing is ptrre
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. Sllaring is soul-
ful and brief speaking. In contrast, clearir-rg 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 clearir-rg, 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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Discussion and debate

Discussion and debate are probably the dominant forms of conver-
sation in our society, and they take place in large groups, small
groups, or even dyads. This type of conversation does not have
much place in most life coaching. Discttssion and debate occur
when people express their views about topics. Sometimes people
stick to one topic (which is unusual) and create a new idea from dif-
ferent points of view.

Discussion and debate can both be wonderful ways to promote
learning. That learning happens when we see a subject from many
different sides. We can then come away with a point of view that's
larger than what any one person first brought to the conversation.

Discussion and debate work best when people share the conversa-
tion space and everyone's brilliance comes into the arena. One way
to see that tl-re space is being shared is to ensure that everyone has

about the same amount of time to speak his point of view on the
topic.

Even when people use that time to explain that they don't have a

point of view, this contributes to the group process. People who
declare that they don't have a stand on a particular issue can be
more open-minded and bring a fresh perspective to the conversa-
tion. Also, they demonstrate that it's okay not to have a point of
view, and that there's no need to adopt one immediately.

Teaching

Another way that we can be in conversatiort with each otl-rer is

teacl"ring. Teaching occurs when somebody says, "I know some-
tl-ring that you may not know, and I'd like to share it with you."
When otl-rers want to learn from this person, they often listen
intently, take notes, search to understand, and ask questions about
tl"re information until they're clear. Sometimes in a teaching envi-
ronrnent, debate and discussion occnr. And, sometimes in an
unusual teaching environment, sharing even occurs.
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I recommend that you minimize the amount of teaching you do
in a coaching relationship. Teachirrg is more likely to be the job

of a consultant. Even when you know a lot about the subject
that's on the table during a coaching session, fou're tl"rere to
assist people to get in touch with their brilliance. That's far less
likely to happerl when you use the type of conversation tl-rat we call
teaching.

Coaching

There's one more unique and distinct way that we can be in con-
versation with each other, and that's coaching. This type of conver-
sation takes place when people explore what they want in the
future and choose ways to attain it-without getting advice.

In the context of a coaching relationship, you do many different
tl-rings with clients: exploring, problem solving, creative thinking,
generating lots of options (some that contradict), and experiment-
ing with new strategies and techniques. And sometimes coaching
just means listening fully and occasionally feeding back what
you hear (particularly what we hear about the client's cele-
brations, dreams, and action plans). Throughout this activity, the
client's purpose is to generate his next new action-usually that
does not happen in sharing, debriefing, discussion, debate, or
teaching.

Use one type of conaersation at a time

Consider keeping each type of conversation separate, at least in the
beginning of a coaching relationship. That way, for example, your
clients' sharing won't get coached, and their debriefing won't get
discussed and debated. To experience the full power of any type of
conversation, choose it consciously.

89



Life Coachirtg

Maintaining appropriate balance in the life
coaching relationship

The life coacl-ring relationship is intentionally out of balancer in
terms of intin"racy. The client purposely does most of the talking,
and therefore most of the self-revelation, struggling, and self-exam-
ination. As a coach, you migl-rt do a little of that for yottrself as

a model to the client, btrt yon are primarily there to facilitate a

transformational process for sorneone else.

This lack of balance in the life coacl'ring relationship happens
by design and creates value for the client. Our clients have few
people in their lives who are as willir-rg to assist them as we are.

Most other kinds of helping relationships are also out of balance
in this way, no matter whether it involves a priest, counselor,
physician, or consultant. And although helping relationshiPs are

usually out of balance to some degree, there are ways that you can

enhance the coaching relationship by bringing it into more balance.

Share

By making time for your own
you can match some of the
authenticity. Learning to share
achieve some level of balance
much time.

sharing and doing this regularly,
client's vulnerability with your
briefly and deeply can help you
in a way that doesn't take too

Carefully offer examples from your oron life

When I coach, I only rarely illustrate a point or explaiu an option by
giving an example from my own life. This is a conscious choice on
my part. In giving examples, it's too easy for me to take the floor
and steer the conversation away from the client. Also, when listen-
ing to my examples, clients might start thinking that I'rn brilliant
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ar-rd 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 tl-reir own options, create

tlreir own solutions, and leave a coaching session thinking that they
are brilliant and have their lives togetl-rer.

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.

Spealc about yourself in a contributing utay

When you share or debrief during a coaching session, you can
speak about your goals and acl-rievements in a way tl-rat 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 accuratc picture of your accomplishrnents 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 l-rave
more to offer clients. Discover ways to balance your life so that
you are receiving as much nurturing outside of your coacl-ring
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relationships as you are giving to them. Do whatever fills you up,
whether tl'rat is walking in the woods, spending time by the oci:an,

going to a therapist, getting a massage, sitting in a hot tub, or going
to church.

In particular, consider two more options for nurturing yourself.
One is to have your own life coach and experience the power of life
coaching for yourself. The other is to avoid workir-rg too much. I
llave yet to meet anybody who is energetic enough to do 40 hours a

week of life coaching. To do this work, you might need to devote
almost half of the week to just keeping yourself clear.

Asking qu e sti ons c autiously

Questions are often very valuable. As a life coach, I sometimes ask

questions to gently guide the conversation toward the goals my
client has said that she wants to achieve and how she might achieve
those goals. This is one way to prevent clients from spending an

entire session just shooting the breeze.

I also think that questions have serious potential drawbacks. By
their nature, questions steer a conversation in a certain direction,
and it may not be the direction that a client wants to go. Few clients
are assertive enough to say, "I don't want to answer that question
right now." Questions are directive, and I'd like coaching to remain
non-directive and client-centered.

In addition, questions can contain
see that this is the most powerful
don't want to tell you what to do,
get divorced?").

hidden statements ("Don't you
option?") or implicit advice ("I
but wouldn't it be better to just

We can become more aware of our habit of asking questions uncon-
sciously. Then we can apply the following strategies so that our
coaching contains fewer and more powerful questions.
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Stop aslcing questions

Promise yourself that you won't ask any questions of anyone for a
certain period of time, say for two months. This will force you to
invent other ways that encourage clier-rts to talk.

In the process, you will also discover that you never need to ask a
question. This statement is based on my own experience. For two
years, I played a game of never asking a question, and I managed to
make it through life just fine. You don't even have to ask questions
in an urgent situation, for example when you're trying to find the
bathroom in a large department store. Instead of askir-rg, "Where's
the bathroom?" just look at any clerk and say, "Please tell rne the
way to the bathroom."

I'm not advocating that you give up asking questions forever.
However, I am saying tl-rat the practice of refraining from asking
questions temporarily can open you to other ways of speaking
powerfully. And, eliminating questions almost always improves
our listening.

Substitute stat ement s for questions

One alternative to asking a question is making a statement. In-
stead of asking, "Can you tell me more about that?" , you can say/
"Well, tell me more." Or, instead of asking, "How do you feel about
that?", you could say, "I'd really like to know more about your
feelings."

Rephrasing the question as a statement often makes the true nature
of your speakirrg immediately clear. For example, if you can turn
the question into a statement that begins, "What I really want you
to do is..." then the question was probably a specific direction or
request, not an invitation to explore options.
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Sometimes a question really is a question. If that's true, then you
can just ask the question. At other times wl-rat you communicate
could be a question and a staterneut. In that case, separate them for
clarity. For example, instead of saying, "Don't you think it would be

a good idea to talk to het?" , you could say, "I think it would be a

good idea to talk to her. What do you thir-rk about this?"

Find alternatiaes to qslcing "r,ohy?"

I avoid asking clients why they think, feel, or act the way they do.
My commitment is to ernpower the persotl I'm coachiug, and a

"V{hy?" conversation seldom looks very empowering to me.

Questiorrs that start with tl-re word "why" can create problems. One
problern is that asking "Why?" often leads people to tnake ttP rea-
sons for their behavior that are incomplete, inaccurate, or both:
"Why did I do tl-rat? Because I'tn basically a weak person....
Because my boss is a jerk. ... Because my mother dropped me on my
head when I was three." We are complicated human beings, and I
am not slrre we can ever fully understand why we do what we do.
However, given enough time, rnost of us can invent plenty of rea-
sons to explain our behavior and circumstances. And, we'll proba-
bly never know for sure whether any of the explanations are accu-
rate.

Often those explanations relate to conditions that people feel tl'rey
cannot control, such as their family history, their genetic inheri-
tance, or their acquired traits. If we ask clients why they l-rold on to
self-defeating habits, they might say, "Everyone in rny farnily has

tlre same problern." Or, "My parents never gave me the kind of sup-
port I needed." Or, "I can't change that, it's part of my basic person-
ality type."

Asking "YYhy?" usually leads the conversation into tl-re past.
Exploring the past in a detailed way is appropriate for Freudian
psychoar-ralysis and other kinds of therapy, but it is not the pur-
pose of life coachir-rg. Dwelling in the past seldom leads us to
change our behavior in the present or create powerful it-rter-rtions for
the future.
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My experience is that people can change their behavior and pro-
duce amazing results without asking "Yl,hy?" Life coaching is more
likely to rnake a difference when we move from "why" to "what" i

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 clieuts, we draw thetn
from the past into present actions tl-rat will create their future and
assist them in taking responsibility for their lives.

Sometimes the question "Why?" means, "Wltat'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, "Wltat's the benefit of that option?"
Tlris is an example of how finding an alternative to asking "Why?"
can result in clearer communication.

D eo eloping ue atioity and intuition

Effective coaches come to a coacl-ring session without a fixed idea of
wlrat works or wl-rich option is the "right" option for a clier-rt. What
might work during a session is something that can shift from client
to client and frorn moment to moment.

In this kind of dynarnic environment, you might find it useful to
develop your creativity and ilrtuition-your spontaneous sense of
what's appropriate for this client in this tnoment, Use the following
suggestions as ways to enhance your creativity.

Assign your intuition a place

One option is to mentally associate your intuition witl-r 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 cabir-ret that's labeled "intuition." Wl'ren you want to access your
intuition, then you can literally go to tl'rat place in your house, in
your car, in the woods, or in your file cabinet.
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This is similar to what people do when they go to a church to pray
or when they go into a retreat center to meditate. These people l-rave
a physical place tl-rey can enter, one that helps them access the word
of God or their deepest wisdom.

Imagine what clients are thinking and speal( to that

Years ago when I wanted to improve my skill at speaking to large
groups,I began imagining what people ir-r the audience were think-
ing in response to what I was saying. Tl-ren I replied to that imag-
ined response. For instance, if I guessed that people were thinking,
"Gee, that's a weird idea," I'd say, "Now, you might think this is a
weird idea, so let me say a little more about it."

One result of this practice was that I suddenly became quite funny.
People laughed a lot w}ren I correctly guessed what was on their
minds. I also got rnore creative and was able to invent more ideas
on the spot while in front of a group.

You might be thinking that this won't work for you, but I've had
many people tell me tl-rat they use the same technique.

I've also found this strategy to be useful in life coaching. I just
imagine w}rat clients might think and feel in response to wl-rat I say,
and then I speak to that response.

I recommend this technique as a way to develop your intuition and
creativity. In a way, it allows you to view the world through the
client's eyes. This fresh perspective can be a source of rnany new
ideas.

Of course, a danger of this approach is that our sense of the client's
thoughts can be off-track. If so, we could end up leading clier-rts and
steering the conversation in a direction they didn't want to go. To
prevent this outcome, we catl check out the direction by continually
askilrg the client for feedback.
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Put yourself on the spot

I have a long history of playing a game when I'm in front of

a large group of people. When someone asks me a question, I
say something like, "Well, that's a Sreat question, so let me

give you five possible answers." But, when I mention five, I very
seldom have even one in mind. My practice is to generate those

possibilities in the moment out of my commitment to create value
for the audience.

It is somewhat embarrassing to do this when I'm in a one-on-one

conversation and fail to come up with five answers. But if I say,

"Let me give you five answers" in front of 150 people, then my
adrenaline really starts flowing.

When that happens, I like to tl-rink I'm able to access a greater source

of wisdom than my everyday mind. You can call that source of wis-
dom tl-re Great Spirit, God, the universal mind, cosmic conscious-
ness, creative intelligence, or whatever your spiritual path leads

you to name it. Whatever it is, that intelligence is sometl-ring that
can speak through each of us,

So, you might access this infinite source of creativity by purpose-
fully putting yourself on the spot. Just affirm your commitment to

your client and announce that you have several things to say in
response to his comment. Do this even before you know what
you're going to say. You may be pleasantly surprised by what
comes out of your mouth.

Relaxation is key to this tecl-rnique. Wl-ren we get relaxed, we get

creative.

Admit that you're stumped and feed baclc the problem

At some point during a life coaching session, you might feel totally
stumped. After listening to a client define her problem, you migl'rt
look inside yourself for possible options to lay out on the table and

find yourself drawing abrg, fat zero.
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If this happens, one thing you can do right away is to tell the truth:
"Well, I'm stumped. Wow. This is tough, alrd rigl-rt now I don't
know where to go with this or what to do next." This response
gives you permission to be empty of ideas for the moment, and
that can open the door to a solution. Even if no option comes to
your mind, clients might benefit from just sitting with the problem
for a few minutes, inquiring deeply, and doing their own creative
work.

A second option is to simply give back the problern by restating it ir-r

your own words. As you do, clients often gain enough clarity to
come up with a solution on their own.

My first experience with the power of this technique took place
when I was teaching cornputer programming. Even though l had a
master's degree, my students often seemed to know rnore about
programming than I did. Sornetimes they'd bring me a problerm to
solve that would leave rne totally sturnped. So the first thing I
usually said was, "Let me see if I understand what you're asking."
Then, I'd restate tl-re problern. About half the time when I did this,
students would solve the problem by themselves on the spot. And
when they didn't, the act of feeding back the problem created
enough mental space for me to think of an idea.

I recommend this strategy to you as another way to access the
infinite reservoirs of creativity that lie dormant in all of us.

Creating ceremonies and rituals

Many people in our culture are ceremony impoverisl-Led, and this
fact creates an opening for us as life coaches. Part of what we can
bring to our clients is ritual, celebration, and ceremony.

When referring to ceremony, I don't necessarily mean formal
affairs with flowers and tuxedos. Instead, you can use any means
that seem appropriate for your client-nature settings, music,
incense, and even altars. You could sing, chant, meclitate, or do t'ai
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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 tl're future or a monument

that represents what tl'rey 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

Orre way we can Lrse ceremonies and rituals in a coaching rela-
tionsl-rip 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 I 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 tl-reir supervisor but also by
their peers and by the people tl-rey 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 tnuch 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 w}role topic of "what could be improved"
establishes a far more positive direction than focusing on what's
r-rot working. The question "What's not working?" confines us to
only the thir-rgs tl-rat are broken. I prefer to speak about things
that are already working and that the client wants to work even
better.

99



Life Conchittg

Aslc about what's ruorlcing well

One simple ritual you can adopt for the purpose of celebration is to
regularly start coaching sessions with a request: "Tell me something
about your life that is really working well." Then listen fully and
extend your heartfelt appreciation for w}rat the client says. Allow
yourselves to dwell on each success, and talk about the kind of rit-
ual or ceremony tl-rat could commemorate that positive outcorne in
the clier-rt's life. You can keep coming back to this topic, "Now tell
me something else tl-rat is working well."

Responding when clients don't folloza
through

Some of your clier-rts rnight promise repeatedly to take a particular
action, or change a certain habit, and then fail to follow through.
Per}raps they agree to exercise and never do. Perl-raps they agree to
finish a project at work and then refuse to even start it. Or, maybe
they agree to keep a daily journal and come back session after
session with a notebook full of blarrk pages.

When faced with such lack of follow-through, you might feel angry,
sad, or afraid tl-rat the coaching relationship is going nowhere. You
can acknowledge all these feelings and still respond in a way that
moves the client forward.

Assist, don't insist

To begin, remember that our job as coaches is to nssist, not to insist.

Now, if a client walks in with a gun to her head, I'm going to insist
that she put it down. But short of saving somebody's life or pre-
venting a crime, I can think of few situations where it's appropriate
for me to insist that a client take a particular action. Insisting is not
life coaching.
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Our role is to open up possibilities, to lay out options, and to pro-

vide freedo*. wh"r1 we insist on a particular action, then we aban-

don that role, we can empower clients far more by drawing ou

other options long before we start insisting'

Hold goals lightly-and ns sacred commitments

we can encourage clients to balance two attitudes toward any goal.

oneistol-roldthegoalliglrtly,realizingtlrattheirhappinessdoes
not depend on achi"eving u"y particular goal. The other-is to hoid

the goal as sacred, part of their iommitment to create the future that

they want.

Clients who don't follow througl1 can find this balance difficult to

achieve. some of them might take a goal so liglitly that they forget

about it. Otl-rers ,ray taki 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 extretnes. When clients take a goal too lightly' we can assist

them to give the goal some "fsgfh"-fsr example, by suggest-

ing that t"}rey set J timeline for acl-rieving the goa1. And when

clients take goals too seriously and feel guilty about their failure to

follow throtigl-r, 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 I will step out of the coaching role and

d.raw some boundaries when I don't see that a client is rnakir1g any

progress in a certain area.

For instance, I might say, "As your coach, I am not going to insist

that you do anythlng. And, I just want you to know that I will r-rot

.ou.il you anymoreibout 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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your life, you can certainly do that. And I'm rrappy to continue to
coach you about other areas of your life.,,

End the life coaching relntionship

If or-re of your clie.ts consiste,tly breaks major agreements, you
always have the optio,r to end trre coaching relatio,Jhip.

If you choose this option, I recommend tl-rat you end the relation-
ship without a threat like: ',If you don,t star[ keeping your word,
then our coachi.g is donel" Threats run counter to the spirit of
effective life coaching in the same way trrat insisting, giving rdri.",
or telling people the answer to their problerns do.

Instead of issuing threats, you can estabrish from the beginning of
your coaching that you want clients to keep their word, ind thit if
they don't, you may end the coaching relationship.

Using the optio,s to stop life coachi.g in certain areas, or even to
end the coaching relationship, can still be consistent with your full
commitment to your client. Co.tinuing to coach people who are not
generating new results can do them a disservice. By stopping
coaching, you send a message: "I wilr get out of the *uy ro thit yoi
can make progress on your own or with someone else.,,

Responding zahen clients seem defensioe

You might find clients who occasionally resist both the content of
the coaching session, the process of life coaching, or both. For exam-
ple, they could react defensively whe, you suggest a. option, or
they miglrt get visibly frustrated when you refuJe to offer udri.".

one response to such bel-raviors is to label clients as ,,defensive.,,
However, there is another option I like better, and that's prete,ding
for a moment that I created the client's defensiveness. iher-, I cur-,
look for ways to create a different response in rny client.
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Release your interpretations and iudgments

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

interpret their behaviors in a judgmental way. For example, a client

,ryr, "Yo., know the whole problem with my life is my wife' If it

werer1,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 tife miserable'"

After hearing this,I could respond with an interpretation and jrdg-

ment such ur, "Yo., know, it looks to rne 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, a,i feed back the problem as the clieut sees it: "Oh, man, I

got it. Your wife is the problem. It must be hard to live with a

I"o*ur-r who is always complair-ring." I can make this response out

of my commitment io love clients unconditionally-to avoid jrdg-

ing people who seem judgmental, analyzing people who seem

or-rltyti"it, and blamir-rg people who seem to blame others.

In addition, I can keep bringing the client back to our overriding

pllrpose in coaching, which is to help him create the life of his

ir"".rrt. I could say, "One thing we could do is talk about ways to

have a wonderful iif" 
"rr"r"r 

when you live with a wornan 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 wiin thls woman." Besides being less likely to generate

deferisiveness, this response gives the client many more options for

movirrg ahead than sayin g, "YoLr 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 tt"rai iirdaes life coaihing 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 oniy 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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diagnose clients as a tool for assisting the therapist to determine a
heatment to help change their client,s behavior.

I hold that my job as a coach is never to confront clients with my
ir terpretation of their bel-raviors or any jr-rdgments based on those
ir terpretations. when I judge sornebody for being judgmental, then
1_-rm being judgmental. when I blame so,rebodylor bJing a blamer,
tl en I am also blami.g. I, the process, I'm arso paving tf,e way for
cEents to act in ways that I could label defensive.

L'oranplay your interTtretations, eaen T.ohen you're aslcecl

fu them

sr,me clients who come in with judgrnents rnight ask if yolr concur
wrtl-r them. For example, my client courd say, "Don't ytu sere that
my wife is making me miserable?,,

If I respond out of rny commitme,t to avoid judging the clier-rt, I
cc.uld say, "well,I don't think it matters how I r"" ir I am trying
to look at this situation through your eyes, and it,s clear to rne
th,rt from your point of view, you have a wife who is making you
m serable."

"Eut, don't you think she is really making me miserable?" the client
nr ght prcss.

" A ctually, I think we are all responsible for our actions and our
enrotions. I believe that you have chosen to hang around somebody
ycxr don't enjoy being with. And, I think trreie are lots of other
opions. I would like to explore them with yoLt.,,

|]-ra!_I'm trying to demonstrate here is that when pushed by clients,
I'll tell tllem what I think. But even tl-ren I'll avoidionfronting them
wi:h my interpretations of their behavior, when I remain no,-judg-
me ntal and just feed back the clie.t's problem, then it,s rrn." ilk"1"y
th; t clients will shift their point of view and begin to explore
op.ions for solving the problem.

704



Enhancittg You' Skills

Assisting clients to be more self-responsible

Imagine a scale of self-responsibility. on the high end ory_h. scale is

o p"iror1 who believes that she is the author of her life. Tliis person

,rperates as if her levels of happiness, health, love, and wealth come

from her own choices. Eve, *hen she does.'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 problefi].." "of course I feel sad-
it,s rair-red every day ior tl-re last week." "I can't help having this

problem; it's just the way I am'" "l can't be happy at work because

iny bos, is a tyrant." "There's no hope for a family like mi,e'"

Between these two extlemes are many places that clients can stand'

Near the middle of tl-re scale, for example, is the client who says, "I

didn,t have anything to do with the fact that my wife screamed at

me, btrt maybe I diJn't have to yelt back at her'" Or' "My boss is

making ^y 
iif" miserable, but I can always go look for another job'"

At a given moment, ciier-rts can stand at any point on this scale. One

of th; deepest joys I experience in coacl-ring is seeing clients spend

more time at the highei end of the scale. To me, this is one of tl"re

most remarkable shlfts a Person can tnake. I find tl-rat the following

coaching strategies help people make that transformation'

Listen fully nnd nffirm

Throughout tl-ris book, I refer to the Power of full listening and

affirmation as ways that we can assist clients to discover their

passion and unlo& their brilliance. Listeni.g fully and_ affirming

ihe',ts also helps them to move from being victims to being self-

responsible.
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I eople often conclude they're victims when they haven,t experi-
encgd their genius-their abilities to think creatively ar.rcl solve
problems- skillfully. U,til they experie,ce their ge^iur, p"opl" a."
more likely to er-rd up on the victirn end of the scile.

v/hen we liste, fully, we set opposite forces in motion. I. the pres-
erce of our full listening, clients can speak goals that ur" ,ritully
important to them and brai,storm dozens of ways to achieve them.
In the process, clients experience their power to produce new out-
c{)mes and make permanent change in their livei. Once tl"rey have
tLat experience, it's rnore difficurt io pray trre role of victirn.

Ctffer alternatiaes to the language of obligation

\A hen people believe they are victims, we hear that belief reflected
in their choice of words. I describe tr-rese choices as the lnngrLage of
oHigation.

se veral key words andphrases poir-rt to tr-re ra.guage of obligation.
Tlrese include I haue to,I should,I need to,l rnrLst,lo"firt b, and I cnn,t.
Clients experience little freedom, little choice, ur-,jhttl" possibility
fo: change when using such language. Instead, they,re likely to sel
th:mselves as helpless victims of the people and circumsta,ces i.
tl-r:ir lives.

As coaches, we can encourage people to try on new language.
Fc'r example, instead of saying -I have to do that," crients can say"I might do that," "Ylltry to do that,,, or,,I could do that.,,,Ihese
sentences are examples of the ranguage of possibility-a first
step out of the rnud of victirnhood and toward tl-re sunlight of
seH-responsibility.

cl; ents can use their words to go even higher on the scale of self-
responsibility. They can use the language-of preference (,,I,d like to
nre et that goal"), passio, ("I have a burni.g desire to meel. that
go,tl"), planning ("I've created a strategy for rireeting that goal ,ext
year"), and prontising ("You can absoruiely count rr-r"ro" to meet that
goal").
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Remember tl-rat words such as night and try are Powerful tools

for self-responsibility. Some coaches characterize these words as

weak or wimpy. I disagree. Might and tty are huge advances

beyond I shotld and I haae to. Might and try build bridges to a sense

of possibility and language that's even mole self-responsible.

I believe that tl-re way clients string words together is a habit. With

clients, permission, I can gently point out when they're usit-tg

language of obligation and assist them to change tl-rat habit.

Brealc doron 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 theii victimhood, we can encourage them to break

down their biggest goals into srnaller, more manageable tasks'

For example, if a client says she wants a new career but has no idea

where to tegi1, you can assist l-rer 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 ffiany options

We can also assist clients to move toward self-responsibility by pro-

moting their most creative thinking. Clients can experience first-

hand t"he 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

twer1ty ways to adopt this new habit, including seven options that

lie could implemerlt immediately. As this client spoke, I sirnply

restated each option he invented and then I asked for more.
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\vhen using this strategy with clients, I see my job as simply to lis-
bn fully and affirm the client's thinking. sometimes I will also write
cown the client's list of options. Howeveq I seldorn add to those
J,ossibilities with ideas of lny own. when clients generate their owr-r
solutions, they're more likely to act on those solutions.
occasionally, I will offer to teach a tecrrnique or goal-fulfillment
strategy, but I do this only with the clierLt's permission. That,s as
c irective as I usually want to be, especially when my goal is to pro-
note the client's self-responsibility.

Coaching two people at once

I\Iuch of the time, life coacl-ring involves a one-to-one interaction
between a client and a coach. However, you can also invite two
people who are in conflict to meet with you and assist them in
improving their relationship. These people can include clients and
their spouses, rornantic partners, relatives, friends, coworkers,
enployees, supervisors, and others.

T1-re idea of coaching couples is to improve the relationship between
tlre two people involved and to improve each individual,s life. with
tl-is purpose in mind,I recornmend that you meet witl-r each persorl
ir dividually before working witl-r both people together.

\A'hen coaching couples, I apply most of the sarne techniques that i
use in coaching individuals. My preference in any coaching situa-
ti,rn is to dwell on the least directive end of the coaching continuurn
as explained in Chapter Three. This means assisting people to speak
tF eir goals, affirming those goals, and helping them to generate
options while focusing on solutions rather than problems. with
cc uples as with individuals, I assume that following clients, pas-
si rns will unlock their brilliance and lead them to the life of their
dreams.

Tc get the most out of sessions witl-r couples, consider the following
sr- ggestions.
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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 otl'rer 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 tI-ris

assumption. For example, if your client and her spouse ask for

assistance in improving their relatiot-rship, you might want to start

your session by making sure that they want the relationship to con-

iir-r.r". If not, your goal as a coach could be to l-relp them to dissolve

the relationship witl-r 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

tther person. Tliir-rk 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 tl-re 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-oper-rly to each other, and there's not much that I would
rather do than be present to that kind of heartfelt communication. I
also think tl-rat I can fulfill my role most effectively by giving no

advice but by allowing you to do rnost of the talking. My role is to

facilitate your communication."
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,\ssist pelple to share the conaersatiln space

zlfter you ask tl-re people present to define the problem, assist both
c,f them to speak fully. People in relationship easily create cor-rflicts
when one person does either nearly all of the tarking or aI of
the listening. Your role at this point can be to slow down the com-
rrunication and ensure tl-rat both people get an adequate chance
t r speak.

Assist people to separate speaking and listening

l.llow people to speak in turn and io speak until they've said every-
t-ring they want to say. If someolle ir-rterrupts the person who's
s:eaking, you can gently intervene: "I realize that you may not
agree, and remember that you will have a chance to reply in a few
minutes. For the moment, I ask that you just listen.,,

ctne way to assist with separating speaking and listening is to have
a symbol or a token that the couple passes back and forth between
e rch other. I have a crystal that is about the size of a pencil tliat I call
a "truth stick." I give it to one person in the couple and explain trrat
r,r'l'ren she is holding it, her job is to teli the truth, the wliole trutl-r
ard rrothing but the truth. I explain to the other that his job is to just
li;ten. once the person with the truth stick is done communicating,
she passes the stick to the other whose job now becornes telling the
tmth. This symbol acts as a physical rerninder that effective com-
rr unication is enhanced when we either send or receive instead of
trying to do both at the same tirne.

Also ask people to talk to each otl-rer, not to you.

Assist people to separate al,td sumntarize lcey messages

People who feel upset often have a lot to say-not just one or two
points but maybe eigl'Lt, nine, ten, or more. you can create tremen-
dous value by stoppi^g the speaker after each o,e of those points
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has been made. Then ask the person listening to summarize that

point to the speaker's satisfaction.

Malce eaeryone "right"

People in conflict frequently come to the table witl1 the assumption
that only one of them has the most reasonable point of view. In tl'reir

opinion, one person is "right" and the otl'rer is "wrrJ\9."

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 affirrn the goals tl-rat each

speaks. Whenever possible, assist tl'rem to combine their goals so

that they both get what tl'rey want in life. I describe this as moving
frorn or to nnd.

For example, when workir-rg with a married couple, you might
find that the man wants to move to a new city while the wornan
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, ybu can help them
generate dozens of options for moving nnd maintaining their
friendsl-rips.

Aslc clients to share the things they'ue withheld

Before people talk about a particular problem or goal, ask them to
make a list of undelivered communicatior-r and then read it out
loud. This list can include the hopes, dreams, secrets, upsets, and

ernbarrassments they've never revealed to tl're other person.

Encourage clients to consider every area of tl"reir 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 ir-rtimacy between
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p rople. When those secrets are delivered, the relationship is far
n ore likely to bloom than to dissolve, Your presence as a facilitator
tc this kind of communication creates an environment of safety.

C{ course, there is a possibility that such an exercise will put scr

r uch stress on the relationship that it will end. Communication is
rLky. As always, when working with clients, make sure that what
y()u suggest is seen as one possible option.

Lse the empty chair technique

Ir addition to meeting with two or rrrore people, you can assist
irrlividual clients to do a role-play that promotes full communica-
tion. Ask them to imagine that a person they've not communicated
fully with is sitting in the same room. Set up an empty chair for
this imagined person to "sit" in. Then ask clients to speak to
that persorl as if tl-re persoll were actually present. You can some-
times ask clients to shift chairs and speak as if tl'rey were the other
Person.

Fc,r instance, if tl-re client is in conflict with her husband, ask her
to imagine that he is sitting in tl-re ernpty chair and then request
tlr-at she tell her husband everything that she's been withholding
frorn him.

The empty chair technique has other powerful uses. One var.iation
is to ask clients to imagine that tl-re brilliant person within thern is
sitting in the empty cl-rair. Clients can then communicate with that
part of themselves. You can also put a key figure from tl-re client's
pe st or a person that the client greatly admires in that chair. For
ercample, the coach can ask the client to list tl-rree people whom
slre admires and then ask her to imagine speakir-rg to one of
th rse three people. The client picks the person, sits in a chair,
as;umes the persona of that person, and talks about who she is. She
th:n shifts the chair back so as to be herself again and then
describes to the person in the empty chair the life dilemma. The
cli-'nt then shifts back to assllme the persona of tl-re person she
respects and talks back.
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Coaching clients when you don't knoott or

don't harte it handled

As a life coach, I can really feel stumped and lose confidence

quickly when venturing into ipecific areas of a client's life. I see this

happening in two types of situations. one situatior-r 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. T know

some strategies for solvir-rg this problem, but I might be a person

who procraitinates 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. Perl-raps my client is the

chiel finincial officer for a large corporation and wants coaciring

about his career options. or, maybe rny 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 neurosllrgery'

Fortunately, we as coaches can be effective in working with any

area of a ciient'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

witl-r tl-re following oPtions.

Admit that you don't lcnow

you can begin by practicing something that you ask clients to

do-speak clanaidiy. Wl1en you don't have a problem llandled or

know anythir-rg about a topic, yor-r can simply tell the truth. It may

be l1ardei to tell the truth lo yourself about your limitations than to

tell your clients. At tl-re same tirne, 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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Focus on process

I s a life coach, you are someone skillecr i, processes. Even if you
h:ven't solved a particular problem i^ your own life, you do
lqrow strategies for solving any problem. Eve. when you've not
c-ranged the habit of procrastination, you still know strategies for
c-ranging any habit. And even if you don't know about tlie ki,d
o communication that takes place between nelrrosurgeons in an
o:erati.g roorrr, you do know strategies for speakir-rg powerfully
ard listening effectively in any situation.

Yrur skill in articulating general processes creates value for clients
far beyond your knowledge of a,y particurar subject area. The par-
ti':ular processes that I recommend you focus on are sumrnarized at
tl e end of C1-rapter Five and detailed in my book FsllLng Azunlce.

L istinguish coaching from consulting

th* coaching clier-Lts i. their area of expertise, also keep in mind
th-- distinction between being a coach or-rd b"ir-,g a consultant.

A consulta,t is sorneo.e who's reached a level of rnastery i. a
specific subject. If I'm going to consult people about neuroslrrgery,
fo r instalrce, then I'd better know a lot ibout neruosrrrgery. I could
e\rerr spend a major portio, of rny time teachi,g oiner nerlro-
surgeons about ways to do specific parts of their job.

Bt t as a coach, my role is differer-rt: I am not a consultant, a,d I,rn
nct there to teach clients. As a coacl-r, I say to people, ',Discover
what works for you, and trust your brilliance.,,

Remember the benefits of ignorance

when assisting a client, you could be even rnore effective than
someone who k,ows the client's area of specialty. In this case, your
igr orance is your stre,gth. you can bring a fresir, outside perspec,
tiv: to the conversatio, and see issues a,d optio,s that a sp",,iilist
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migl-rt 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, tl-re client will create powerful and effec-

tive options.

Learn about the subiect

When you don't have it handled or yoll don't know about it, yott

always have tl-re option to learn more about it. of course, yoll may

,"r".r"i become a neurosrlrgeon. 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, I coaclled 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 liave a background in accounting, computer Programming, aud

starting and running a business. when working with clients who

l1ave questions about these topics, I could draw on this background.
You could do the same when coaching clients in your specialty area.

Although I thir-rk it's f;reat to get in touch with our areas of specialty,

I recomrnend that we generally avoid bringing them into the life

coaching experience. The danger is that we could over-apply our

specialtLs. Our expertise can become a hammer, and everything the
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cl-ient says can start to look like a nail. To a coach who's also a chem-
ical dependency colrnselor, every client could look like an addict. To
a :oach who is a financial counselor, every problem could look like
a problem with rnoney.

For this reason, I recommend that coaches avoid promoting their
areas of specialty while marketing. If you say that you are a life
ccach who specializes in health and vitality because you know a lot
at'out exercise and nutrition, then you cor-rld quickly run into prob-
le:rs. one of your clie,ts ,right come into a session thi,king, "My
real problem is that I'm not getting along with rny wife, but i don't
krLow if I should bring that up; it doesn't have any thing to do with
he alth or vitality." Even if you tell clients that you'll work with
tr-Lm about anything, that message can easily get lost ir-r the promo-
tion of your specialty in health and nutrition.

o'lr clients experience the power and possibility of rife coaching
w-ren we're willing to look at every area of tl-reir lives and embrace
ary problem that they experience. we can serve people most effec-
tir ely when we lift our eyes to a broader horizon and be cautious
about promoting our own specialties.

Arknowledging mistakes that life coaches
make

Li;e coaches can make a variety of mistakes. From my point of view,
so:ne of the major mistakes are the following.

Deciding ruhat's best for our clients and then steering
thzm

Rather than just offering possibilities, we sometimes try to lead the
show: "My clier-rt works a lot of overtime, so I better do something
to help him take more tirne off.... My client talks a lot about tl-re
past, so she should talk more about what she wants in the firttLre....
Mv client is overweight, so the next thing for us to do is focus on
exercise and nutrition."
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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 situatious 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.

ludging clients instead of affirming them

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

Making mistnlces and hiding them

When I screw up and then cover it uP, clients can go away col1-

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 someonelms a secret. "I've
been coaching Jol-rn, 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 roith clients

In a sense,life coaching is a little like giving penicillin. Penicillin's a

wonderful drup5 unless we p;ive too little of it. Then tl-re bacteria

we're trying to kill become resistant. something analogotts 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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hc,urs with them a month for three months. No life coach is going to
live up to that expectation, no matter how good she is. Assisting
pe ople to alter tl-re quality of their lives takes time.

\Arhen starting with a new coaching client, I ask for a commitment
from them of at least four hours per month for at least 12 months.

Tninlcing thnt we knozu zuhat the mistalces are

Pohaps the biggest mistake life coaches can make does not appear
in the above list. That mistake is thinking that we know that any
pmticular coaching behavior is a mistake. Any coaching behavior
car be effective at one point, and it can be a mistake at another
pcint.

Scxne of the things listed-when done in an appropriate way at an
appropriate time-will be useful and even empower the client.
W ren we start making absoh-rte rules about what's right or what,s
wrong in coaching, then we diminish our options. We approach
cli:nts with formulas instead of an overriding commitment to
doing whatever moves them forward.

Ad<r-rowledging mistakes allows us to learn from and even cele-
brate them. we can often learn far more from our mistakes than
frcrn our successes. That kind of learning becornes possible when
we candidly admit our mistakes and shine a light or-r them long
en tugh to let them teach us.
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Possible Tgpics to Teach

In life coaching relationsl-rips, there are times when it makes sense

for us to assume tl-re role of teacher. Followir-rg 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

Fnlling Arunke and Creating Your Future: Fiue steps to the Life of Your

Drearits and in tl'Le book I co-authored with stan Lankowitz entitled

Htmmn Befug: A Manunl for Hnppiness, Henlth, Loae, 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 I have something to teach, I will start by offering this

option to her and I will not proceed until l am clear that teaching is

what my client wants.

Get the most from life coaching

One way you can serve clients is to teacl-r them a whole smofgas-

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 ireate the life of their dreams rnore quickly. Following are

suggestions for clients about getting the most frorn life coaching.

Clear your slate

To create value from life coaching, make space for it ir-r your life.

Set aside other projects for the time being when it's time for your
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scheduled session. Handle potential interruptions before the coach-
ir g session-telephone calls, bathroom breaks, din,er pla,s. If you
get distracted during a session, report that fact so your coach can
help you choose w}rat to do about it. If it makes sense, reschedule
tl e coaching for another time.

Rnise the stakes

set high expectations for the coaching and for yourself. pretend that
you're paying $500 an }rour for this service. Then brainstorm a list
o{ things you would do to ensure that you get this much varue.
Review your list for ideas you can use at the coaching session that
y()u are about to begin.

Ctmmunicate fully

Coaching is more likely to work when you are brave, ca.did,
ard outspoken. Be willing to tell your coach everythir-rg; nothing is
to r small or too large. Your coach might come to know more about
ycu than almost anyone else, and that's usually a clesirable out-
co(lle.

It pays to be candid when you experience difficulties with the
co--rching process-or with your coach. If you feel upset about any-
th ng that happens during a session, report the fact immediateiy.
T1- is assists your coach to help you move past the upset.

O-.un the coaching

Lil e coaching assists you to create your own ideas for sorving prob-
lerns and invent your own strategies for reaching your goars. To
prrrmote this kind of creativity, avoid statements such as: "My
coach says I should do this," ot, "I'm doing this becaus" *y .nu.i,
toLc me to." Those-' kinds of cornmerLts rnight be accurate when
ap:lied to a teacher or consultant; they're not a great reference to a
life coach.
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one of tl-re 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.

Summnrize discouer ies qnd int entions

Keep a record of the discoveries and intentions you create while
meeting with a life coach. Take notes durir1g the meeting, then

review, edit, surnmarize, and expald them afterwards. Post tl-rese

notes in a place where you'll see them often, such as a bathroom

mirror or car dasl'rboard.

Consider sending your notes to your life coach. The power of this

strategy is that your coach gets to see what you're learning. Tl-ris

learr-ring can be amplified aud developed in future sessions'

Effective life coaching reinforces the cycle of discovery, intention,

and action. say tl-rat while meetir-rg with your coach, you gain a new

insight about yourself-that you want to work or-rly part-time.
Thai,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 witl-rin six

months. Then turn your intention into action: start working less

this week.

Following through on your intentions will probably reveal new

insights that, againz )/ou can translate iuto iutentions and action.

Each time you l]love through this cycle of discovery-inter-rtion-

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 mctst long-term, comprehensive vision of what they want. They

get lost in the details of their daily schedules and to-do lists. Tl1ey

see the trees, not the forest-the most urgent tasks instead of the

most valuable ones.

121,



Life Coaching

By meeting with a life coach, you prevent this outcome. Use your
coach as your dream-catcher and goal magnet. speak your short-
term and long-terrn goals. Speak your life purpose, your dreams,
and your passions. Consider asking your coach to l'Lelp you create a
life plan-a detailed, long-term vision of wl-rat you want to have,
do, and be for tl're rest of your life. Ask yo,r coach to write down
your dreams, hold them in her consciollsness, and keep bringing
you back to them. Then fulfill tl'rose dreams by taking action.

Many of us work and live in places where no one asks us what we
want for the short-term and long-term future. And even when we
start to say what we want, there's often nobody to listen. what a gift
it is to meet with a coach whose job description is to horcr our
dreams as sacred creationsl

Creating the future

By creating the future, I mean assisting clients to speak in detail
about what they want over tl're long term and how trrey intend to
get it. This activity includes creatinpS goals and action plans for
every area of their lives.

The following ideas are a condensation of the strategies that I
present in tl-re second chapter of rny book, Fnlling Atunlce, and
tlrrotrglrou t Crent ing Your F uttu.e.

I consistently ask my clients about what they want in their lives. I
invite them to consider wl'rat they would do if they won the lottery
and could suddenly afford to do anything they choose. If a crient
says that he wants to retire in three years and live in the Caribbean,
I know that this goal is entirely possible, but that it won't happer-r on
its own. with my client, we quickly create many patl'Ls to reach that
goal. Then we create even more outlandish visions, dreams, and
plzrns.

I atso ask people to create their long-range future-wl-rat they want
to see happen in 20 years, 50 years, even 100 years. I i,vite them to
look decades into the future and to launch projects that extend well
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beyond their lifetimes. Then I ask what clients would like to do in
the short-term about their long-range visiot't. People quickly dis-

cover that creating the long-Iange future makes a difference in what

they cl'roose to do this year, this month, and this week.

You can assist clier-rts 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 call tlse to experience the power of creatiug

the future.

Reconcile goal settil'Lg and spontaneity

Your clients might quickly voice a typical objection to creating the

future: "If I set goals, I'11become uptight. I'll sacrifice rny freedom' I
won't be able to go with the flow or be spontaneotls." Wl-ren you
hear tl-ris objection, you can respond witl'r the following ideas.

REplecr oR wrrH 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 statemeut, replacing the or with snd: "I can set goals nnd be

spontaneous." This small step can put clients' thinkir-rg 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 pleasaut smells. witl1 tl-rat

thought in mind, I put my boat in the water and start paddling.
Naturally, I'm going to go witl-r the flow; when you're white-water
rafting, that's about all yclu can do. But the Power of having a goal
is that I'm more likely to notice the flat, sunny places' And when-
ever I spot sucl'r a place, I can see if I can get the boat to tl"rat place so

I can eat. Paradoxically, I'rn going with the flow nnd acl-rieving my
goal.
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Tl'ris analogy makes another point: setting and achieving goals do
not have to be cumbersorrre and difficult processes. Rather, clients
can just fix a goal in mind and make moment-to-moment choices
that rnove them closer toward it.

ExpERil,rENt wrrH THE IDEA

If you try to argue for the benefits of goal setting, you could gener-
ate resistance on the client's part. Instead, you can meet clients
halfway by ackrrowledgirrg tl-reir objections and invitir-rg them to
just give the process a try. For instance, you could say, "Whern you
create goals, you might lose spontaneity-and you might not. Each
person will probably have a different experience. You could just
experiment with goal setting for a short time and see whether it
offers any benefits for you."

ExplonE sEVERAL pAUHS To ACI IIEVTNG TI{E GOAL
With your l-relp, clients can invent many different pathwnys to
achieving a single goal. For exarnple, a person who wants to
make more friends could achieve that goal by joining a church,
taking a community education class, starting a book club, or taking
countless other actions.

Just as clients can select from several different routes when driving
to work, they can also choose from several routes to achieving a
goal. Seeing tl-ris fact is often enough to help clients reconcile
spontaneity and goal setting.

Rrivrss coALS AT ANy rrME
It is valuable to remember tl'Lat once we write an idea down it
does not mean it is set in stone. Any goal, dream, or desire can be
rewritten and revised, or even abandoned, at any time.

Suppose your client sets a goal to retire at age 50. On her 49th birth-
day, she reviews her retirement funds and discovers that she has
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only enough money saved to support herself for a few years witl1-

ouiworking. 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 rnight ask, "If you keep resetting the goal, then is there any

valtre in having the goal in the first place?" My answer is an

emphatic "Yes!" Setting a goal often leads to immediate and benefi-

ciai 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-

i'ir"r., o. modify the goal i. sorne other way so that it becomes

achievable.

Cau tr SoMETHINc ELSE

Some clients will warrn up to the process of setting and achieving

goals when you use different words to describe it. This is one

i"ororl that I ialk about crentrng tlrc ftLture instead of plnnning' Other

clients might respond favorably if you refer to the process as desigtt'

ittg yottr life , choreographing your drentn, or clarifying your uisiott.

Dow't sET GOALS

When clier-rts are still not convinced by the suggestions listed above

and fear that goal setting wilt inhibit them, remember that no

onehas 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 wisdorn.

Reconcile goal setting TL)ith God's will

Another obstacle to creating the future sometitnes 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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My 20 years of experience in teaching college students about self-
responsibility has given me plenty of practice with this obstacle. In
some Christian schools, the whole concept that we create
our life experiences does not go over well. Even so, I've discovered
two ideas that often assist these people to embrace the process of
creating their future.

The first is tl-rat creating your future involves listening to God. some
ways to generate goals include joining a religious community, pray_
ing, and asking to receive a knowledge of God,s will. Then we can
set goals that align with God's will.

second, our job is to l-relp God create what God wants. once we
hnve goals tl-rat reflect God's will, we can choose ways to achieve
those goals. For this purpose, God granted us some rranner of free
will. According to this line of reasoning, God revears whnt to do in
gerneral-to love people, keep the Ten Commandments, and so
on-and lets us choose specific ruays to do those things and whether
or not to even do them.

I love the line in the movie Oh, God where God (played by Cieorge
Burns) appears to a store clerk (played by Joh, Denver). There,s a
scene where God says, "You know, I just told youruhat to do. you,ve
got to figure out tl're horu onyour own." That's a wonderfur message
for the person who wonclers if creating the future is aligned wiili
Cod's will.

Assist clients to balance their clnaersation space

when I begir-r working witl'r people, I often notice that their co.-
versation is dominated by the past. They talk primarily about
events that took place yesterday, last month, last year, or even last
decade.

we have a second optior-r, which is to focus more of our conversa-
tion on the present. when we do, we can celebrate trre joys of the
moment. The present moment is tl're point in time when we fully
experience creativity, great food, passionate sex, and pure fun. As
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children, we naturally focused much of our consciousr-ress on the
present moment. When people learn meditation and other spiritual
practices, they start regaining that childhood ability.

We also have a third optiorl, one that's fairly uncommon: creating
the future. This option involves speakir-rg 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 tl-re
future irlstead of worrying about it or predicting it.

By offering tl-rese options, we can assist our clients to balance their
speaking, reading, writing, and thinking-tl-reir total conversation
space. They can devote about one-third of this space to the past,
another tl-rird to the present, and a fir-ral third to the future. And
when speaking about the future, they can shift from worrying and
predicting wl-rat they thrnk will happen to choosing what they want
to happen, When clients make this shift, they start speaking their
passior-rs, dreams, purposes, goals, ar-rd plans.

We offer our clients a valuable service by mirroring their language.
Witl-r 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 wit}r creating the future.

Highlight sp ecific goals

Clients can begin creating the future by speaking general goals: "I
want to be happier." "I'd like to be healthier," "Iwant to have a job
tlrat I love." "Iwant fulfillir-rg relationships."

General, long-term goals such as these are wonderful. And, it is
even rrore effective when clients translate tl-rese goals into specific,
short-term goals that they can start accomplishing right away. By
specific,I mean goals that point to measurable, detailed, and observ-
able results to be accomplished by specific dates. There's great
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power in this level of specificity. Wherr clients create a specific goal,
they're more likely to meet it-and to know when they've missed it.
When I lister-r to clients, I often highlight any specific goals they
speak and suggest that tl-rey create more.

Focus 0n what and stay flexible about how

As I review recent history,I see that few large-scale and worthwhile
goals were ever taken on by people who knew exactly hor.t, they
were going; to meet those goals. Recently, I watcl-red Martin Luther
King's "I have a dream" speech on video, and I realized something
for the first time:wl'ren King said he had a dream, he didn't also say,

"I have a plan." His entire speech was about tohat he wanted to see

in tlre future, not about lrcw to accomplish it. The clarity and power
of his vision was enorlgh to fuel a civil rights movement, even
before specific plans for the movement were in place.

If you review your own life, you can discover a similar process at
work. When you began large projects, you were probably clear
about whnt resrlts you wanted. However, you probably didn't
know exactly horo you were going to achieve those results. Chances
are tlrat you figured out lrcu along tl're way. And, if you had
a detailed plan at the beginning of the project, /ou probably
changed or even abandoned that plan in favor of anotl'rer. Even so,
your vision and dream was enough to pull you forward into
tl-re future.

I anr not saying that we should ignore the question of lnzu to accorn-
plish a goal. What I mean is tl-rat /zozu needs to be continually re-
invented in the rnoment as we take action toward zolmt we want.
Otlrerwise, we can get so caught up in hou that our vision of wlmt
becomes blurred. When the lrcw is something we invented in the
past, then we're often out of touch with the realities of the present,
and our actions can produce inferior results. Our rnoment-to-
moment actions can be dictated by a rich, cornpelling, and detailed
vision of the future-not by a possibly outdated plan invented in
the past.
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Us e tut o -w e elc pl annin g

In order to avoid a life that is overscheduled, I have developed

a useful technique and taught it to l'rundreds of people. This

technique involves planning every two weeks.

What I recommend is just a straightforward Process for plar-rning

two weeks in advance. Though the process is relatively simple,
rnost people won't do it without some guidance. By taking the time
to teach this technique and then guide clients througll the following
steps, you provide them with a valuable and unique service.

1. Lrsr UPCoMTNG rASKS

Ask clients to describe each significant task they want to complete
ir-r 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
3x5 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 slte runnts to do for personal development and
fun.

Wl'ren I've done this step with clients, we typically end up with
dozens of cards. And these tasks run the gamut fror,:. buy neru shoes

before the snles meeting or spend more time ruith my daughter to paint tlrc
declc or hire a new secretary.

2. Esrntars rHE TIME NEEDED FoR EACFI TASK AND ARI{lvE AT A TorAL

Wher-r clients come face-to-face with their detailed list of tasks, they
ofter-r get the impression that it looks completely undoable. That
llappens for a reason: it ls 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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it. To make this step most useful, keep qurzzirrg her for a realistic
estimate ar-rd be liberal. Clients often discover that it takes about
twice as long to complete a task as tl-rey initially suspect, especially
when they have little experience at monitoring their time. For
example, if a client needs to hire a llew secretary and estimates that
tl"ris will take four hours, you might ask if eight hours worrld be
more accurate.

After you and your client finish assigning a time to each task, add
up the times to get a total number of hours.

3. Asr youR cLIENT How MANy HoURS sHE wANTS To woRK
Next, divide the tasks into two categories, work and non-work.
Then ask your client how many hours she wants to work in the next
two weeks.

When you make this request, she migl-rt say, "I'll just work until I
get it all done." I suggest tl-rat you not accept tl-rat answer. Instead,
ask her how many hours she'd ideally like to work each week for
the next two weeks. To rnake this process even more concrete, sub-
divide that total into daily work hours. Ask her how many hours
she wants to work next Monday, next Tuesday, next Wednesday,
and so on.

4. PRronrurzE TASKS

Now comes the fun part-you ancl your client get to prioritize.

To begin, ask your client which tasks she wants to do during the
next two weeks and which ones she's willing to carry forward to a
later two-week period. Also ask which tasks could be delegated to
other people.

Then go through the remaining tasks witl-r your client and assign
each one a level of priority. I often use the ABC priority system:

o An A priority lneans that clients are absolutely committed to
completing the task during tl're next two weeks ("I've prornised
to get tl-ris done").
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A B priority means that clients would like to complete the task
witllin 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
I don't").

A C priorittl 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 plnns, and C-priorlfy tasks are

possibilities.

5. Toral AND ADIUST TI-IE NUMBER oF HoURS FoI{ HIGH-PRIoltlrY TASKS

At this point, I ask my client to add up the nurnber of hours she

will need to complete her A-priority tasks, both at work and
at horne. And generally what happens is that the client tnakes

another sobering discovery: she is over-committed. For example,
she has 130 hours worth of tasks to complete at work during tl're

next two weeks, but she only wants to work I00 hours during
that period.

Now my client gets to choose ways to decrease the hours needed
for her A-priority tasks. "Well, I'11 just work faster," she might say.

This strategy doesn't account for interruptions, last-miuute crises,

and other surprises. More viable options incltrde:

Downgrading some A-priority tasks to the level of B's or C's.

Delegating some A's.

Moving some A's to a later two-week period.

Eliminating sorne A's altogetl-rer.

I(eep 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 B0 or 90. You can do the same for non-work
tasks.

a
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6. Scuspur-E HrcH-pRronrry rASKS

Finally, ask your client to take her calendar and block out an appro-
priate number of hours for lcey A-priority tasks. (It's not necessary or
even useful to schedule all tl-re A's.)

Many clients find that enterinp; these tasks in a calendar is a useful
step. They find, like I do, that scheduling a specific date and time
for a task means that it's more likely to be completed.

To help your client create the most value from this step, suggest that
sl-re schedule times for non-work activities as well as work-related
tasks. This is a powerful way to make time for important tasks that
can easily get s}roved aside, such as exercise, reading, getting toge-
tl-rer with friends, going to movies, and other recreational activities.

When clients start bringing their daily activities in line with what
they truly want and find ways to balance work with play, they can
Llncover a new source of energy and fulfillment.

Discoaer strengths and special interests

Some clients may ask you for help in discoverir-rg their strengths
and special areas of interest so they can create their future co1l-
sistent with their abilities. You can assist them to gain this self-
knowledge and act on it while they also maintain a balance irr their
lives.

For-r-ow rASSroN

To help your client get in touch with his specialty, ask him to go
where his passion goes. Invite him to look first at what he loves to
do. I think most people can trust their passion. If they love doing
something, then they've probably found their specialty.

Sur<vry FRTENDS

Arrother powerful strategy that people seldom use is to conduct an
informal survey. Suggest that your client pose this question to his
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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

wllat people say rny specialties are. Typically these are skills that I
take for granted, such as the ability to handle details and maintain
focused attentiot-t. 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 strer-rgths.

Asr cltENrs wHAT THEY wsu FoR AS A SPECIALITY

When clients remain unclear about their c}rosen specialty, you can

ask tlrem what they ruish 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 ls 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 questiotl, "What do you wish your specialty
was?" is another under-rated tool that clients can tlse to more
accurately assess their skills ar-rd strengths.

RSH,TSHaBER THAT SPECIALTIES CAN BE OVER-APPLIED

Wl-rile 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
probably not developing others.

After the company I founded had
years, people criticized some of us
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for "making candor king." Now, speaking candidly has been one of
my primary values for years. And while I still think that candor
is wonderfr:l, I know that when taken to an extreme it can ir-rsult
people or even hurt thern.

For me this has been a powerful exarnple of l-row a specialty can be
over-applied. I see now that there is something more important
than candor, and that is love. If love isn't in place in a relationship,
then candid speaking may not work. Often it's useful for people to
put love first and then cultivate candor.

In addition to helping clients get in touch with their specialty, a
coach can Lrncover any costs of over-relying on their specialty. The
coach can assist clients to invent ways for keeping those strengths
in check.

Soloing problems

Focus on solutions rather than problems

We can assist clients to shift from a focus on problems to a focus on
solutions. Most people spend the bulk of their time and their men-
tal energy dwelling on their problems and only a small portion cre-
ating solutions. As a life coach, we can reverse that balance so that
clients spend the bulk of their time focused on solutions. This will
amount to a huge sl-rift in their conversation that can rapidly gener-
ate new actions and guide the client to their genius.

As a bridge to discovering solutions, you can promote brainstorm-
ing-creating many possible solutions to a given problem. This
kind of creativity flourishes when people refrain from evaluating
ideas at first. Ask your client to verbalize even her most "ridicu-
lous" ideas and then you can affirm them. That leaves the door
open for ways to turn ridiculous ideas into doable actior-r plans:
"Ycru want to start your life over again by leaving town? Well, you
might be able to get many of the same benefits by taking a sabbati-
cal and traveling.... You want to stop drinking and keep experienc-
ing pleasure every day? Great. You could find dozens of healthful
ways to get high, including exercising." This technique can be even
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more powerful when clients generate doable options from wild and

crazy ideas.

Consider two models for problem-solaing

Once your clients perceive the benefits of focusing on solr-rtions/ you

can teach some general strategies for problem-solving.

Tl1ere are many models that describe the process of moving frorn

problems to solutior-rs. One model that you can recommend to

clients involves tl-re following six steps (five of wl-rich are about

solutions):

7. Clearly state tlrc problem. This step alone might be enough to
reveal a workable solution.

2. Brninstornt a long list ot'possiltle solutiorts. Allow even the wildest
and craziest options.

3. Sleep on tlmt list of solutiotts. Allow some time to pass before

you evaluate them. This permits even rnore possible solutior-rs to

tubble up into conscious awareness. Prayer, affirrnations, and

creative visualization can yield additional options'

4. Analyze the benefits nnd costs of each possible solution.

5. Cltoose and implentent a solutioru without regarding it as the only
"right" solution.

6. Reoiew tlrc results of implenrcntirLg the solution.

Then repeat the above steps as many times as you want, working
with a new solution or new definition of the problem.

You might also find value in a second model of problem-solving.
This process has only four stePs:

7. Clearly stnte the problem.

2. Create n lottg list of the costs of haaing this problem.

3. Also create a long list of possible benefits tlmt floru from haaing the

problell,t. Though some clients might resist the notion tliat they
benefit from problems, I recotnmelld that you encollraS;e them to

keep looking.
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This step is especially useful when clients are working with
long-standing problems. When tl"re benefits of a problen-r out-
weigh the costs, then tl-re problem can stay in place for months or
even years.

For example, one of the persistent problems in my life is that I
over-schedule and take on too many commitments. However,
this problem creates significant benefits for me. For one, I feel
more irnportant and useful when I'm busy. Also, when I,m
extremely busy, I find it easier to say no to requests and projects
thaI don't interest me.

4. Create r.uays to mnintain the benefits zuithotLt the costs.In my own
case,I could take on fewer projects with greater potential impact.
That way I could maintain the benefits (making a valuable con-
tribution to tl-re world) while decreasing the costs (over-commit-
rnent). I can also develop a new habit of saying no when I don,t
want to do sometl-ring even when I am not too busy.

Changing habits

Tl-re power of changing habits becomes clear to clients when trrey
try on a llew idea-that most of tl're things they want to cl-range
about themselves are habits. For example, I think maybe even hap-
piness is a habit. I think that complaining is a habit. I tl-rink that lack
of energy might also be a habit. I also think that much depression is
a habit-not clinical depressiorr, but the kind of depression that
occlrrs with people who occasionally salt "I'm feeling sacl and
depressed." Our level of self-esteem, olrr ways of solving problems,
and even many aspects of our appearance (like how we hold our
face) are also l-rabits. I see our bel-raviors and personalities as mostly
a collection of habits.

This is not the way that most people view tl-re world. when clients
reveal their sadr-ress, lack of energy, low self-esteem, or other prob-
lems, tl'rey often attribute these problems to factors beyond their
control: their genetic predispositior-r, tl-reir personality type, or their
cultural background. I recently spoke with someone who said, ,,I

grew up in New York City, and New Yorkers are pretty aggressive,
so don't try to change me."
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Seeing our problems as habits instantly grants us power, and for a
sirnple 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 l-rabits, then tl-rere 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 tl-ris 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 arn 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 witl1 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
changir-rg 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 cornmitrnent. This step is the founda-
tion for the others. Clients can make huge strides to changing habits

simply out of their ironclad cornmitrnent to alter their behavior.

And, clients can commit to cl-range even before they know exactly

how they're going to c}range the habit.
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People often ask me how long it takes to change a l'rabit. I answer,
"Somewhere between five minutes and 27 years.It depends on the
habit." I c}ranged a lifelong habit of chewing my fingernails in three
hours. I'm still working on my changing the habit of getting upset
when people around me are upset.

Acquiring other habits, such as exercising regularly or using
two-week plans, can take a few weeks. h-rstead of getting locked
into a conversation about how long the habit change will take, I
encourage clients to keep an open mind and move on to the next
step.

2. Set u1t a feedbaclc system

After cornmitting to change, I ask clients to set up a feedback
system so tl-rat they can monitor their behavior. There are rnany
types of feedback systems ranging from simple to sopl-risticated,
such as:

Marking your calendar each time you perform the new behavior.
Making a chart. For example, if you want to adopt the habit of
regular exercise, you could create a chart that displays each day
of the week ancl mark the chart each day that you exercise.
Asking friends or relatives to tell you when they see you revert-
ing to the old behavior. I once l-rad a habit of swearing. To change
that habit, I asked my employees to notice when I swore and
point it out to me each time. To monitor another habit,I paicl one
of my daughters 50 cents whenever she caught me driving with-
out a seat belt. Getting this kind of cooperation from other
people can assist you to change habits quickly as long you don't
"kill the messenger//-that is, get angry with the person who's
giving you tl-re feedback.

Assigning yourself a grade or a number to indicate how well
yotr're cloing at changing the habit. Once I chose to monitor my
tnood chang;es. I rated my moods on a scale of -10 (really
depressed) to +10 (ecstatic) and entered these numbers se_.veral
times or-r a day on a chart. Over a period of several weeks, I saw
a distinct upswing in my moods.

a
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Working with a client, the coach can invent many more ways to
monitor tl'reir l'rabit 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, P r actice, pr actice, pr actice-without r epr o ach

This step is about graciousness. If we kick ourselves whenever we
fail to perform a new behavior, we'll probably give up on tl-re 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 (ir-rdicating low self-esteem) for two weeks. In
response to l'rer reports of so rnany 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 chan55e." When clients begin
to realize that tl'rey have some control over their habits, they can
avoid beilrg depressed about depression or unhappy about their
unhappir-ress. Wl'ren they remove that wl'role added layer of
self-reproacl-r, they can change habits with much less suffering ar-rd

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 uew outcotnes 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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4, Celebrate

Each time that you see progress in your movement toward develop-
ing the habit that you want, celebrate. Reward yourself when you
notice changes and reward yourself when you have completed this
process. The more appreciation you send your way, the more likely
it is that the habit will change cluickly and that the change will be
permanent.

Once you change a habit in one area of life and celebrate it fully,
you will be ready to take on new habits. Pretty soon, life will be
different.

Handling emotions

Discharging emotions

One valuable benefit of life coaching occllrs when we assist people
to fully experience and discharge their emotions. I am confident
in tl-re benefit of emotional release because of something I've
observed both in my clients and myself: Whatever we fully experi-
ence disappears. When we completely accept a negative feeling and
permit ourselves to fully express it, then tire feeling no longer has to
dominate our tl'rinking or compel our actions.

What's more, when we discharge emotions, all of a sudden we
get much smarter. Our genius is often blocked by unexpressed
emotions such as anger, sadness, embarrassment, hurt, and bore-
dom. What conceals our true nature is layer upon layer of unre-
leased emotion. As those layers are removed, we can access ollr
natural wisdom, compassion, creativity, and happiness.

I first encountered these ideas in the writing and teaching of
Harvey Jackins who developed a technique called "Co-counseling"
that specifically aims to help people discharge ernotion. One of the
fascinating phenomena Jackins describes is how emotion appears
when people start to express it. For example, anger usually
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manifests as loud talking. Sadness rnanifests 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.

I see a direct overlap between tl-re 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:

Prouide a safe physicnl enuironrnent-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.

Proaide n safe psychological enairoruttent. Assttre clients you will
maintain confidentiality about their experiences with
emotional release.

Inaite emotionnl 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 witl'r cotnments suclt as, "You look angry.
Tell me about it."

Aslc people to repeat conrntents that seent to be t'illed with feelittg
when you serlse that it's appropriate. Repetition can promote
emotional release.

Notice ruhnt stops emotionnl relense. When we talk too much or ask
clients too rnany questions, we can interfere with their emotional
discl-rarge. 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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lust receioe the client's et11otilt't. Don't give advice, share your own
experiences, suggest problem-solving strategies, or even feed
back the client's stated problem,

Notice specif ic behnaiors that pron'tote emotionsl relense. Most people
find that full breathing allows emotional expression. If they hold
their breath, it's difficult for people to shake, cry, or laugh.
Sometimes holding a client's harrd will also help. If you do tl'ris
and notice that the client stops crying, then take your hand away.

Stny solid. Avoid crying when clients cry. Focus on the client's
experience, not your own feelings. What assists people while
they discl'rarge emotion is your steady, calm, and confident
Presence.

Gioe clients tmconditionnL positiae regnrd. Commit to sending them
your love, appreciation, joy, and respect, and as they receive
these gifts they will often reward yolr with more
emotional release.

Distinguishing attachment from pr efer ence

I find that mucl-r of the coaching I do is about helping clients make
useful distinctions. For example, they can distinguish con-sulting
from coaching, acceptance from resignation, and observations from
interpretations. You can find other examples of key distinctions
throughout this book.

Another distinction that your clients rnay find useful in l-randling
emotions is the distinction between attachment and preference.
Keep in mind that these two terms describe opposite ends of a con-
tinuum; the difference between them is simply a rnatter of degree.
At any given time, people can move closer to one end or another.
When we assist clients to move toward tl-re preference end of the
continuum, we often promote their l-rappiness.

Ken Keyes, author of Hnndboolc to Higher Consciousness, defines an
attacl'rment as an emotionally backed demand. When I'm attached
to somethin6;, then I demand to have it before I can feel satisfied; I
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simply will not be okay unless I get it or maintain it. In the previotts
sentence, the word it can refer to almost anything-a drug, a car, a

lrouse, 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
extrerne cases, as when people become addicted to a drug, they fear
for their physical or emotional survival when the object of their
addiction is missir-rg.

Preferences represent a clear alternative to attachments. When we
have a preference for something, we're able to say, "I want it-and
I'11 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 1ob, 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 cornputer. 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 lrlove. After a while, I stomped down
the aisle to speak to a man behind the security cottnter, and I felt too
upset to even give l-rim rny report. I was just not okay without rny
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 sur65ery for lung cancer.

With the passage of time, we can often move frotn a state of
attachrnent to one of preference. For example, several hours
after sorneone stole my computer in Amsterdarn, 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 witl-r

Trisl-ra. I sure preferred not to lose my computer, but i was still okay
without it.
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As life coaches, we can create tremendous value for our clients by
decreasing the amount of time it takes for them to move from
attachment to preference. The following strategies can help.

Succpsr rHAT wE'RE MORE LIKELy ro KEEp ouR pI{EFERENCES

Wl-ren we exist in a state of preference rather than attacl-rment, we're
rnore likely to get and keep what we want.

I reminded myself of this many times in the early days of College
Survival, Inc., the company I founded. I believed that if I got
attached to the success of tl-re company, then it was more likely to
fail. When I was able to stay ligl-rtl-rearted about the company's per-
formance,I enjoyed rny work more and I was able to take the kind
of risks that allowed the company to succeed and grow

I take the same attitude toward my marriage. I am deeply in
love with Trisha, and rnore than almost anything else I want this
relationsl-rip to continue. But if I ever become attached to tl'ris rela-
tionship, I'll probably stop doirrg the things that preserve it-for
example, speaking candidly and fully expressir-rg my emotions.
Ironically, maintaining my marriage sornetimes means being
willing to act in ways that put the relationship at risk.

Ar-low FULL SELF-EXPRESSIoN

When we fully permit and fully experience any unpleasant feel-
ing, it tends to lose its power over us. With this in mind, we can
let clients talk about their attachments until their ernotionally
backed demands start to soften. This strategy is especially useful
when we refrain from giving advice or trying to solve clients'
problerns.

When my computer was stolen, Tiisha granted me a huge gift by
allowing me to fully express my emotions about this event. She just
let me discharge all my feelings about tl-re loss. Sl-re didn't say,
"Nn\A/, calm down, Dave; it's really not that bad," or, "Why are you
so upset? It's just a computer, and it can be replaced." Once I vented
my feelir-rgs, I found it much easier to rnove from attachment to
preference.
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Wonny THE ATTACHMENT TO DEATH

Ask clients to describe the worst possible tl-ring 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 tl-ring 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 lottnal. Still, I doubted tl-rat the lounml 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 l-rands. And,I knew
I could create and maintain a wonderful life even if these things
happened.

UNcovEn rHE EGo EeuATioN AND ERASE IT

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

For instance, when a client is attacl-red to a car, then the implied ego
equation is I = My cAI{. 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 terrns can quickly assist the client to see the costs

of the attachment.

When those costs become clear, then clients can take an even more
Iiberating 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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Sp e aking with s elf -r e sp onsibility

There's power in using "I-messages" as a tool for speaking with
greater self-awareness and personal responsibility, and this tool
remains largely under-used.

Many people in the helping professions are already familiar with
the term l-messnges. Even so, this term could be new to many of
your clients, and you may find it useful to teach I-messages in
detail.

Begin with basic distinctions

These are some points I often find useful in introducing tl-re concept
of I-messages:

o l-messng,es are less likely to genernte det'ensiueness itt others. For
example, rnost people will find it easier to hear, "I noticed your
time sheet was late after i asked for it three times," rather than,
"You're irresponsible with time sheets." In a similar way, "I'ye
really been tired at night and I've been doing a lot of tl-re cook-
ing" will probably create a different reaction in others than, "Yotr
never help me with the cooking."

. A primnry anbLe of l-messages is tlmt they nllozu tLs to be self-genern-
tiue-to take responsibility for our thoughts, feelings, words, and
actions.

o Yo*messages are, m nmny unt1s, the opposite ot' l-ntessnges. You-
messages tend to blame, label, and judge peopie. In addition,
You-messages are often filled with the language of obligation-
statements tl-rat include phrases such as you should. For exarnple:
"Yorl're not an effective leader and you should be a lot better at
this by now."

o Besides beirrg easier for other people to receive than You-mes-
sages, [-messages nre often ensier for us to send. Speaking with l-
messages in a timely fashion prevents us from "stuffing" our
feelings and allowir-rg unspoken upsets to accumulate.
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Despite these potential benefits, your clients can find I-mes-
sages tollgh to master, even when these people have the best of
intentions.

I find that it often helps to list five basic elements of an I-message.
The first three of these elements I consider essential. The last two
are optional, and I recommend using them with caution.

Describe obseraations

We can start I-messages with a statement of what we observe-"just
the facts, ma'am," not an interpretation of the facts. For instance,
"You did not return my last three calls" states a verifiable fact.
"You're arrogant" is an evaluation of those facts, and it may not be
the most accurate interpretation.

When stating observations, our task is sticking to what we see and
hear. A useful guideline is to think of observations as being what a
video camera and microphone would record.

It's possible to send an I-message even when we don't have specific
observations to offer. When this is true, we can state our interpreta-
tion or judgment and label it as such. For example: "My ir-rterpreta-
tion is that you're angry with me." Or, "Right now I think that
you're ready to fire me."

The difference between observations and interpretation is not abso-
lute. This distinctior-r points to a continunrn, not a dichotomy. Some
statements combine elements of interpretatior-r and observation.

Describe feelings

Adding the dimension of feelings often adds emotional impact to
an I-message. Though this might sound obvious, many people who
want to state their feelings actually end up sharing their thoughts
and ir-rterpretations instead.
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Remember that feelings include basic emotions such as anger, sad-

ness, and fear'. "I feel afraid" is part of an I-message that reveals a
feeling. Tlle statement "I feel like we're not getting along" seems to
refer to an emotion but actually reveals an interpretation.

To increase your level of self-responsibiiity,leave out words such as

because or wheneaer in reference to your feelings. These words tend
to blame others for the way we feel. An example is, "I felt angry
because you were late for our session." Feeling angry is only one
possible reaction we can have when someone is late. It's usually
more accurate and self-empowering to say, "You were late for the
session, and I'm feeling angry."

State what you want

A third useful element you can add to I-messages is a statement of
what you want. Often this means including phrases such as I want,
I request thnt , and l'd lilce you to.

Statements about what you want are usually more useful whetr you
request an observable behavior: "Please be on time for the session"
is more effective than "Please alter tl're context of the space you're
coming from about our sessions."

Two more elements to use cautiously

Stating what you think can sometimes enhance an I-message. For
instance, "l fear for our relationsl-rip and I think we could both gain
from seeing a marriage counselor." Be careful, however, since the
words I thinlc can easily lead to judgment or interpretation.

You could also state your intention: "I fear for our relationship, ar-rd

I intend to get counseling." When used inappropriately, intentions
can sound like threats and generate defensiveness in other people:
"If you don't come with me to see a marriage counselor, then I
intend to file for a divorce."
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Bewnre of You-messages eaen when they're positiae

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, "Yorl're such a good boy."

The problem with such staternents is that tl-rey can leave listeners
confused about what you specifically appreciate. To avoid tl-ris

problem, you could say, "I heard you come up with lB solutions to
that problem and I feel excited about that" instead of , "YoLt'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 tl'rat"
instead of , "YoLt're such a good boy."

Imp r o o ing r el ati onship s
Recreating the experience of another person

With some assistance from us, our clients can recreate tl-reir 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,
tl-ris 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 thror,rgh our relationships.

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

I've done this exercise lnany 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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1. How Do you AUToMATicALLy AND UNCoNSCIoUSLY RELATE To rHIS
prnsoN?

In otl-rer words, when yott're not being thougl-rtful, who is this per-
son in your life? What assumptions do you make about who this
person is?

For instance, in my initial meetings with Yur-rus, I assumed l-rim to
be a brilliant person who was busy and largely unavailable. I
also saw him as someone to be revered and not approachable as a
potential frier-rd.

2. Wuo AltE you rN THE pRESENCE oF TI'{AT pEnsoN?

Generally, who are you arourld that person? What do you feel?

How do you act? Who do you see yourself to be?

Early in my relationsl-rip with Yuntts, I saw myself as young and
inexperienced. I acted simply as rnan who provided money for his
work. In other words, I saw myself as not being up to much.

3. Wue'/s youR uNCONSClous pur<posE lN LIEING wtrll rLlls rnnsoN?

Another way to ask this question is, "Why do I now spend time
with this person?"

Initially, my purpose around Yunus was just to be social-to make
small talk and rnaybe handle a few details about the fund-raising
project we were doing together.

Once your client has answered the first three questions about l-ris

automatic behavior, he can begin to create a new relationship witl'r
the following questions.

4. Wuo ArtE you wrLLrNG To cREATE THrs pERSoN To BE?

Who could you irnagine tl-ris person to be, and are you willing to let
him or her actually be this person?
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In rny 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 partller 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 PERSOIV?

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. Wuer ARE you wILLINC To CREATE AS youR puRposE wHEN You'ttE

WITH THIS PENSON?

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 beirrg 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 tl-rat limit our vision of ourselves and other people. When
we consciously release those artificial obstacles to our brilliance
and persorlal power, we create a whole new way of being in tl-re

world.
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Receiuing compliments

It's socially acceptable for people to deflect cornplirnents. This kind
of deflection shows up in client comments such as:

1 "Oh, you say that to everyone."

o "You're my life coach. Of course, you see me as wonderful."
. "You're always optimistic. You find the silver lining in every

cloud."
. "YoLr just say that about me because I pay you."

This pervasive habit of deflecting compliments cheats clients out of
experiencing tl-reir personal power and brilliance and often pre-
vents relationsl-rips from moving to a deeper level of intimacy.
When clients deflect our compliments, they are, in a sense, resisting
appreciation and love-an experience tl-rat can frustrate any friend
or life coach.

POIruT oUT ANY PATTERN oF DEFLECTING CoMI)LIMENTS

Once clients become aware of a this habit, they're one step closer to
changing it. You can serve clients by pointing out their pattern of
deflecting compliments whenever it occurs in the coaching session.
In addition, you can explore whether this pattern persists outside of
the coaching session.

Oppnn sPECIFIC cOMPLTMENTS

One way to assist clients in accepting compliments is to speak
specifically. When clients don't take a compliment to heart, we're
often speaking in terms that are too general. So instead of saying,
"You look gteat," you can tell a client, "l appreciate the fact that
you're smiling a lot." Or, instead of sayir-rg, "You're really creative
today," yoll can say, "I just l-reard yoll say five solutions to this
problem that you've rlever said before today."
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RppEar rHE COMI,LIMENT

You can take a cue from the people who create advertisements and
harness the power of repetitior-r: 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 cornpliment."

Asr cr,rerurs ro ITECEIVE THE coMpLIMENT

Simply asking clients to receive your compliments can work wou-
ders, Just sayt "I want to offer you a cornplirnent, and my request is
that you just listen to it and receive it."

A related option is to give clier-rts 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.'Anotller is to say, 'Thank you. You're very percePtive.'Or,
you can say nothing at a11."

Pne-eNswnR TFlE oBIECTION

As you get to know clients, you can often anticipate their possible
objections to your compliments. Then you can allswer those objec-
tions at the same time you offer your complimer-rts: "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 ir-rtention is to speak
candidly, and I will cornplirnent you only when it represents my
authentic experience of you in the moment."

Using success str ategie s

A skilled life coach-and a skilled client-is someone who looks at
process as well as content. That's ar1 ullllsual ability. Most people
don't even make the distinction between content and process.
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Content is mostly about what-what subjects to learn, what invest-
ments to buy, what goals to set, what kind of exercise to do, what
kind of foods to eat, what habits to adopt. But process is about
how-how we learr-r any subject, how we choose to spend our
money/ how we maintain any exercise program, how we change
any habit, or meet any goal.

While mastery of a particular content area is a primary characteris-
tic of a consultant, mastery of many processes is a fundamental part
of being a skilled life coach.

In my life coaching work, I find myself drawing on a core set of
processes tl-rat apply across the board to any content, any change in
tlrinking or behavior that clients want to make. I call them Pozoer

Processes or Success Strategies. These strategies distill the essence of
what I've learned about personal growth and spiritual transforma-
tion. I've constantly searched for ways to express these ideas in lan-
guage that is easily understood and in ways that the ideas will
be used.

Following are brief summaries of each Power Process as it is
described in more detail in rny books Crenting Yotu Fr,LttLre and
Humnn Being. Following these sumrnaries is a summary of the 12

Success Strategies that are described in detail in my book, FallLng
Ar.ualce.

Summary of the Power Processes

7. Determine what you want. When your daily activities and
choices are guided by a clear vision for the future, you can be
rnore effective.

2. Survey your life. Beirlg honest about your effectiveness in
many areas unleashes a powerful force for change.

3. Practice acceptance. One way to solve a problem is to begin by
loving it.

4. Examine moment-to-moment choices. Remembering that
genius is in the detail, you can treat the small choices with care
and watch your whole life start to change.
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5. Investigate your role. In any situatior-r, you can ask, "How
have I created this?" and "How can I turn this around?"

6. Focus your attention. Learning to "be here r1ow" releases men-

tal distractions and increases your effectiveness at any activity.

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

8. Speak candidly. W}ren you express yourself fully, you can
make a loving contribution to yourself and others.

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

10. Surrender and trust. A powerful way to deal with people and
events is to stop futile attempts to control tl'Lern.

11. 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.

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

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

1,4. Enjoy and celebrate. In almost any situation, even the most
difficult, you can find a source of delight.

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

76. Choose your conversations and your community. To fulfill
your goals, take part ir-r conversations and hang around tl-re

people who are aligned with your purpose, plans, and values.

77. Revise your habits. You can improve your life quickly when
you see faults as habits instead of personal defects.

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

19. Think clearly. Rather than going through your daily routine
on automatic pilot, you can be thoughtful and use simple
tecl-rniques of logic to move directly toward the life of your
dreams.
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20. Act courageously. Fears need not stop you from doing what
you've chosen to do.

21. Manage your associations. When you link a desired new
behavior to pleasure, you can establish it with a minimum of
struggle.

22. Contribute. Assisting others to get what they want and taking
on bigger problems are ways to create a wonderful life for
yourself.

23. Define your values, align your actions. Personal effectiveness
includes being clear about your fundamental values and
making choices consistent with tllem.

Summary of the Success Strategies

1. Determine what you want. Trust your desires and create a

bold, detailed vision for your future.

2. Tell the truth. Speak candidly, rnake promises, ar-rd align your
actions with your words.

3. Move toward love. Be willing to release antagonism, and
embrace problerns as a step toward solving them.

4. Take responsibility. h'r any situation, ask "How did I create
this?" and "How can I create a new result?"

5. Lighten your load. Move toward bliss by letting go of your
attachments and expectations, and by choosing r-rew ways to
manage distress.

6. Focus your awareness. Release mental distractions and pay
exquisite attention to moment-to-moment choices.

7. Listen fully. Open up to receiving any messages-cornpli-
ments, criticism, or whatever the world is sending you in the
moment.

B. Choose your conversations. Understand tl-re role of conversa-
tions in creating your world, and center conversations with
care.

9. Change your habits. Take the rnystery out of personal transfor-
mation by following three simple steps to make consistent
changes in your behavior.
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10. Persist. Wl'Len faced witll a problem,look beyond the first solu-
tions that occur to you, and stay in action until you get what
you want.

11. Contribute. As you get more of what you want in life, find
added joy by assisting others to get what tlrcy want.

72. Celebrate. Colrstantly notice what you enjoy about your life
right now, and go for fun.
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Chapter Six

Professional Issues fo,
Lrft Coaches

Deaeloping appropriate intimacy with clients

Aim for balance

My commitment to tl're people I coach is to love them according to a
dictionary definition of that word-to l-rold tl-rern 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 happerls, 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 thern away.

It's also possible to not be intimate enough with clients-to be aloof
and distant. When we withl-rold 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 r-rotice any of the following, I examine whether I l'Lave been
intimate enough in the life coaching relationship:

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

o I stmt to focus ot'tttty perforrnance as nlife conch, not on serving the
client.
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o ltly client neaer clmplnins. When people periodically complain
that the coaching is getting a little too intense and a little too inti-
mate, then I'm probabiy on track. If the client hasn't complained
tl-rat I am being too intimate, then it might be time for me to
speak more candidly. Of course, different people }rave different
tolerances for intimacy and different boundaries. When some

clients complain that it's too intimate, it may be that you l"rave

gone over the line and it is time to back off.

Aslc for permission to be candid

One way to discover an appropriate level of intirnacy with each

client is to check witl-r the client.

For instance, you could say: "I am here to assist you, to empower
you, and to help you in any way I can to have the most wonderful
life possible. I think it would be valuable to talk about your alcohol
trse. Are you willing?" Yott can even suggest that clients not answer
the question immediately. Give them the option to return to the
qrrestiou at a lal.er sessiott.

This approach reinforces your purpose in life coaching and
gives the client pertnission to choose the level of intimacy in the
interaction.

Assume a certain leael of intimactl

You can also just assume a certain level of intimacy. For example,
over the last few years, my wife and I have been coached about
sexuality. The couple wl-ro provides this coaching is so frank that
we have often been surprised but not offended. These people
talk about the most intirnate details of sex much like I would talk
about rny portable telephone. But, they speak in such an easy and
matter-of-fact way that so far I l'rave never been insulted.

Say tl-rat I have some hard feedback for a client, such as "Your
breath smells," or "It's hard for me when yotl are late for a session."
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Civen 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 tl'rat love. If they don't, I can
apologize and let them know that I did not intend to insult or
offerrd them.

There's an old sayirrg 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 asslrme
tlrat it's all okay. And, most of the time it zoill be just fine wit}r 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 tl're following ways.

AcxNowlnDCE AND AFFTRM

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 tl-re 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 tl-rank thern for being so honest and rernind
them that this type of authenticity is one way to get the most frorn
life coaching.

You might even affirm them with, "It is understandable that you
might l-rave 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 recomrnend against full disclosure.
Far too often a client could misinterpret your disclosure as an
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advance. I recommend that you deal witl-r these feeling with a

life coach mentor or psycl'rologist.

SnpaRatr sEX FI<OM INTTMACY

In our society, people often equate intimacy with sex. Many of the

times when we have intimate feelings are also times when we have

sexual feelings.

There is intimacy-deep sharing ar-rd full self-disclosure-in the life
coaching relationship. People sometimes forget that we can sePa-

rate this kind of intimacy from sex. You can remind your clients of
this distinction to l-relp eliminate tnisunderstandir-rgs.

Hand l-rolding, hugging, and other forms of touching are not l1eces-

sarily sexual. As long as clients are comfortable with them, these

forms of physical contact can be a part of life coaching-even iu this
age of sexual harassment lawsuits. If you are in doubt about the

message that your touch is sending to your client, check it out. For

example, you might say to your clieut, "Wlten you were crying
about your father's death, I held your l-rand for a sl-rort time. My
intention was to provide comfort and empathy' Were you comfort-
able with tl-rat? Or did I overstep your boundaries?"

Sav wrtar You'RE Nor SAYING

One strategy for clear communication in any emotionally charged
situation is to say what you are not saying. If you love your client,
you can say that. Then you can rule out the possibility of a sexual

relatior-rship.

Suppose you tell a client that you love her. The client might uncon-

sciously add something to your mess age: My coach lottes me nnd

zuants to lmae sex uith me. To prevent that misunderstanding, you
cotrld say, "I really think you're a wonderful person. I am not saying

that I want to be sexually intimate with you'"

Rulp our sEx

A related strategy is to state clearly that there is no chance that you
will have a sexual relationship with your clients. You don't have to
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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 tl-re client:
"I appreciate your honesty in saying how you feel about me. I just
want you to know that I'm committed to empowering you in every
way I 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,I told her that although our relationship would be very
open, I did not want it to include any flirtation.

Gsr coaculNc MENTORINC

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
sorneone you trust to help you with your coaching.

Hrlp rns cLTENT FIND ANorI-IEIt coACH
I don't think there's anythir-rg 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 Lrse all the strategies listed above.
When the issue of sex becomes too distracting for yotl or for your
client, then it may be time for you to l-relp your client find anotl-rer
coach.

H andling du al rel ati onship s

Dual relationsl-rips take place when you have an additional relation-
ship wit}r 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 yol-r Lrse life coacl-ring skills with
your own family members and friends.
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Handling dual relationships can be tricky. In tl'rese situations, it's
llard for a life coach to be agenda free. Sometimes there is a Power
imbalance, as when an employer coaches an employee. And, coach-
ing becomes complicated wl-ren added responsibilities are present:
As a parent,I have a responsibility to see that my child behaves itr a

certain way. As an ernployer, I have a responsibility to see tl-rat my
employees get certain tasks dorLe.

Among psychotherapists, there is a code of etl-rics that prohibits
dual relationships. Counseling people such as friends, employees,
or family rnembers is considered unethical. I think this is a won-
derful principle for counselors, but I don't think that is necessary

for life coaches. In my own work, for example, I've seen lots of
good happen when I coach employees and when employees
coach me.

To prevent problems that can arise from dual relationships, first
recognize when tl'rey occur. Then you can clearly choose what to
do next.

Aclcnowledge the danger

Before you enter into a dual relationship as a life coach, acknowl-
edge the danger. Tell the person you're coaching that you want to
experiment with having a dual relationship for a while. Also, point
out the potential problems, including Power imbalance and the
presence of conflicting agendas. Assist clients to enter a dual rela-
tionship consciously, and only enter into such a relationship witl-r

the client's full consent.

Ensure that there's a demand for claching

One way to prevent the dangers of dual relationships is to enstlre
that the client has a huge appetite for coaching. I won't coach

employees, family members, or close friends unless they repeatedly
request it. I don't want an ernployee to ask for coaching in order to
get points, or friends to ask for coachir-rg out of a sense that they
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owe me a favor. When soffleone really wants my coaching, then I
can usually trust that they're making the request without an ulterior
motive.

Limit the coaching

You can sometimes avoid the dangers of dual relationships by
choosing to limit the scope of the coaching. While coaching an
employee, you could choose to work only with his healtl-r-related
goals-but not, for example, tl-re employee's career goals. That
avoids the kind of awkwardness tl-rat can develop when employees
come to you for coaching about salary negotiation or career
changes.

Brnclcet your coaching

A related option is to bracket the times when your role switches
from that of being a coach. Create a clear demarcation between roles
and announce which role you intend to operate from at any given
moment. You can do tl-ris througl-r comments such as:

"I've got something I could teach you here about ways to handle
yor-rr investments. If yotr're interested in pursuing this, then
I am no longer acting as your life coach but as a fir-rancial
advisor."
"I'm willing to coach you about making a career change. If I do,
I'11be stepping out of my role as your employer."
"I'm trained as a psychotherapist, so we could shift from life
coaching at this point and talk about dealilrg with a possible
mental disorder."

Tl-re key is to have your role as a coach out on the table.
Acknowledge when you're coaching and when you're not. Point
out when your role switches from coach to friend, relative, man-
ager, counselor, consultant, or somethir-rg else. To promote clarity,
keep reminding clients of this point.
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When apprlpriate, release ylur agenda

At College Survival, Inc., we had effectiveness coaches whose role
was to help each employee get what he or she wanted in life. This
coaching was provided as an employee benefit, like disability cov-

erage and healtl-r insurance. My direction to each coach was to help
employees get whatever they wanted, even if employees concluded
that they wanted to leave the company. I felt so strongly about the

value of coaching that I was willing to lose employees.

Look to see whether you have an agenda for your client before
entering into a dual relationship. Therr ask yourself if you're willing
to modify or release that agenda. If you're not, then refer the client
to another coach.

Reaiew your clients

Talk about your clients with another life coach or mentor when you
suspect that a dual relationship might be a problem. Sometimes
other people will see a dual relatiouship problern where you do not'

You can also learn rnore about boundary issues and dual relation-
ships througl-r professional coaching organizations and books. One
practical guide is Tangled Relatiottships: Managittg Boundnry lssr.rt:s itt
the Humnn Seraices by Frederic C. Reamer.

Making referrals to other professionals

At times, the rnost contributing thir-rg we can do for our client is to
refer him to another professional. That professional could be a

plrysician, a mental health professional, lawyer, accountant, or a
consultant.

When choosing when and how to refer, we can quickly ruu into
many gray areas. Making this choice is an art, not a science.
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One path to clarity is to use your intuition. When it's time to refer a
client, you'llprobably 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 knoruledge and slcill

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 rnental 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 tl-re other
professionals involved so that we can coordinate our efforts.

Refer in cases of serious illness

I 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 witlr a condition described in the Dingnostic and Stntisticnl
Manual of Mentnl Disorders, published by the Arnerican 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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When you refer a client, you could continue life coaching and set

appropriate boundaries:

Declnre certain topics to be off lirnits: "I think that any conversation
about your past with that person needs to be done with a thera-

pist. I won't have this conversation with you anymore, but I'm
still willing to coach you in other areas." If a Person l'ras or is
dealing witl'r a certain topic in therapy, then yott probably don't
want deal with it as a life coach.

Declare certain methods off limits: "Emotional release is part of my
work with some clients, but it's not going to be part of our coach-

ing. I think emotional release is sometl-ring you need to do with a

therapist."

Do both of the nboae: "We are not going to talk about that issue, nor
are we going to use the process of emotional release on any
topic."

Refer when clients stop malcing healtl'Ly choices

When it looks like clients are no longer making healthy life choices,

then it's time to reassess your coaching relationship. Refer them
when, from an ethical point of view, you can no longer tolerate their
behavior.

For example, one of my clients just kept telling me how depressed

she was. I asked her repeatedly how she intended to handle that.

She agreed several times to see a therapist but never did. Finally,

she started taking Prozac that had been prescribed for her brother
but sl're still hadn't seen a doctor. When I discovered this, I said I
was not willing to coach her unless she took her problem to an

appropriate expert.

Continue coaching until the problem reaches a certain

leuel

When I was president of College Survival,Inc., we offered coachiug
to our employees. One of our guidelines was that we would con-

tinue to coach an employee about a problem until the problem
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reached a certain level of severity. For example, if the problem led to
plrysical 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 yolrr own guidelines about when to refer people. Consider
putting these guidelines in writing. You could include them in a life
coaching agreernent that you ask people to sign before you start
coachir-rg them.

Ix{egotiate 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 tl'rings 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 ar-r alcoholic or a drug addict," I said. "But I have enough
concern that I want you to get some professional assessment before
we continue to work together."

It's possible to share this kind of concern in a non-judgrner-rtal 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 Lzhen to coach people who are talcing psychiatric
medications

One of the gr-ridelines 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.

769



Life Coochitrg

My overall goal is to be sure that these clients are clear about the

boundaries between life coaching and therapy. I don't want people
to use life coaching as a substitute for medication or therapy, arrd I
include this point in the life coaching agreement that all of my
clients sign. I suggest tl-rat you choose your guidelines in this area

and state them up front.

A final option is to stop coaching the client. I choose this option
when I'm clear that life coaching is not producing value for the

client.

Choose your place on the referrnl continuum

How we refer people can be just as crucial as uhen we refer them.

When looking at the process of makir-rg a referral,I see a continuum
of possibilities:

o Suggest n referral: "One possibility would be for you to see a
lawyer about this."

o Giae an assigttntent'. "As yoltr homework before our next

sessiou, I'd like you to choose about seeing a lawyer."

o Negotinte: "I want to list a couple of possibilities for therapists
you could see and choose which possibility works for you and
n1e."

o lttsist'. "I will not continue working with you until you see a doc-
tor to get treatment about hypertension. Please promise me that
you will do this before the next time we get together."

At the high end of this spectrutn, I'm just giving an option. When
descer-rding the spectrum to the level of insisting, I find that rnal<ing

choices about referrals gets harder.

Orle thing that influences my cl'roice is the degree of the problem.
Suppose that a client has a question about tax planning.We brain-
storm some options for getting an answer, such as consulting an

accountant or talking to someone at the IRS. Ever-rtually, the client
agrees to go to an accountant. Over our next five sessious, this client
keeps promising to see an accotlntant and never does. In this situa-
tion, I arn not going to insist on the referral. But if I find out that he
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hasn't paid taxes for the last five years, I'11shift 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
nssisting tl-iem rather than insistiug that they follow through on a
commitment. I think people learn wonderful lessons when they
experience significant consequences.

Responding to illegal or unethical actioity

Imagine that one of your clier-rts says, "I've never told anybody this,
but I stole about $30,000 frorn 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
tlrink 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 n1e."

And another might say, "I run a big company. I have a wonderful
life and a wonderful farnily, including four children. And about 30
years ago I 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 or-r with my life."

Faced witl-r sucl-r hypotl-retical examples, some new life coaches
n-right say, "Come on, we're working with basically heatthy, normal,
and competent people. These kinds of things are not going to
l-rappen with our clients."

Well, sorne of rny clients have reported such things to rne. On three
occasions I've had clients admit illegal activities, includir-rg theft
and tax evasion.
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This issue is incredibly complex, and we can't pretend to know all

the answers. Imagine that you could have coached Thomas

Jefferson shortly before he signed the Declaration of Indeperrdence.
You could have said, "Tom,you know, you're contemplatir-rg an ille-
gal activity. As your coach, I'm going to report you if you insist on

pursuing this unlawful deed." I(eep in mind that the people who
signed this Declaration not only knew they were breaking the law-
they also believed that they were signing their death certificate.
(And, many were.)

Consider some current and perhaps less dramatic examples: A
client confesses that she habitually drives 30 miles an hour over the
highway speed limit. Another person reports that he's sold mari-
juana and still occasionally uses it. A third client reveals that he

failed to file a tax return last year.

Life coaching is about promoting the client's agenda. Sometimes
that agenda might include an illegal activity and/or actions that
you consider unethical. When choosing how to respond, you face a

lot of gray areas. Your options irrclude keeping tl're activity confi-
dential, encouraging the client to handle the problem, calling the

police, ending tl-re life coaching relationship, and more.

Know the applicable laws

You can begirr by consulting an attorney for state laws that could
affect your work as a life coach. Remember that these laws usually
apply to other helping professionals, including physicians and

psychotherapists. There are few if any laws that apply specifically
to life coaches. But you could still be held legally accountable in
certain cases, probably to the laws that aPPly to counselors and

psychotherapists.

When you ask abottt how those laws affect life coaches, you could
get a complex and even confusing interpretatiotl. Some topics to
investigate include:

o The kinds of comtnunication with your clients that are con-

sidered to be privileged.
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Circumstances where you could be arrested for harboring a
criminal, concealing evidence, or aiding and abetting a crime.

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

o 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 wit}r this issue.

Declare up front rohat you rL)ill lceep 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
relationsl-rip is limited. Confidentiality will not apply to certain
crimes that have been comrnitted or certain crirnes 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:

"I 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 tl-rat
to the police."
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"This is a totally confidential relationship' You can tell me any-

thing, and my lips are sealed. Even if I'm taken to court to tes-

tify against you, I won't reveal ar-rything you tell me. I'11 keep

your confidellces even if it means going to jail."

"If you tell me that you have broken the law or are planning a
crime, I might report you to the police. some illegal activities I

will report; others I won't. My choice willbe based on the seri-

ousness of the crime, when it was committed, the conse-

quences of the crime, and the possible consequences to you and

your family of reporting tl-re crime."

"If you tell me that you've comrnitted or are planning to com-
rrit an act that I colrsider unethical, I might choose to end the

life coacl"ring relationship. I might end the relationship even if
the act is technically legal, or if the act is illegal and rernains

undetected."

Of course, I can't give you the answers to questions about l-randling

your clier-rts' illegal or unethical activities. I can only invite you
to arrive at these answers for yourself with guidance from
your lawyer-and your conscience. My choice about handling
illegal or unethical activity is usually to follow my couscience first,
br-rt I also want to know enough about tl-re law so I don't end up
in prison.

Life is complicated, and life coaching can get you into some com-

plicated situations. I urge you to inquire thoroughly into this issue

of confidentiality and inform your clients of your policies. Know
your options and your values before you are faced with legal

problems.

C ontinuing prof e s sion al dezt el opment

Contir-ruir-rg education and training is important for professionals in
any area-education, law, medicine, and others. Life coaches can

also adopt tl-ris commitment.
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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 clier-rts.

When we hear about professional development, many of us think
first 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.

Reaieru Uour clients

For life coaches, one key tool is reviewing our clients-getting
coacl-ring or mentoring about our coaching. We can debrief with
other life coaches about our interaction with a client and then cor-r-

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.

Talce brealcs

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 tl-rese breaks in the spirit of service to your clients. Let
tl'rern 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 tl-rat period. I know a very successful life coach who is
committed to one week off a month.
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Get your own life coach

Experiencing life coaching for yourself will improve your ability to
provide life coaching in several ways.

One way is that life coaching allows you to go deeper wit}rin your-
self. As you unleash more insights about your own way of being in
the world, uncover your brilliance, and take action to raise the qual-
ity of your life, you become more effective in assisting clients to
unleash their insig,hts, uncover their brilliance, and take effective
action.

When receiving life coaching, you will likely experience problems
with your coach. No matter whom you hire as a coach and how
skilled that person is, your coach is going to make mistakes. When
you talk theoretically about the mistakes coaches can make, you
learn something useful. But when you're ou the receiving end of
those mistakes while you're paying for the service, you quickly
become even more committed to avoiding those mistakes witl-r your
own clients.

The flip side of this benefit is that when you receive coaching, yott
also discover what's rnost empowering to you. I learned many of
tl-re most effective ways to be a life coach by receiving coaching from
about a dozen people over the last 25 years.

One more benefit of receiving coaching is wortl-r stating many
times: When you use coaching to create a wonderful life, you bring
that life to every interaction with your clients. You are doing what
you ask clients to do-living the life of your dreams. And when
clients perceive that, they can trust yolr even more.
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Marketing Your S era ices

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 nbout the octlue that
this seruice creates. If you know from the depths of your soul
that life coaching delivers tremendous benefits to people, then
rnarketing 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 sirnply to explain life coaching fully and
then assist others to see whether it's a service that would benefit
them.

Tlris is exactly how College Survival, Inc., used to market Becoming
n 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
tlrat 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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buys tl-re service. Instead, focus on assisting that person to have
a more wonderful life. In the first few conversations you hirve
with a potential client, you can just describe life coaching and
explore how you could be of service. In effect, you say, "If life
coacl-ring sounds like something that you want, then I will be llappy
to sell my services to yott. If this does not sound valuable, titen
I wouldn't even dream of wanting you to part with your time
and money."

That spirit of service can continue even after people sign up for life
coaching. Let's say you've been working with someone for a few
months and you get signals that the coaching is not working for her.
Rather than convir-rce tl-ris person to remain as your clier-rt, look
together to see if you can make the coaching more effective. Alsct
assist her to see whether the coaching is creating value. If not,
explore the option of ending tl-re life coaching relationship.

Start marketing from your heart and soul-from your clarity about
the value of coaching. This clarity comes before marketing strtrte-
gies such as mailing brochures or placing advertisernents.
Strategies can be useful, but if you try to use them in the absence of
clarity, tl-re strategies usually fall flat. Instead, start from a premise
(a stand, a commitment): Tlrc seruice I offer is extrentelry anlunble. Add
whatever strategies you want to this level of clarity, and you can
succeed at marketing.

Communication

A second tool for marketing life coaching takes place in the domain
of doing. And what I'm suggesting you do is communicate con-
stantly. Tell eueryone you lcnou nbout your seraice. This is a personal
service with a srnall client base. You'll probably be working with a

dozen people or so, not thousands of customers. Even in tl-re age of
mass media, word of mouth is still the most effeciive way to market
this kind of small business.

When you talk to people, focus on the benefits of life coaching.
Many new life coaches don't do this. They often say something like,
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"As your life coach, I'll get together witll you once a week or so
to help you define problems, brainstorm solutions, set goals, and
move into action." That statement is about the fentures of life
coaching.

Instead, I sr,rggest that yor,r 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 tl-rem to set a goal
or generate options for solving a problem.

My father was a salesman, and l-re was the first person to help rne
understand the difference between features ar-rd benefits. He used
to say, "When people go into a l-rardware 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 zoant tlrc benefit, not the feature-rn this case, the hole, not
the drill bit. That's a distinction I want to keep in rnind 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 llype and no manipulation. We keep talking about the
results and benefits of life coacl'ring. There are no sales gimmicks,
but there are lots of new custorners.

Media

Your marketing efforts can also exist in the domain of having. When
approacl'ring potential clients, you can l-rave plenty of promotional
materials on hand-business cards, stationery, brochures with testi-
monials from your previous clients, videos, refrigerator magnets,
rnonogralnmed 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

l-row people respond.
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Any of these materials could be useful. Besides promoting your
service, they can educate people about life coaching. However,lack
of materials can become an excuse to avoid talking about what you
do ("I can't tell anyone about life coaching until I get my business

cards printed and my video produced").lf you gnin clarity about the

unlue of life conchittg nnd skill in commwnicating about your seraice, you

could find tltnt your business flourishes euen when you haue no nrurletittg
materinls at all.

Some of the most effective and successful life coaches I know have
no materials whatsoever-not even business cards.

Leazting a z)erbnl calling card

There's great power in the practice of describing your life coaching
service. Part of that power is that you can gain new clients. Equally
important is being able to hear yourself speak about what you do as

a life coach, and about who you are committed to being when you
are with clients.

Potential clients often drift away for a few moments when tl'rey
are told about life coaching as tl-rey start to imagine what having
a life coach would be like. It can be so satisfying for them to
think about having such a partner in their lives that they come
back to the present moment looking refreshed. In a sense, they
get to have a life coach for a few seconds, even if it's only ir-r their
imagination.

To market your service, I suggest that you practice leaving a "verbal
calling catd." Learn to describe life coaching in one minute or less.

You can speak about your profession so clearly, so succinctly, and so

powerfully that people will want to sign up as soon as you're done
talking. In a relatively brief conversation, you can open up people
to the possibility that life could be 10 tirnes more wonderful than it
is right now.

One way to create your own
else's first. When learning to

calling card is to borrow someone
speak in a way that you've never
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spoken before, you can start by repeating someone else's words.
This process is a little like tl-re 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. Nor,r1 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 merrrorize this calling card and speak it a few
times in the presence of other people:

"My profession is life coaching. Tliis is a long-term partnersl-rip
where I help people create the life of tl-reir 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 tl-ris service by a monthly retainer. Clients pay me
a thousand dollars a month up front for betweerl six to eight
l"Lours of coaching each month. We communicate face-to-face,
over the phone, and in writirrg.

"In addition to rnoney, there's something that's just as impor-
tant to me-tl-rat you get great value from this coacl-ring. 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
sometl"ring that's completely origir-ral. The following suggestions
can help:

o PtLt ylur callitlg cayd itl Lurititlg. Cet together with other people to
draft your cards, compare notes, and incorporate each other's
ideas.
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Rehearse, Speak your callir-rg card out loud, even if it's just to an
empty chair. Pretend that a potential client is sitting across frorn
you and tl"rat you are about to do your most powerful speaking
about life coaching. The full benefit of a calling card lies not in
writing it or memorizing it but in spealcing tt.

Be specific. Offer a few important details about the benefits of life
coaching. Avoid jargon and talk in terms that most people will
immediately understand.

Explain uhat yor.L don't do. For example, explain how life
coaching differs from consulting or counseling.

As you gnin skill, re-inaent yotLr calling cnrd ench ttnte you speak it.
People can recogrlize a canned pitcli. Speak authentically in the
moment and avoid reciting a memorized script.

After deliaering your calling card nnd nnstuering any qtLestions ahout

life coachittg, consider goi:tg for a close. Ask people if they'd like to
meet with you to learn more, or if they'd like to set a date to start
life coaching. Offer to begin working with people, and accept a
"no" graciously and easily. Don't take the conversatiou further
unless you get a firm yes. Trust that when people really want to
work with you, they will come back.

Attracting clients you lozte to coach

Let clients self-select

Some new life coaches screen potential clients up front. They make
assumptions about who might want a life coach and can afford it
and who might not.

The problern with this approach is that for people who would love
to have a life coach, it robs them of the opportunity to sign up.
Wher-r first marketing your service, you'll probably have plenty of
room for clients. So, I suggest that you invite everyone you know
and let people self-select.

You never know when you're going to meet someone who wants
life coaching as much as I want it. As I mentioned earlier, I would
hire a life coach long before I bought a home or a second car. There
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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 l-re 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 sorneone 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 rnaking 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-
selir-rg. People often go into a counseling relationship with relatively
limited goals-for exarnple, to grieve a parent's death, solve a
marital problem, or learn to get along better with their children.

Tl-rose 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 transformatior-r. I like clients who already have a

good life and want to have a phenomenal life.
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People with large goals are often ideal candidates for life coacl'ring.

Chances are that tl-rey already have an expanded sense of possibility
and a passion for personal development. What's more, their goals

could take a long time to achieve, so they're more likely to enter into
a long-term life coaching relationship. As yor-r draw up your list of
potential clients, consider people who already think big'

Approach older adults

When picturing typical candidates for life coaching, we could easily
see in our mind's eye a group of people from around age 20 to age

50. I think it's great to add older people to our prospect list.

One thing I like about coaching older people is that they often have
two important resources-discretionary time and money. By the
time people turn 70 or 80, they're probably no longer working for a
living or saving money to put children through school. They may
have stopped thinking about how to manage their money or their
time. As life coaches, we can bring older adults back to a conversa-
tion of the future. We can coach them about the use of leisure
time, volunteer opportunities, and relationsl-rips with grand-
cl-rildren. We can help them speak candidly with the people that
they've loved and the people that they've hurt. We can listen until
they've shared their wisdom and told their stories. We can assist

these people to communicate fully so that they can age gracefully
and die peacefully.

State your qualifications

Some people will want to know wl-rat qualifies you to be a life
coach. You }rave many options for answering that question:

. Spenlc nbout yorlr trafuittg. Even though you may not have had for-
mal training in life coaching, you may have }rad training in
teaching, counseling, or another helping profession. That train-
ing is relevant to your work as a life coach.
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Tallc nbout ylur experience. You can talk about the clients you've
had and the results they've generated througl'r life coaching. If
you've worked botl-r as a life coach and a consultant or counselol,
then you can talk from first-l'rand experience about how these
fields differ.
Spenlc nbott yotrr enthusiasm for personal grozoth. 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 passiorr 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 coachir-rg.

Describe the wonderful lit'e yott haue.Talk about the goals you've set
and met. Ileveal some the problerns 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 rnost patient and profound mentors. By celebrat-
ing mistakes, we can transform them into qualifications for life
coaching.

Tnllc 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.

Spenlt nbout yor.n' number one qr.Lnlificntiott-yout. corntnitment to
serae. Prontise clients that you will keep each of them in your
consciousness and root for them as much or even more than tl-reir
parents or spouses do. Tell clients tl-rat you will hold their goals
as sacred creations and assist them in atly 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
becorne 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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Offer ylur serlrice to organizations

Another option is to approach employers and ask them to fund life
coaching for their employees. Present life coaching as a beuefit on a

par with health insurance or long-term disability benefits. Talk

about the potential gains to the company as clients gain more skill
in managing time, creating long-term goals, and resolving conflict'
When you discuss fees, consider offering a "bulk discount" if the

company delivers you a certain number of clients.

Be prepared to answer objections and questions

Following in italics are solne of the comments you may hear when
you first describe life coaching to people-along with sorne possible
ways for you to respond.

" Coachittg sounds pretty tutttsLtol."
"Yes, life coaching is an unusual profession. Whenever you're
ready, I'd like to explain it in more detail and talk about the
potential benefits that life coaching has for yoLt."

" Wty do you zuant to coach me?"
"Because I see you as an effective and contributing person who
wants to have the most wonderful life you can imagine. Also, I'm
looking for new clients, and I'd love to work with yoLr."

"l don't unnt to do life coaching for yenrs."
"When you work with me, you're not committed to use my
service for years. I just want to hold out the option of a long-term
relationship. You can pay me by the month and cancel at any time."

"l don't need n lit'e conch. |m getting all the benefits of hfe coaching

through my close friends, We talce turns helping each other, and it docsrt't

cost any money. Wy should I hire you?"
"Congratulations. That's wonderful. I'm really pleased for you.
And if it ever turns out that you're not gettirrg tl-rose benefits
through your close friends, then give me a call.
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"Sometimes I can provide what frier-rds can't. I find that even my
best friends can have an agenda for me, so it's hard for them to help
rne look in an unbiased way at what I want. I also have experience
in workirrg with many people to set and achieve tl-reir goals, solve
problems, and change habits. That experience is something that
lnany friends can't offer you.

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

" Eaerything fu my lit'e is grent."
"Wonderful. Not everyone can say that they're living the life of
their dreams. If you ever want something else-more money,
healtl-r, vitality, or more spark in your marriage-then call me.

"I also want to hold out the optiorr 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 rnoney 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 coacl-ring go from a structured corporate
setting to a fully self-generated business, probably working at
home. This car-r 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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Set goals

You can begin by practicing a skill we recommend to clients-
setting and meeting goals. Planning assists you to move from an

environment where others structure your time to an environment
where you do all the structuring.

As you plan your new career, you can set many kinds of goals. To

begin, consider when you'd like to start seeing clients, the number
and types of clients you want to work with, and the amount of
income you want to generate. After brainstorming some ideas, list
the specific outcomes you want to achieve in each area and write a

specific action plan for achieving them. Set due dates for each out-
come where appropriate.

When you set goals, you become the "author" of your future. I sug-
gest tl-rat you create like aut}rors do and put your plan in writing.
The act of writing lends clarity and substance to your plan.

Malce the change gradually

I made the transition to self-employment gradually. I went to my
boss and told him that I was starting a company and I wanted to cut
back from working more than full-time to working a regular 40-

hour week. He said yes, so then I put in my overtime hours at my
new business. Later, I went back to him and asked if I could work
two-tl-rirds time so that I could work the other third plus overtime at
my new business. I continued cutting back at my job, going
from half-time to quarter-time and finally to "no-time." The whole
transition took about 1B months.

Tl'ris is not necessarily the "right" way to make the transition to self-
employment, but it certainly is an option for you to consider.

Find partners

Another way to structure yottr home-based business is to recruit
some partners. For example, you might find somebody who could
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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 I 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 horne business.

Anot}rer option is to hire someone to coach you in developing your
business. To build the most empowering relationsl-rip 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 rL)orl(ing hours

When I started rny own business, I loved the flexibility of setting
my work schedule. i could go to a movie during the middle of tl-re

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 rny 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.rn.

Now, of course, I deviated from that schedule occasionally when
something fun came up during the day or in emergency situations.
At tl're 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 churcl-r 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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up from 8 a.m. to 5 p.m. Monday through Friday are also ueating a

space for you to do your most productive work.

By tlre way,I arn not recommending that you work B to 5. I am sug-

gesting that you set aside a work schedule that's both consistent
and flexible. Also schedule work hours around your personal
patterns-the times of tl're day when you feel most alert and pro-
ductive. Creating that kind of space in time sets yott up to do your
most effective work.

One more suggestion: Start slowly and schedule in a lot of down
time. Consider starting witl-r 15 or 20 hours a week for direct client
contact. You'll need other time to clear yourself between clients,
find new clients, and pursue your own professional development.
Focus on producing results with your clients, not on working a cer-
tain number of hours. Through life coaching, I believe tl-rat you can
contribute dramatically to people in a short amount of time.

Set aside a physical space

In addition to setting aside your work hours-your "time sPace"-
consider setting aside a physical space for life coaching. When
arriving in that space, your mind and body will know that it's time
to work. Your subconscious mind can associate that room with full
contribution through life coaching. If possible, set Lrp your work
space so that you only do work in that space.

Perhaps you don't have enough room for a separate office. No
problem. Your space for life coaching could be a corner of a room. It
could also be any spot where you can place appropriate symbols-
flowers, a particular clock, a mounted photograph, or any other
object with a special meaning for you that's connected with
effective life coaching.

Set aside certain clothes

You can experiment with adopting a "costume" for work. One of
the advantages of working at home, particularly if you spend a lot
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of time on the phone, is that you don't have to get dressed up. Even
so, you might want to set aside clothes to wear only wllen you
work-say, a certain pair of shoes or certain clothes. Doing so sends

yourself a message: Tlrcse are the shoes I ruenr ruhen I am Lulrking, and I
don't wear these shoes when I nm off uorlc. Then your clothes become
another way to signal yourself that you've entered a space for
contributing to the world through life coaching.

Set your fees

Fees for life coaching vary widely. Life coaching clients could pay
anywhere from nothing to hundreds of dollars per hour or thou-
sands of dollars per month. When cl-roosing what to charge for your
services, you've got plenty of room for creativity.

One option is to charge by the hour. You could also charge by the
month and offer a range of hours that clients can be in contact witl-r
you. For example: "My fee for life coaching is $500 per month. For
that, you get between four and eight hours of time with me during
the month, either in person or over the phone."

Or, charge a flat fee with no time limit. I know a life coach who
charges $2,000 per rnonth. For that price, his clients can have as
much coaching time as they want. What he discovered is that most
people only want a few hours per week.

Monthly fees have some advantages over hourly fees. When you
charge by the hour, clients may keep their eyes on the clock.
Charging by the month minimizes that outcome. I don't want
clients to focus on how many hours they're getting with me. I want
them to focus on results-the wonderful life they intend to create.

What's more, monthly fees promote long-term relationships witl-r
clients. Life coaching is not a quick fix (or any kind of fix at all). This
is a lor-rg-term, committed partnership-much more like a marriage
than a date.

Another life coach l know charges $18,000 per year per client. He
asks clients to pay tl-rat fee in monthly installments, but he refers to
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it as a yearly retainer. (This man generally works with people who
make over $200,000 a year, and rnany of tl'rem spend about $18,000

per year or1 car payments or travel so they don't complain about

spending tl-ris much for the life of their dreams.) Working with
clients on a yearly basis keeps them focused on producing long-
term results-and helps secllre your transition to self-employment.

For years, I've provided coaching for no charge. I did this as my
contribution to leaders of nonprofit organizations, Four years ago,I
started to charge for my coaching. I cl-rarged $10,000 a year to my
first client, but that just didn't seem like enough. The second and
third clients I charged paid me $100,000 a year, and that is now my
standard fee, except I still provide some people a year of life coach-

ing for no charge. The point is, flexibility is one key when you set

your fees.
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Questions frnd Answers About
Lrf, Coaching

Tlie following questions represent just the tip of the iceberg of what
coaching students have asked me over the last many years. Like
any good question,I believe that the inquiry is more important than
the answer. I preserrt these questions more for their ,rulr" as ques-
tions than for the value of the answers. The purpose of my answer
is to spark your creativity and open up the inquiry, not to provide
"the answer."

As you continue your professional development, please formulate
many questions and then create multiple answers for each of them.

I am interested in your questions. Please send them to me at
Dave@FallingAwake.com or mail them to my address listed in the
front of this book.

Questions about life coaching as a career

Is life coaching an elitist field?

Life coaching is usually a high-end service for wealthier people, like
the service provided by a lawyer or even a massage therapist. This
is not surprising. In our society, people with more money generally
get more services.

It's also possible that a single parent with three jobs might r-Leed life
coaching, and tl-rat she could pay something for it. Maybe the leader
of your favorite nonprofit organization wants a life coach, but the
organization has a tight budget. In eitl-rer of these cases, you could
be the coach. It just depends on how you structure your fees. For
clients with less money, you could do pro-bono work like lawyers.
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Or, you could charge these clients just a little, say $5 per hour. Or,

you could ask for funding from a foundation to work with such

clients.

In 1.987,I started The Brarrde Foundation and its curreut primary
project is to provide life coaching at no charge. Through tl're founda-
tion, we provide one to three years of life coaching to leaders of
national and international foundations with annual budgets in
excess of $5 million. You can find out more about this program at

www.BrandeFoundation. org.

Could I coach someone who has other life coaches?

Absolutely. I take care of myself so well that I have four part-time
professional life coaches, and they, in effect, work as a team.

As a client, I could also imagine making an appointment with an

agency tl-rat has several life coaches on staff. Tl-ris agency could have

a file on me. When I make an appointment, I'd receive no Suaran-
tees about which persorl I'd see, except that it would be a highly
skilled coach. I think this kind of arrangernent could work well, and
there are precedeuts for it in other professions, such as health care.

This agency would hire life coaches who were available a certain
number of hours each week, and the agency would manage
appointments, billing, and marketing. I currently know of no place

like tl-rat for life coaches, but I love the idea. So, go for it!

Do I need to know people before apprlaching them as

potentinl clients?

You can develop a trusting relationship wit}r a new person in five
minutes. Massage therapists do. You can be with somebody in such

a way that they will immediately want to know more about life
coaching. This might be the Person sitting next to you on the plane

or some other complete stranger. On the other hand, you might
have five or ten conversations with people before they sign up. It
just depends on the circumstances and the person.
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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 resplnd when clients keep canceling sessions,
eaen though they say that they rnant to continue?

I like to believe people by their words and not their actions. I know
tl-rat 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 overwhelmud." "H"', *uy 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 coacl-ring.
In fact, you may even step up your outreach. You could call l-rim
every single day, maybe twice a day. You could write hirn 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
tl-rere is in life coaching ar-rd 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 lcnow tb.at he wants to talk to you. How do you
know that? Because l're said so.
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Eventually, he will either talk to you or change the way he speaks

about life coaching. If he no longer wants to continue, believe him
and stop your outreach,

How can I help clients moae beyond resignation?

Hopelessness and resignation show up in many different ways as

clients speak: "That's just r-rot possible for me." "I could never get

that done." "There's no hope that I'11 ever lose weight. I've tried
every diet. I've just got bad hormones."

Whenever you hear a client's resignation, 1zou've got several
options:

Model the sense of possibility. Be clear that there's hope. Don't buy
ir-rto their helplessuess and don't bond with people on the basis

of their wounds. Recall your commitment to see each client as

brilliant,loving, and creative. When you do that consister-rtly, it's
hard for clier-rts to stay resigned.

Let people immerse themsektes in rcsignntion.Let thern fully experi-
ence hopelessness and even wallow in it. Assist them to wallow
in a useful way, though-to completely express the upset, lrurt,
and pain. Any emotion that's cornpletely experienced will
eventually disappear.

Help yott clients genernte lots of options. You can even acknowl-
edge your client's resignation while you help them generate

options by saying something like: "I know it doesn't look like
you have many options right uow, but are you oPen to some

ideas?" Then encourage clients to invent at least 10 possibilities.
When they're done, you can invent 10 more. Tl-rat can be enough
to shift people out of hopelessness.

Shit't the conaersatiott to some other bel-ravior or circurnstance that
the client can change.

Set up a role play: "If a friend of yours was feelir-rg as resigned as

you feel right now, what would you say to her?

RemLnd clients of ruays in which they are pouerful nnd eft'ectiae: "Let's
leave tl-ris topic for a mornent. Tell me about an area wl-rere

you've had some success recently."
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Stop talldng and do something physical. Take a walk with the client.
Do some t'ai chi or yoga. Movement can trigger a shift in think-
ing and feeling as much as-or even more-than anything you
say.

keat tlrc resignntion ns if it is nothing more than s habit. Suggest that
whenever the client notices he is repeating this habit, he can
gently let it go and replace it with another set of behaviors by:
committing to change the l-rabit, setting up a feedback system,
and practicing without reproach.

How can I assist clients to choose from a uariety of
options?

This is a problem I encounter often: Clients succeed at generating a
long list of options, and then they find it hard to choose one option
to implement.

When this happens,I affirm and allow client's confusion. Then I ask
them to just pick one option for now-any option. After "trying on"
this option for a few minutes, clients might say, "No, I really don't
think this is the one I want."

"Great," I reply. "Now we've eliminated one option and pared
down the list."

At that point, I ask clier-rts to choose another option, and we repeat
the process until they select one of tl-re options that they can experi-
ment with for a while. The essential strategy here is to let clients sit
with each option for a few minutes until they arrive at one that feels
on track for them.

Questions nbout staying effectiae as a life
coach

INho am I to be a life coach, anyu)ay?

You don't have to be perfect in order to be a life coach. You could
even assist people to be more effective than you are yourself. When
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you do, you're like the coaches who work with Olympic atl-rletes-
coaches who have never been Olympic athletes themselves.

As a coach, you can take people to places you've not been-to levels

of skill beyond your own. The value you provide is not necessarily
in teaching skills but in letting clients know you completely stand
for their success and in providing an opportunity for them to realize
their full potential and their dreams.

How can I coach people when my oLzn life's not worldng
that zuell?

You can coach people about money even if you've got a stack of
unpaid bills. You can coach people about their relationships even if
your own marriage is in crisis. And, you can assist people to
achieve vibrant health even when you're low on energy.

Some of your clients may not believe this at first. They might
ask: "How can you coach me when you can't even manage your
own life?"

That's a tough question, and here is otte possible way to answer:
"I'm glad you brought that up. You know a lot of tirnes people think
this and they won't say it. Thanks for speaking so candidly.

"I think I can be of great assistance to you, and all the stuff that's
going on in rny life right now actually empowers me to do that. I
would prefer to have a life coach who has some major problems in
her own life. So far I haven't met anybody who can honestly say

they have not experienced major problems in life.

"Also, I've made great progress. First of all, I know my relation-
ships are not working as well as they could. And I know that my
fir-rancial life is not working as well as it could. But I've made major
advances in these areas/ and I've learned a lot. In fact, I'm now more
qualified to help others in these areas than I was before... because

of what I have learned from all of my rnistakes.

198



Questiotts and Ansroers AbotLt l-it'e Coaching

"What's more, I think it's much easier to assist other people than
it is to assist myself. My job as a life coach is not to give you advice,
and it's not to tell you l'row I solved my problerns.My role is to help

you generate your own solutions and uncap your owll brilliance.
And I do that first of all by asking you to define w}rat you want in
every area of your life and then create ways to get it."

ls it useful for me to meet with a client's relatiues,

coworkers, or friendsT

Yes. Meeting with people who know your client allows you to go
beyond the limits of an exclusively one-to-one relationship with
that person. I realize that this has the potential of violating tl're

etl-rics of a confidential relationship-but it can work well depend-
ing on how you set up the meetings with tl-re other people.

My friend and skilled life coach, Richard Kiefer told rne about a
client of his with a serious illness. He rnet with or-re of this client's
relatives at the client's request, and that meeting helped the relative
accept the reality of the illness. In his work with leaders of non-
profit orgar-rizations, Stan Lankowitz has also rnet with the client's
staff members.

ls it eaer useful to behaae outrageously on purpose to get
a point across during a coaching session?

No. Now, there are some counselors who use this
technique and call it provocative tl-rerapy. For example, if they have
a client who is very passive, then one of these therapists might just
sit there and talk about his life for an entire hour and wait for the
client to get mad and interrupt. OL when working with an obese
client, a provocative therapist might begin a session by saying,
"Man, are you ever fatl" trusting that this comment will shock the
client into taking responsibility for his weigl'rt.

These are pretty outrageous examples, and as a life coach I would
not do these things. My goal is to be as honest and authentic as

possible and not to behave with a hidden purpose.
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How do I stay grlunded in process and aaoid getting lost
in the content of n client's problems?

You can start by simply committing to stay with the process; then
just keep practicing. For example,I practice when I watch the news
on television. Instead of focusing on the coutent of a news story-
the ruho, uhat, ruhen, where and rohy-I stick with tl're hor.u, the way
that tl-re content is delivered. I'll ask who the president is being right
now. He might be talking about creating peace in the Middle East,
but is he being peaceful?

You can do the same at any meeting. If you find the content boring,
just shift your attention to how skilled tl're people are at the
processes of effective speaking and listening.

I once heard tl-re director of the Boston Philharmonic talk about
directing an orchestra. I didn't find the content of his speech to be
very interesting, but I was fascinated with wllo he was being-so
enthusiastic, so involved, so loving and focused and committed to
his art.

Another way you can stay grounded in process is to talk about spe-
cific processes witl-r your clients. I sometimes do this with the 23
Power Processes and the 12 Success Strategies described in Chapter
Five. You could even focus on one process per week with a client
and talk about all tl're ways that each process could l"relp clients get
what they want. This approach gives you the basis for almost six
months of life coaching with a built-in advertisement of what's to
come each week that you meet.

My initial meeting with a client rzas so powerful that ['m
afraid I can't liae up to that first session. How do I get
past this fear?

When you produce great results in ar-ry area-no matter whether it's
in coaching or art or athletics-you sornetimes get stage fright.
That's natural.
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One thing you can do is acknowledge the fear rigl'rt up front to
the client: "You know, I am still amazed at how powerful our last
sessiorl 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 yon. So, if your first session is powerful, you
can congratulate the client and l'rold 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 o7,un 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 asking
questions when coaching. However, in a teaching environment,
questions can create value in several ways:

o When you ask a question, you bring a huge gift to people-an
invitation for tl-rem 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.

o Questions open up an inquiry that rnight never have taken place.

Questions wake people up and lead tl-rern 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.

o Questions remind us that no one knows everything about any
subject. Througl'r questions, we carl go beyond the knowledge of
any individual and access the kr-rowledge of an entire group of
people.
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In addition to experiencing these general benefits, you can ask

questions leading to answers that will dramatically improve your
ability to coach people. Following are some ways to discover sucl-r

questions for yourself .

Write something you're sure 0f and put a question mark

after it

Perhaps one of the things you know about life coaching is that you
never give advice. In that case, you could write, I dott't giue ndrtice to

people? Tl-rat suggests another question: ls there et)er a circtnnstnnce

zuhen I could serrte people most by giaing them ndaiceT Powerful ques-
tions sornetimes take tried and true "facts" and lead us to doubt
them. And that can be a valuable stimulus to learn, grow, and
improve.

Aslc about ruhat's missing

Another way to invent a useful question is to notice what's misr;ing
from your life coaching practice and then ask a question about how
to supply it. For example, if you want more clients, you can write,
Whnt's missing for rne is slcill in mnrlceting. Hoto can I get ntore clients?

01 Whnt's missittg is time, Whnt nre some Llfit/s tl'Lnt I cotLld crente tinrc in
my day to actunlhl do the conchLng thnt I say I ruant to do?

A related strategy is to take sometl-ring that's present in your life
and ask l-row to be free of it. So if you find yourself distracted when-
ever you meet with a certain client, you could ask, Whnt. are sofile

wnys thnt cnn I stny t'octLsed snd be free of distrnctions rolrcn meeting with
clients?

lust let your pen start moaing

Sometimes you can access a deeper level of knowing by just
taking out your pen, putting it on a piece of paper and startit-rg to
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write-even before you know what to write. Don't think. Just
watch your fingers and see zuhnt they write. The results might be
surprising.

You can do the same thing by speaking. Just open your mouth and
say, "The qttestion I most want to ask is..." Then, listen to what
comes out of your rrouth 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 tl'rat
you greatly respect. Then pretend you're tl'rat person and ask the
question you think she would ask.

You could also think of a person you admire and irnagine
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'11 answer anything. Now, what do you most want
to know?"

Aslc what else you roant to lcnow

Many times yolr can quickly 6;enerate 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 tl-rink of several other things you'd
like to know, such as:

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

What happens if I don't set a priority for a goal? Could tl"rat

sometimes be effective?

How else can I represent priorities besides usir-rg letters?
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Begin a general questiln, then brninstlrm endings

Beginning a general question and brainstorming a long list of end-
ings can help you invent a question that you've never asked before.
For instance:

Wlmt do I do uhen..,? What do I do when a client's attracted to
me? What do I do when clients don't pay? What do I do when
clients don't show up on time? Wl-rat do I do when I get too
many clients? What do I do when I don't have any clients?

How can I.,.7 How can i get just the kind of cliet'rts I want? FIow
can I expand my client base? How can I double my income?
How can I take a month-long vacation when I want to be in
touch with my clients every week? How can I become a more
effective life coach?

Wen do 1...7 When do I call it quits with a client? When do I
meet with clients in person rather than over the phone? When do
I touch clients?

One final note: You might not be satisfied with some of the answers
I give in this chapter or even many of the questions I raise. If that's
true, then remember tl-rat,like your clients, you are brilliant. You are

creative. And you are a genius. Every sentence in this chapter
and in this book is an invitation for you to invent your own
questions-and, more irnportantly, your own answers. This is one
of the most powerful ways I know to promote your ongoing
development as a life coach.
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ABC priority system 1.30,203 American Psychiatric Association
acceptance 51,754 27,167

unconditional 7 "and" versus "or" 123
acknowledgments 45 anger 740
acquired traits 94 appreciating mistakes (power

acting courageously (power process) 155

process) 156 appreciations 44-5
action plans 15,76,37,38, 47,54, asking the client to generate a few

87,722 possibilities (coaching
double 134,188 continuum) 47
multiple 66-7 asking the client to generate rnany

active lister-ring 54-5 possibilities (coaching
addictions 743,769 continuum) 47
adding to client's list of assignments 41-2,81,82,770

possibilities (coaching assisting versus insistir-rg 700,771
continuum) 47,57 attachrnent versus preference 742

avoiding 56 attention 37

advice 79,48,67-5 to attention 36-7
breaking habit of giving 62 drifting of 37,38
case against 62 focused 7,37,1.55
giving 64 audiotaping 80
giving, by sharing or authentic speaking 50,85, 133,

questioning 47,64 782
responding to requests for 63 automatic behavior 150

affirmations 60,77,735
affirming 49,57,70,705-6,1.61 Becoming a Moster StrLdent (Ellis)
African Americans 52 777

age 18,184 "be here now" 155

agendas 77,31 being 8

conflicting 764 focus on 72-3
for sessions 32-3,42 oriented 9

writing down 53 benefits of life coacl-ring 4-70
see glso sessions benefits versus features 179

agreement for life coacl-ring 26, bigotry 51

28,769,770,773 blame 7,\03,704,746
alcoholics anonymous 19 blank canvas 17

altars 98 boasting 97
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body and listening 49

body language 81

boredom 70,740,747
bragging 91.

brainstorming 39, 67, 707, 720,
770,188

from questions 204
passions and goals 74,106
solutions promoted by L34,

135
breathing 53

for emotional expression 742
brilliance, unlocking and

uncovering 1-2, 48,70, L08,
776,799

burnout 52
Burns, George 726

calendars 732,738
candor 11.3, 1.20, 1.33, 1.34, 1.53,

155, 156, 185

asking for permission to employ
1,60

cards (3x5)

for distractions 37-B
passions written on 74,75
in two-week planning 729

career of life coaching 3,1.9-21
celebrations 2, 4, 31, 45, 54, 98,

100
ceremonies 45,98-9
change as benefit of life coaching

8

chanting 98
"chat" sessions 25
check-ins 33
clremical dependency 769

children 70,727
choosing your conYersations and

your community (power
process) 155

Clrristian schools 726
churches 724
Civil Rights Movement 728
clarity in marketing 777-8

clearing 87

client-centered techniques 92
clients

assigrrments for 41,*2, 44,82,
770

balancing intimacy with 90,
159-60

big goals of 183

change in all domains and B

complaints and celebrations of
31

creating value from coaching
179

creativity of 5

defensiveness in 702
energy of 2

exact words of 40
failures of, to foilow through

100, 101

feedback from 66,76,80,81
goals of 28,783
hopelessness ir-r 796
life survey of 20,29
notes and 32,39-47
obligations, limitations, and

fears of 2

permission from 80, 708, 719,
160

potential 178, 779, 780, 182,
784,'185,794

referrals for 766-70
resignation in 796-7
self-selection of 782-3
sexual attraction and 157
speaking withheld information

771-2
strengths and special interests of

732-4
"siuck" 195-7
successful nature of 2,27
types of 183

values and commitrnents of 8,

23

visions of 4
vulnerability of 90
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SESSiONS

clinicaldepression 736

clinical psychologists 20

closure 45
clothes for work 190-1
coaching continuurn, see life-

coaching continuum
coaching preparation form 35
co-counseling 740
code of ethics 764
College Survival, Inc. 99,1.44,

766,768,777
commitments

in changing habits 736
of clients 8

to clients 8,10,28
communication

full 172
in marketing 777

complaints 31,75-6
compliments 752-3
confidentiality 2, 73, 27, 32, 717,

147,772,173-4
conflictingagendas 764

conflicts of clients 30
confrontationalapproaches 7

consulting 79, 67,774,742
content versus process 702,

753-4,185, 200
contir-ruing professional

development 774-6
continuum, see life-coacl-ring

continuum
contributing (power process) 155

conversations
balar-rcing 726-7
clroosing 755,156
types of B4-9

cosmicconsciousness 97
costs of life coaching, see fees for

life coachir-rg

counseling arld life coaching 1,
79,764,183

cotrples coaching 708-72

lndex

courage 733
Creatit'rg Your Future: Fiue Steps to

the Lit'e of Your Dreltns (Ellis)

29,779,722,754
see also future, creating

creativity
as benefit of life coacl'ring 5

development of 95-B
crirnes 27,773*4
ctrlture 52,62,737,201
cycle of discovery, intention, action

727

debriefing 53,86-7
debt 6,37
Declaration of Independence 172

defensiveness in clients 702
defirring values, aligning actions

(power process) 756
delegating 130

Denver, ]ohn 726
depression 739,767
clir-rical 736
lrabitual 135
detachir-rg and playing full out

(power process) 155

determining what you want
(power process) 754

diagnoses 703-4
Diagnostic snd Statistical Manual of

Mental Disorders 20,27, 767
see also mental disorders

directive techniqr-res 47, $9,92,
108,777

discovery, intention, action cycle
727

discussion and debate 88

distraction 36-8, 74, 720, 755, 756
doing 8,72
down time 775,790
dreams, speaking 727-2
dtral relationships L63-4

ecstasy 3

education,continuing 774*5
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effectiveness coaches 156 client's exact words 40

effectiveness of life coaches 776, dilemrna 63

180,797-207 passions and goals 70*7
ego equation 745 problem 97-8,703,1.42
"either-or" mind set 723 fees for life coaching 25,28,786,
elitistfield 193-4 19L-2,793-4
e-mail 23,25,42 first session 28-37,773
embarrassment 777,740-7 flexibility in sessions 23

emotional discharge 76,740-7, focus in sessions 36-9,79
142 focused attention 7,37,1.55

empathetic iistening 48 focusing attention (power process)
see also listening 155

employees and employers 767, follow up o11 assignments 42

753-5 formal assessments 30

empowering people 47,60,66, free will versus God's will 12(>

94,718,789 Freudian psychoanalysis 94

empty chair technique 772 friendsirip 1,79,17L
energy relrewal 52-3 fully listening, sec listening, fully
enjoying and celebrating (power fully listening and feeding back the

process) 155 probiem (coaching

ethics code 764 continuum) 51,53,70
evaluations with your answer 49

at College Survival, Inc. 99 future
of life coaching 78-83 creating 20,71,73,95,70L,
self- 81-3 122-34 (see slso Crentirtg Your

examining moment-to-moment Ftttr,Lre: Fiae Steps to the Life of
choices (power process) Yotu'Dreams)
154 creative possibilities for 70

exercise 53 helping client to move into
expectations 777-8,720,155, 46

756 passions for 76

external locus of control 61 predictiug and worrying about
eye contact 759 727

short-term and long-term 722

families 73*4 visions for 76,722
family history 94 futurists 727

faxes 23,42
fears 2,748 gay people 18

features versus benefits 179 gender 18

feedback genetic predispositions 94,736,
from clients 66,76,80,81 739

systerls 138-9 genius 1,5,1L,82,706,1,34,740,
feedingback 154

celebrations, drearns, and giving advice, see advice
actions 47, 54,71 giving the answer 61
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breaking of, into smaller steps

707

as commitments and holding
lightly 101

from cornplaints 75-6
Cod's will and 125-5
in life coaching 1,27
passions and 70-7,74
revising 124

forself-employment 188

setting of, versus spontaneity
723-5

specific 727
God 96,97,1.25-6
Crameen Bank 749
Creat Spirit 97
group 25
guilt 6,107

lrabit clranging 7, 71, 1.36*40, 787,
797

Hn t tdboolc to H i glrcr Cot rsc iorrst tcss

(Keyes) 742
having, doing, and being B

home-basedbusinesses 185,
1BB

hopelessness 195

lrospice care 767
"how" versus "what" 126,728
Human Bcing: AManual t'or

Hoppiness, Health, Loae, nnd
Wcslth (Ellis, Lankowitz) 9,
29,719, 754

ignorance, benefits of 114-5
"I }rave a dream" speecl-r (King)

128
"I have to" 76,706
illegalactivities 771-2,773
I-nressages 60,746-8
incense 98

income level 78,743
insight 20
ir-rsisting verslls assisiir-rg 700,777

lndex

intentions 727
internal locus of control 67

internet 25

interpretations 74,75,75,703-4,
148

managing 155

versus observations '1,42, 147
interruptions 110, 120

intinracy 3,77,759-63
balance of, with clients

759*60
secrets and 777-2

intuition 95-B
investigating role (power process)

155
"I slrould" 76,706

Jackins, Harvey 740

Jefferson, Thornas 772
jogging 24

Joiner, Jerry 24,783
journaling 53,87
judgrnents 6,747

release of 50-1, 103

suspendir-rg 75

Keyes, Ken 742
Kiefer, Richard 799
King, Martin Luther 728

labelir-rg 703,746
language

of obligation 706-7,146
of possibility 106

of preference 106

Lankowitz, Stan 9, 29, 119, 143,
799

laws, state 772

learrring styles 24
legal protection 26
letters, coaching with 23,24,

42

see also writing
licensed mental health

professionals 27
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life coaches in unknown subject areas

breaking advice habit by 113-5

62-3 verbal calling card for 180-2
cornnritrnent of 5,8,70,28,30 see also sessious
renewing 32 life plan 722

effectiveness of 797-207 life survey 29-30,154
energy renewal for 52-3 life-coaching agreernents 26-7,
enhancing skills of 69-178 28,1.69,770,1.73

key qualities of 10-18 life-coaching continuum 4T*68

for life coaches 92,176 adding to clier-rt's list of
acknowledging mistakes by possibilities 47

116-8 asking client to generate a few
nurturing of 97-2 possibilities 47

professional issues for 759-76 asking client to generate many
questions from 207-4 possibilities 47

sharing by 84-6 listening fully and affirming
specialty areas of 115-6 47,105-6,708
teams of 194 listening fully and feeding back
as traders ir-r miracles 3 problem 57,89
unresolved problems of 773-5, non-coaching techniqtres

798-9 giving advice 67

see (ilso sessions giving advice by sharing or
Iife coaching questioning 64

balance ir-r the relationship and giving the answer 65

90-2 offering an option 47
benefits of 4-70,176,778,779, presenting ten possibilities 47

782, 186 presenting three possibilities
as career 3,79-27 47,59-60
clients creating value from teaching a new technique 47

732 limitations of clients 2

comrnitment to clients and 5, B, listening 37

70,28,30 active 54-5
cost of 25,28,786,791-2, body and 49

793*4 fully (power process) 155

as elitist field 793-4 fully and affirming (coaching

ending the relationship within continuum) 48, 53, 105

43-6,702,772 locus of control, external and
nrarketing for 44,716,777*92 internal 67

mechanics of 23-46
power and possibility of 7*21 rnagic lanteru T4

qualifications for 784*5 making and keeping promises
questions and answers about (power process) 155

793-204 managed care 27

stopping in certaiu areas 707-2 managing your associations
of two people at once 708-72 (power process) 155

214



managing yorr interpretations
(power process) 155

marketing 44, 776, 777-92

clarity in 177-8
potential clients and 778,1,79
specialty areas and 115-6
word-of-mouth 178

marriage 73,744
Max, Peter 77-78
meclranics of life coaching 23-46
media in marketing 779-80
medication, psychiatric 769-70
nreditation 78, 24, 53, 96, 98, 707,

727
mental disorders 20,27, 165, 167,

169

see llso Diagnostic lnd Stntistical
Manual of Mental Disorders

nrental health days 775
nrental health professionals 27,

44,767
mental space 52-3
microcredit 749
"mig;ht" 706
mind clearing 87
ministry 7

miracles 3, 11, 12,53, 157, 1,59

mistakes 13,54,778
acknowledging 776-8

appreciating 155

celebrating 118,185
by coaches 776

forgiving B6

moment-to-mornentchoices 9,

36,724,754,756
rnoney 7,79,74, 793,798

see also fees for life coaching
rnood changes 138

Murchisor-r, Robbie 47

mtrsic 24,53,98, 181

Myers-Briggs Personality Profile
30

natllre settings 98
non-acceptance 57-2

Index

non-directive techniques 67,92
nonverbal cues B0-1

notes 39-47

by clients 1,21,

confidentiality of 32
presentation of, to client 39-40
reviewing 1,7,32
see also writing

noticing your expectations (power
process) 155

obligation, language of 106-7,
746

observations versus interpretations
742,747

offering an option (coaching
continuurn) 82

office assistant 789
Oh, God (movie) 726
older adults 784
options, see possibilities
"or" versus "and" 723
organizations, coaching for

ernployees in 186
oxygen as r-ratural drug 53

passion 52,706,732, 185
discovering 7-4, 20, 48, 69-77,

105

passions 75,76,105, 106

brainstorming 74
dreams and 75

following 132
questions about 74

past 20,726,727
exploring 94
releasing 86
reviewir-rg 76

patterns 87
persistence (power process) 155

personal growth and development
70,754,785

persor-ral transformation 7,3, 90,
754

personality types 136
plrysicians 766,772
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planning 106 professional development 1,74-6,

possibilities 785,1,90,1.93

client-generated 55-7,717,175, professionalissuesforlifecoaches
735,779,796 759-76

adding to client's list of 57 promisir-rg 7,13,106,755,170
language of 706 promotional materials 779-80
modeling 796 provocative therapy 799

choosing from 797 psychiatrists 20,167
coach-generated 57-60 psychoanalysis 20

of life coaching 1-21 psychotherapists 1.64,172

expanded 5-6
potentialclients 778,779,180, questions 55,77

782,784,785,194 about life coaching 786-7,
poverty 749,757 193-204
power processes 754,200 about passions 74

strmmary of 754-6 advice and 64-5
power caution with 92-5

imbalance in 164 ernotional release and 747

of life coaching 7-27 into staterner-rts 58,93-4
practicing acceptance (power as requests for evaluatior-r 83

process) 754 too many 747

practicing without reproach 739 what-if 73-4
praying 95, 726, 135, 1,75

predicting the future 727 race 18

preference racism 57*2
language of 106 raising the stakes 720
versus attachment 1.42-5 Rnpid City Journal 745

present 20,85,94 recreating the experience of
focus on 725*7 another person 749-57

"presenting issue" 20 recreational activities 732
preser-rting ten possibilities referrals 766-77

(coaching continuum) 57-9 relationships
preser-rting three possibilities balance in 90-2

(coaching contirluurn) building 28

59-60 defining new roles in 46

priority setting 74,730-1,1.32, dual 763-5
203 ending 43-6

problems improving 149-53
as habits 73640 long-term 30
solving 4,60,86,720,725, short-term 27,25

734-6 see also clients; life coaches;
specific 20 sessions

process versus content 702, relaxation exercises 60
753-4,185,200 religious beliefs 725

professional associations 173 Renaud, Michel 77,78
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resignation in clients 196-7 social workers 20

Rentz, Bill 47

rescheduling 120

revising your habits (power

process) 155

rituals 45,98-100
Rogers, Carl 47
role-playing 772,196

sabbaticals 734,775
sadness 736,740-7,748

environments 747

secretary 189

self-discipline 9-70, 739
self-disclosure 50
self-discovery 67

self-evaluation 81-3
self-limitations 74

canceling 195

first 28-37,173
flexibility during 23

foctrs during 36-9
preparation for 33-5

sexual attractior-r and clients
761-3

sexual harassment 762

sexual preference lB

shame 7

slraring 84-6
and advice 51

by coaches 80

lndex

"shoulding" 6

skills of life coaching 69-778

solutions, brainstorming for 134
speaking candidly (power process)

155
speaking dreams 121*2
speaking with self-responsibility

746-9
specialty areas of life coaches

115*6

spiritualpractices 127

spontaneity
in coacl-ring relatior-rship 33,75,

95
versus goal setting 723-5

statements from questions 58,
93-4

"stuffing"feelings 746
slrccess strategies 753*7
success, celebrations of 86,99
successful natlrre of clier"rts 2

strffering 9*70, 739, 743

process) 754
surveys and assessments 20,

29-30
synrbols 99,770,790

t'ai ciri 98-9, 797
taping

for debriefing 80

safe pl-rysical and psycl-rological spiritual paths 97

self-employment 785,787-92 stage fright 799*200
self-esteem 17,136,737,139 state laws 772

self-respor-rsibility 105-8 strengths and special interests of
speaking with 746-9 clients 732-4

self-selection of clients 782 strong vocational interest
sessions inventory 30

between 7-B,23,32,33,42 "stuck" clients 795-7

reviewing and previewing 32, suicide 777,787
42 support groups 63

tirnes and ways to rneet 23-6 surrender and trust (power
sce slso clients; life coaches; Iife process) 155

coaching; relatiorlsl"rips surveying your life (power

short-term coaching 21.,25 of sessions 80
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teaclring 59,60 verbal cues 45-6,80-7
a new technique (coaching victimhood 103, 105

continuum) 60 videotaping 80

topics for 719-57 vision as berrefit of life coaching
teams of life coaches 794 4-5
telephone, coaching by 23 visualization 60, 135

therapy 94,1.03*4,769
life coaching and 20-7 , 703, walking 24, 45, 53, 92, 789 , 797

768,770 "what" versus "how" 726,128
provocative 199 "why?" questions 94-5

tlrinking clearly (power process) withheld information 777-2
155 word-of-mouth advertising

tlrreats 702 178

thwarted plans 76-7 see also marketing
touclring 159,762,204 words
traveling, coaching while 26 habit of 707

triads 25 value of 40
trust 155,776,794 working hours 189

two-week planning 729-32 workshops 775
world-class contributior-r 787

unconditior-ral acceptance as worrying about the future 727

benefit of life coaching 7 worst possible event 745
unconditional love 103 writing 1BB

nnconditional positive regard 742 action plans 38
trnethical activities 771-4 of agendas 53
universal mind 97 coaching with 24,42

on passions 74
vacations 775 see slso letters, coaching with;

coaching during 76 notes
value of life coaching 4, 6, 12, written agreement 26-7,28, 169,

166,778,780 170,773
values 8,75,76,28,756

corrflicts between bel-raviors and yoga 797
30 you-rnessages 746,749

venting feelings, see emotional Yunus, Muhammad 749

discharge
verbal calling card, 780-2 "zone", in the 33

21.8
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This manual is specifically designed for therapists, counselors and other helping

professionals who are looking to add life coaching techniques to their portfolio

if ,mU.. Dave Ellis, author of Falting Awake, has produced a step-by-step

practical guide to turning your natural people-helt'ng skills into a profitable

life coaching business.

Life coaching is not therapy, but many of the qualities that therapists possess'

and the techniques they use, naturally lend themselves to a life coaching

approach. As Eliis advocates a more awakening approach than most authors of

life coaching books, this book will naturally appeal to therapists and counselors

used to conducting therapeutic interventions. Life coaching is a fast growing

profession and many thilk it will replace therapy as the primary intervention

io g"t people to live more positive, happy and goal-oriented lives.

About the Author

Over the last 25 years, Dave Ellis has helped over four million people create a more

wonderful life through his workshops, books and life coaching. He is the author of

seven books including Becoming a Master Student, which is the best-selling college

textbook in America. His latest book, Falling Awake, is written for the clients of life

coaches. He now facilitates workshops, teaches life coaches and is president of The

Brande Foundation.

"What an excellent book! Life coaching has grown in popularity during the

past few years because of its jargon-free and no-nonsense techniques which

are, nonetheless, easy to put into practice. I am positive that the contents of

this book will prove to be a valuable resource for professionals as well as

giving positive guidance to those seeking personal help'" 
Ursula Markham

Founder of The Hypnothink Foundation

Crovn
ril'

House PublisNng Limited
vww.crovnhouse.co.uk
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