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10 Key Concepts:

1. Coaching is essentially a conversation within a productive results-oriented context – helping others to access what they know.  A coach assists and supports and encourages individuals to find these answers

2. Coaching is about learning – observes patters and set the stage for new actions

3. Coaching is more about asking the right questions than providing answers

4. Coaching is about change and transformation – the human ability to grow, to alter maladaptive behaviors and to generate new adaptive and successful actions

5. Coaching is about reinventing oneself

6. Developing and encouraging a personal best

7. keeping the forward focus and awareness of new opportunities for growth

8. Working through any obstacles to change and overcoming self-sabotage or self-limiting beliefs

9. maintaining a balance between professional and personal life

10.  A critical role of the coach is to provide a safe, nurturing environment for the individual to grow and develop his or her own strategies and solutions

11. Coaching is also influenced by constructivist learning theory…the learner is always actively seeking out and engaging to make sense of the world…knowledge is generated internally, and motivation is intrinsic…coaches cannot motivate only examine and clarify the values purpose and vision collaboratively set and pull the person towards achieving the goals.
12. Executive coaching – includes leadership development, interpersonal and communication skills career coaching to enhance personal satisfaction and career opportunities, specific skill coaching developing superstars, and executive strategic planning as well as problem solving

13. coaching for skills  - presentation and negotiation skills, 

14. coaching for performance – effectiveness in present job

15. coaching for development – new or future career

16. coaching for the executive agenda – larger work and or personal agenda

17. Characteristics of a successful coach – typical profile – background in psychology, consulting, teaching, healthcare

18.  People become coaches because coaching is a service business, work in a wide variety of niches areas and relationships are at the heart of the business

19. Personal qualities – a capacity for self-awareness, a capacity to inspire others, a capacity to build relationships, a capacity to be flexible, a capacity to communicate, a capacity to be forward-looking – action, a capacity for discipline, a capacity to manage professional boundaries, a capacity to diagnose issues and find solutions, a capacity for business. P.24-30 excellent

20. Benefits – see end
21. Business coaches can assist the business owner to view business as a series of human interactions and commitments.  In the future, acquiring and apply knowledge will become the key competitive advantage in business

22. Help the owner to see business in four linguistic actions  a) request or offer, b) negotiate and promise c) complete the exchange or work and d) indicate acceptance and completion of the exchange

23. Business coaches improve team effectiveness – increase the level of trust and cooperation, understand and be pro-active in assessing breakdowns in organizational business processes, discuss and understand the impact of beliefs about customers and service

24. Strategic planning and coaching – is a crucial factor in the survival and success of any business – there must be a compelling vision driven and guiding the plans – strategic planning skills have been identified as an intellectual competency of top grade performers…the skills involve remaining knowledgeable about the competitive environment, market and trade dynamics, product services, technology trends and patterns of customer behavior.  Other aspects of these skills include contributing to the strategic efforts of the team and predicting where the particular industry is going in the next few years.

25. Strategic planning SWOT analysis – strengths – competencies in key technical areas, proven market skill and market niche, Weaknesses – now clear strategic direction, ineffective internal communications systems, lack of leadership in management, Opportunities – new markets, new staff, product diversification, Threats – lower-cost foreign competitors, changes in buyer taste and demands, costly regulatory and contractual requirements.
26. Steps – See end
27.  Negotiation, like strategic planning has been identified as a competency of top grade performers.

28. Negotiation personal skills – self-awareness, emotional competence, communication skills, overcoming rejection, winning attitude, relaxed style, mental toughness, clarity and belief in vision, goals and actions, self-esteem, focus, advanced sales techniques.

29.  Coaching Tools – Client p.58 Personality Profile, Leadership Profile and Cognitive Style, communication style & summary.
30. Executive Issues – problems with interpersonal relationship, failure to meet business objectives, failure to build and lead a high-performing team, inability to change or adapt to change during a transition, leaders need many, but have very few opportunities for continuing development, personal development selfdom gets priority, senior executives are often isolated from feedback, there is a need for continuing support to encourage and sustain change and growth.

31. Assessment Tools – Myers-Briggs Type Indicator

32. Coaching intervention for leadership – Leadership is less about personal charisma and more about visible commitment to action.  It is about getting people committed to a course of action and to meet agreed upon goals.
33. A successful coach is politically non-aligned although aware of the political maneuvering that is inevitable in any organization

34. A model of organizational alignment – p. 105

35. Coaching Skills for managers p. 116

36. Develop and support a learning environment – p.117

37. Managing conflict – p.120

38. Guidelines for delegating – p. 123

39. Types of team coaching – p. 131-135

40. Six step model of team coaching p.138-139

41. Strategic goal setting and developing an action plan p.153170

42. Communication skills p. 172-180

43. Learning p. 182-196

44. Coaching as change – p.198-209

45. Sales Coaching – p. 226-231

5 Statistics / Quotes / Comments

Strategic Benefits of Coaching

· Attract more business

· Improve customer service

· Provide structure, guidance and focus

· Monitor and evaluate actions

· Guide individuals to adopt better solutions – streamlining processes and procedures to ensure productivity and customer satisfaction

· Promote initiative and accountability – encourage and support managers and others to take responsibility for the entire organization, not just their own jobs

· Motivate and sustain momentum

· Provide non-biased, objective advice on business decisions

· Increase awareness of resources and when to use them

· Broaden the scope of available information, ideas and solutions

Interpersonal Benefits

· Unearth and tap potential and creativity

· Coordinate career and personal life

· Increase the ability to cope with and welcome change and transitions

· Improve concentration, confidence, relaxation and decision making

· Remove performance fears and anxieties

· Eliminate unhealthy work stressors

Strategic Planning

SWOT analysis

Strengths (advantages) includes what the company does well and the areas in which it is currently successful

Weaknesses are any internal or external processes that contribute to customer dissatisfaction, low staff morale or decreased productivity.

Opportunities include any areas in which the business can expand

Threats can include any factors that might impact negatively on the success and growth of the business

Step One:

Develop a statement of purpose, mission, vision and values.  The document should clearly set out the following: what business you are in; why you are in this business; what you represent as a company; and where you want to position yourself in the future

Step Two:

Circulate the document to everyone in the company and ask them to make suggestions for improvement.

Step Three:

Allocate resources and support systems to ensure that the desired changes and plans are put into effect – training, coaching and team building

Step Four:

Conduct goal-setting sessions in all business units and include all staff.  Establishing new goals for each business unit clarifies what the company wishes to achieve and how this relates to the company’s vision of the future.

Step Five:

Strategy sessions should e held to create action plans to accomplish the agreed upon goals.  Goals may be short term, medium term or long term.  The action plans should detail issues such as accountability, how success is to be monitored and measured, the time frames for reaching the goals, and contingency plans to cope with sudden or unexpected changes in the marketplace.

Step Six:

Although strategy development clearly demands reflection and careful planning sessions, some companies spend too much time in discussion and making long-term plans rather than taking action.  To avoid getting caught up in, and sometimes delayed and disadvantaged by elaborate planning, it is wise to also establish short-term compelling goals.  Individuals can thereby experience success and build momentum towards realizing long-term goals and vision.
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