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By Belinda Davies,
President of
COMENSA

In their article
entitled “Think for
Yourself - Stop
Copying a

Rival” (Financial Times, 3 November
2008) W. Chan and Rene
Mauborgne said “To grow,
companies need to break out of a
vicious cycle of competitive
benchmarking and imitation”. Such
a view is supported by Seth Godin in
his book, Fast Company (2003)
when he says: “You cannot be
remarkable by following someone
else who is remarkable... The leader
is the leader precisely because he
did something remarkable. And that
remarkable thing is now taken. So
it's no longer remarkable when you
decide to do it.”

As coaches and mentors we work
with our clients in a way that is
intended to elevate the quality of
their thinking so that they can tap
into their own creativity and
innovate. We challenge our clients
to stretch themselves so that they
are thinking remarkable thoughts
that take them to new places -
thoughts which enable them to take
a fresh view of their challenges and
opportunities so that they can

achieve in ways they may only have
dreamed of.

Of course, this challenges us to
think about our clients in new ways
and bring our own freshness and
innovation to our work. Supervision
is exactly the context in which we
allow ourselves to think about what
we are bringing to our coaching and
mentoring conversations. How are
we showing up? What is working
well? What innovations might
enable us to work even better?
What is not working well, and what
could we change in order to raise
our own effectiveness? In
supervision we have the opportunity
to reflect on our own approaches
and methodologies and innovate so
that we are able to bring something
remarkable to our conversations.

Of course there is the added danger
for the very experienced coach -
that of overconfidence. In the words
of Malcolm Gladwell “As we grow
older and more experienced, we
overrate the accuracy of our
judgments” (The Psychology of
Overconfidence, The New Yorker,
27 July 2009). It is really only if we
submit ourselves to supervision that
we are challenged to check
ourselves and the accuracy of our
judgments, assessments and

assumptions.

Investing in one’s continuing
professional development
through reading and learning is
also a vital contributor to our
ability to innovate - but only if we
try new things... or take someone
else’s ideas and develop them
into something that is truly
remarkable in our hands. If we
are using the same tried and
tested tools and techniques over
and over again how can we
possibly expect our clients to

(Continued on page 2)
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raise the bar of their own thinking -
we can only stretch our clients when
we stretch ourselves.

Inspired by an article by Gary Hamel
called “Moonshots for
Management” (Harvard Business
Review, February 2009) | have been
inspired to write some “Moonshots
for Coaches and Mentors” as
challenges that will invite greater
innovation into our work:

1. Make sure that your work of
coaching/mentoring serves a higher
purpose. This requires that we each
have a clear sense of mission and
we check regularly that we are
serving that mission. This perhaps
suggests that when our clients are
able to link their work to a higher
purpose they too will be able to bring
their best selves to the service of

their mission.

Moonshot s
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2. Reconstruct your philosophical
and theoretical underpinnings. Read
prodigiously and constantly enrich
and broaden your own philosophical
and theoretical foundations.

3. Redefine your leadership role.
As a coach/mentor, you are creating
an environment in which your clients
can innovate and excel. This means
that you need to keep looking at the
role you play in enabling clients to
access their best quality thinking.

4. See strategy as an emergent
process rather than as an event -
both the client’s strategy and your
own emerges as a result of the
creation of conditions in which
innovation is possible. Given that
our world is so turbulent, we can no
longer afford to rely on some long-
term crystal ball to enable us to
confidently plan for the long-term, so
we have to keep revisiting and
revising where we are going and how
we are going to get there.

5. Reduce the pull of the past.
This is where our work
can come into its own.
Just because it worked
(or didn’t work) before
doesn’t mean it will (or
will not) work now. We
can help our clients to
learn from the past
(theirs, ours or that of
other people) but we need
& to stretch them and our-
= selves to focus forward

:. and look at things anew.

> G. Create opportunities
j‘ for sharing ideas.

. Whether with other
coaches and mentors, or
with groups of clients
sharing ideas, it is useful
& to create opportunities for
learning from and
= discussing things with
other bright, thinking
people.
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7. Seek the magic of AND rather
than indulging the tyranny of OR.
Some of our most limited thinking
occurs when we try to choose
between this OR that. What would
happen if we tried to achieve this
AND that?

Encourage opportunities for the
unleashing of imagination. Explore
how clients can create learning
environments in their own spheres
of influence in which people can
think, examine and learn from
disappointments and failures, and
create opportunities for
“serendipitous learning” (Hamel,

ibid).

Setting ourselves “moonshots” and
rising to them can only result in
renewal and innovation. Perhaps
this quote from Sergey Brin (co-
founder of Google) articulates what
these “moonshots” might achieve:
“Obviously everyone wants to be
successful, but | want to be looked
back on as being very innovative,
very trusted and ethical and
ultimately making a big difference in
the world.”

Currently COMENSA

National Chairperson,

Belinda, was active in getting
COMENSA off the ground in KZN,
was chairman of the chapter in
2006/7 and is currently Secretary to
the chapter.

Belindads consul
Solutions, specializes in the crafting
of strategic leadership,
organisational performance and
coaching solutions that enable
businesses to achieve strategic
success.

Belinda can be contacted on
belinda@leadershipsolutions.co.za
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Relnventlon Renewal, Rejuvenation

By Megan
" Hudson

. People, even
' more than things,
““ have to be
\-1 restored,
renewed revived, reclaimed, and
redeemed; never throw out
anyone. Remember, if you ever
need a helping hand, you will find
one at the end of each of your
arms.0Fr om
written by Audrey Hepburn and
read out at her funeral.

| hope that you have benefitted in
some way from the new energy
sweeping through COMENSA in
recent months. If you haven’t
been re-invigorated, shaken up or
(heaven forbid) mildly annoyed by
all the activity, do let us know so
that we can re-channel our
efforts in the right direction.
Feedback is great, welcome and
taken seriously (but please do
consider sending flowers if you're
going to complain!).

We got a fantastic response to
the launch of the “Build your
Practice” section of the website
(exclusive to COMENSA
members). Since the launch, we
have added more material to this
section, so please keep visiting.
Remember that you must:

1 Be a fully paid up COMENSA
member and

1 Be registered on the
COMENSA website in order to
enjoy access to these
benefits.

In the spirit of co-operation,
inclusiveness and collaboration
on which COMENSA was
founded, if anyone has anything

0OBeaut yofany

to add to this section to share
with fellow members, please
email itto me at
megan@business-zone.co.za and
we will be only too happy to give
you full credit for sharing your
expertise with your peers.

On the subject of the website, we
will be going through a re-vamp
and upgrade over the course of
the next 3 months. This will
entail downtime every now and
again, but we will send out
Bulletins to warn you in advance
wrglowntime while we
do the re-development. One of
the most exciting enhancements
will be a “shopping cart” type
facility where potential clients will
be able to browse through the
member’s directory and send a
briefing, and request for proposal
directly to members from the
COMENSA website in a seamless

process.

You will also see that we have
been invited to participate in the
Business Schools Expo being
hosted by the South African
Business Schools Association at
the Sandton Convention Centre
on 27% August. SABSA have
been incredibly generous in
giving us the space and

Finally, | would like to salute
every member of ExCo, the
Provincial Chapters and the
Portfolio Committees for their
tremendous work behind the
scenes. The longer | work with
COMENSA, the more | realise how
much time these people commit
towards professionalising the
industry and trying to create a
professional, representative,
unifying body. For those of you
who are frustrated at the speed
at which things get done,
consider this:

1 ExCo and committee
members are volunteers who
give of their own personal,
family and business time to
act on behalf of COMENSA.
They can easily clock up to 40
hours a month (and more) on
COMENSA-related work.

1 COMENSA has achieved more
in 3 short years than other
bodies have in 5 years and
more, and it has a strong,
robust constitutional and

financial framework.

various other add-ons at
no cost to COMENSA so we
will be going all out to
ensure that we enhance
their event by our
presence. Anyone
interested in getting
involved, get hold of me
NOW as time-slots are
limited. This is a great
opportunity to market
yourselves and your
business. We are sending
out a bulletin with more
details on how you can get

involved.
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Innovation: Working With Coaching Models

By Dr Sunny Stout Rostron

One of the least explored
areas of innovation for
coaches is in the
development of your own
coaching model. As it is not possible to work
with every coaching model available in the
marketplace, it is important for you to gain a
sense of the flexibility models can offer you
as a coach practitioner. You can choose
either to work with an existing model, or to
build your own model as you develop your

experience and expertise as a coach.

Flexibility is required to understand and work -

with a range of models, as well as
understand how to lay one model over
another. Simplicity is the key. Coaching
models can help you as a coach practitioner
to understand the coaching intervention
from a systems perspective, and to
understand the need for “structure” in your
interaction with your client. More importantly,
models help you to develop flexibility in your
approach to the coaching conversation and
the overall coaching journey — whether the
intervention is for 20 hours, six months, or a
year.

Although models create a system within
which you as coach work with your client, it is
critical that your coaching model is not
experienced as either prescriptive or rigid.
Remember that the coaching conversation is
about the client, not about you. If the model
is too prescriptive, it means the coach is
attempting to fulfil their own agenda, rather
than attempting to understand the client’s
issues.

You have a wide range of models from which
to choose:

four-quadrant models (e.g. David Kolb’s
Experiential Learning model; Ken Wilber’s
Integral model; John Whitmore’s GROW
model; Daniel Goleman’s EQ model;
Frederick Hudson’s Renewal Cycle model);
circular models (Lane and Corrie’s Purpose,
Perspectives, Process model; Habermas’
Domains of Competence model; Cummings
and Worley’s Input-Throughput-Output
model; and the Strassers’ Existential Time-
Limited Therapy model);

nested-levels models (e.g. the models of
Pam Weiss and James Flaherty, and

the Centre for Conscious Leadership);
u-shape models (e.g. Otto Scharmer’s  “Although models

U-Process); or create a system
triangular models (e.g. Habermas’ within which you
Domains of Competence and Maslow’s  as coach work
Hierarchy of Needs). with your client,
it is critical that
There are varying degrees of thought in your coaching
educating and developing coaches. Some modelis not
schools train their coach practitioners to experienced as

either prescriptive
or rigid.” - Dr Sunny
Stout Rostron

use only one coaching model. Other coach
training schools teach a variety of models
and advocate choosing one of them, or
learning how to flexibly integrate a few
models to develop your own. If you prefer one
particular model, it is essential to go through
the training or certification to ensure you have a
depth of understanding in its use. Eventually,
you may want to choose whether to work with
one model, or with an integration of several
models, or to develop your own. That is not for
anyone else to prescribe for you. Whatever you
do decide, | believe that knowledge is power,
and the more understanding of available
models you have, the more intelligent your

choice will be.

Purpose (Where are we going and why?)

This model, developed by Lane and Corrie (2006),
first identifies the purpose in working with the
client. In other words, where are you going with
this client? What does the client want to achieve?
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Innovation: Working With Coaching Models continued

Figure 1: Purpose, Perspectives, Process

Purpose

-

Source: Lane and Corrie (2006)

(Continued from page 4)

Where do they want to go in their
overall journey with you as their
coach? Part of the client’s purpose
will be aligned with the questions
they bring to the coaching process.
Their questions are often related to
“why” they want to go where they
want to go. Your job is to
understand what is motivating

them, what is driving them.

Perspectives

(What will inform our journey?)
What perspectives inform the
journey for both coach and client?
What informs your journey, i.e.
what informs the client and what
informs the coach? Both coach
and client come in with their
individual backgrounds,
experience, expertise, culture,
values, motivations, and

assumptions that drive behaviour.

Process (How will we get there?)
Using this model can help you to
understand the client’s needs, to
develop rapport, and to identify
their overall outcomes and a way
to begin working together.

Perspective

At this stage of the model you need
to contract, set boundaries, agree
confidentiality matters, and outline
the fee-paying process and the
development of (for example) a
leadership development plan. You
will also need to agree on timing,
assessments, potential coaching
assignments, and meetings with

the client’s line management.

A model is simply a metaphor for
the journey and embodies a
structured process. This model can
help you in three ways: to contract
with the client, to structure the
entire coaching journey, and to
guide your coaching conversation.
Out of the specific conversation
about process emerges the client’s
purpose, how your perspectives fit
together to help them to achieve
their purpose, and the process
with which you will work to achieve

their desired outcomes.

In conclusion

Whichever model you choose to
develop, a model simply
represents a system with an
implied process. It is a metaphor
or analogy used to help you and
the client to visualise and describe

their journey.

Models systemically visualise or
represent a process that is not
directly observable. If you can
develop a model that
encompasses the coaching
conversation and the entire
coaching intervention, you will
begin to work with considerably

greater ease within your practice.

References
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Coaching
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Knowledge Resources), with
contributing author Marti Janse

van Rensburg.

BUSINESS
CO \‘("Hl\(.

Lane, D.A., and Corrie, S. (2006).
The Modern Scientist-Practitioner:
A Guide to Practice in Psychology.
Hove: Routledge.

Stout Rostron, S. (2009). Business
Coaching Wisdom and Practice:
Unlocking the Secrets of Business
Coaching. Johannesburg:
Knowledge Resources.



COACHES AND MENTORS

Mi chel |

e 0S

OF SOUTH AFRICA

Top

T

PAGE 6

p for

COMENSA Membership: Do not Stagnate! Stay
Relevant; Constantly Innovate!

% ¢ By Michelle Clarke

. Imagine this - 4

AN consulting
professionals, 3 years of

unexpected and reactive business

success, minimal marketing
efforts. Now; only one major

client and six months of cash flow

before a decision must be taken
to close the business down.
Ouch! And honestly, | have more

clients in the same boat. The big

mistake my clients have been
making? Becoming stagnate.
Doing the same things over and
again (or, doing nothing at all).

Not innovating. And consequently,

becoming irrelevant in a fast-
paced industry crowded with
competitors. “Be distinct, or be

extinct” Tom Peters has urged us,

or, in the words of a famous
actress, “to become known, you
have to be prepared to give up
your anonymity”. Are you?

Are you relevant?

Relevance is about owning a
piece of mental real estate.

By that | mean, having people
think of you, and to not miss out
on thinking of you because you
are an unknown, floating in the
quagmire of sameness amongst
the other people, brands and
messages fighting for mental

real estate.

o talented and skilled

In the most fundamental sense,
relevance has to do with
effectiveness of communication.
It's about connecting source
(ourselves) to other worldly
realities (the market, our clients
etc.) in a way that makes both
resonate and recognise current
and mutual value. Relevance is
what Madonna does intuitively,
refreshing the source to connect

with the evolving market.

In my experience, when coaches
lose sight of relevance, it
manifests in websites that are
stale and outmoded (some
events calendars on websites
show the most current event as
happening in 2007), stop/start
marketing initiatives coupled
with lack of consistency on
social media sites.

(LinkedIn, Twitter, Facebook
etc.), stop/start networking
activities with no-show at
industry events, and bio’s,
profile’s and photographs that
are outdated. Similarly, when
coaches do not innovate in
terms of evolving or expanding
their product portfolio (one-on-
one coachingis just one in a
range of many coaching
products that we coaches can
offer), their offering can lose
relevance amongst newer,
more innovative personal
development products.

Here is the fundamental
question to ask to test your
relevancy: are you losing or
gaining ground? Gaining? -
keep at it! Losing? - so, what
might you need to give up in
order to become known?

Michelle Clarke is a Cape Town based
Master Coach who delivers successful
coaching interventions both locally and
internationally. She is a committed
member of COMENSA and works with
High-Achieving Coaches and Independent
Professionals helping them to build their
successful businesses. She can be
reached on +27 72 391 9912 or by
visiting www.motivcoach.co.za

M
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Driving Innovation in Organizations

\ ‘ By David Raath

| The Case for
" | Innovation

| In his book
“The Game

" Changer”, co-
authored with Ram Charan,
Chairman and CEO of Proctor
and Gamble A. G. Lafley
described how in June 2000
he took P&G, a huge but
struggling multinational
organization which had just
issued an earnings profit
warning in that March, and
turned it around increasing
P&G’s share price three fold by
December 2007.

How did he do it? He says: 0 My
job at P&G is focused on
integrating innovation into
everything we do. Every
business has some central
organizing principle that
people use as the basis for
making decisions, meeting
challenges and creating
opportunities. For P&G it is
l nnovation. o

Many executives assume that
innovation happens naturally
and that lone creative
geniuses will drive innovation
within the organization. The
truth is that this rarely
happens and innovation needs
to be actively nurtured through
conscious intervention by the
leadership of the organisation.

By making innovation the
central organizing principal
in P & G Lafley made it
ocentral to

structure, systems, culture,

leadership and motivating
pur pose

business ensuring
osustained
improving organic revenue
growth and

The tough economic climate

has left many companies

struggling to perform,

making it even more
important for them to
ensure that they increase
their strategic flexibility
through innovation.

Corporate strategist, author,
and former McKinsey
consultant Kaihan
Krippendorff opens his book
The Way of Innovation with
the following passage:

Ol nnovation

It is a fundamental requisite
of survival. Throughout
history, innovative societies
have dominated their less
creative rivals. The first
civilizations to adopt a new
innovation 0 the first to
embrace agriculture, direct
rivers, learn metallurgy, or
organize themselves into
governments d always
gained power over their
nei ghb

z

pr

Defining Innovation
To understand innovation it
is important to understand

g tha differencedbétweent e g y ,

creativity and innovation.

a of dis v &reativitydsdhe ability to

have great ideas. Innovation

a n dranscends creativity in that

it takes original ideas and

onbkestthend happen. Creativity is

As AG Lafley puts it: the ability to

0 AN _i nnovat i o have great he

conversion of a new idea

into revenues ideas. r o f

A good idea only becomes Innovation

innovation when it

transforms into a transcends

significant business creativity in

building initiative that .

brings growth and profit. that it takes
original ideas

_Thls_has_ S|gn|f|can’§ and makes

implications when it comes

to making innovation them

happen in an organization. happen.” -

Processes and practices .

need to be put into placeto ~ David Raath

efficierdlyt hangest ideasp t i

choose the ones that will

have significant impact,

allocate resource to develop

them and launch them.

Who is responsible for

innovation in the

organization?

0Since everybody uses

ideas, creativity is

everybodyds businesso

Edward de Bono.

(Continued on page 8)

Contribute your articles for publishing in COMENSAnews.

Contact the Editor at megan@business-zone.co.za for more information
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Driving Innovation in Organizations continued...

(Continued from page 7)

In the culture and mindset of
some organisations innovation is
confined to the realm of the
Marketing, Product Development
and R&D departments. Since
innovative organizations look to
be competitive in every aspect of
how they run their organization,
each and every individual in the
organization needs to be taking
responsibility for developing
innovation in their area of
responsibility.

Innovative individuals seek fresh
ideas, nurture their own ideas as
well as the ideas of others, are
experimental, keep momentum,
communicate well, share their
ideas and have the courage to
implement them.

Building an innovation culture
into an organization

Innovative organizations require
a culture of efficiency,
adaptability and flexibility.

They are also customer focused,
and continually seek significant
competitive advantage over
their opposition.

Building an innovative
organization can only be
achieved by absolute
commitment from the
leadership, a collaborative
effort from the individuals in
the organization, an empowered
and motivated workforce and

a culture and processes that
support innovation.

Innovation has to be driven by
inspired leadership and requires
a motivating vision, strategy and
values. It also requires
processes, practices and
systems to support it and cross
functional teams to manage it.

At P&G Lafley consciously set
out to restore Innovation to the
heart of the company integrating
it into how the business was run;
its overall purpose, goals and
strategies, structures and
systems, leadership and culture.
All of this is logical, well
documented and proven to be
best practice when developing
innovation in an organization.
The difficult part is persuading
the individuals involved to
embrace this new mindset. In
effect the process has to be
transformational, a huge
learning and development phase
for all. It is in this aspect that
coaching, mentoring and training
are the enablers that will guide
the way to the best outcome.

Lastly, organizations who
embrace innovation are happy
places with motivated fulfilled
people eager to contribute with
creative ideas and help others to
achieve their goals. On this
subject | leave you with one last
quote from James Ogilvy:

"Too much of our work amounts
to the drudgery of arranging
means toward ends,
mechanically placing the right
foot in front of the left and the
left in front of the right, moving
down narrow corridors toward
narrow goals.

Play widens the halls. Work will
always be with us, and many
works are worthy. But the
worthiest works of all often
reflect an artful creativity that
looks more like play than work."

Bibliography
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(2008). The Game Changer; how
every leader can drive everyday
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Books LTD.
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Dave is passionate about developing
Innovation within organizations and
his current purpose as owner of
Clarity Innovation Systems, is to
achieve this for clients through a
combination of Coaching, Mentoring,
Facilitation and Training.

He can be contacted on:

email dave@claritybs.co.za or

Cell: +27 (0)82 445 3249.
Alternatively, visit his blog at
http://clarityis.wordpress.com/
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The Scientific Practitioner: Research on
Coaching for Innovation

By Reinhard Peter
Moors

Innovation is very
much the buzz

s word of our time
and has been for
a while. The problem is although
most leaders agree that they
need to be innovative in their
organizations, they often get
scared when they realize that it
would involve change, money or
effort. Then we hear the excuses,
“It will cost too much”; “It will
never work”; “We tried that route
before”; “Come on, let's get
serious”; “Why change? Our
current way is just fine.”

We encourage those members who

havendt yet done
profiles onto the COMENSA
website.

Just log on to the websitand click

on the bl ock t
Member 6s Pr of i
(There is also a

assist you)

h a

WHY be Innovative?
So why do we need to be
Innovative? There could be many
reasons but one of the most
important reasons is that
innovation in a company is
directly proportionate to growth in
that company.

Innovation = Growth

If this is true, how can we ensure
that we are more innovative in
organizations? Tim Brown, CEO of
IDEO (a world leading innovations
company), said in an interview
with the McKinsey Quarterly in
Nov 2008 that one can clearly
see when leadership in
companies is immersed in
innovation. It is the senior
leaders that determine the level
of innovation organizations.

This is where coaching fits into
the picture; leaders drive
innovation but are these leaders
ready to do so? In my research
for my Master’s degree | asked
the question: “Can coaching
influence creative thinking that
leads to innovation and if so,
wisadwoll@ suphuatcoaghing r
process look like?”

Three Main Themes
Through my research three main

hemes stood qut

hesse %vgrg as?oﬂcpwg:a te
| eo

1ﬁ 9 be more énreloe/ati}/e a
person stiodid Ravea wor&ing
knowledge of the tools and
techniques that drive innovation.

2. A person’s attitude towards or
confidence in his/her ability to be
innovative is vital.

The culture within an
organization has a significant
impact on the level of innovation
in that organization.

1. The Tools and Techniques

In coaching individuals, some
would be equipped to use
creative thinking techniques and
others would need some
guidance. There are numerous
articles and books that Coaches
can consult in order to equip
themselves and their clients to
think more creatively. Initially

| thought that the most important
factor would be to be well skilled
in the tools that will drive
innovation. | soon realized that
these are not complicated to
understand and in no time

most people were will equipped
to use these.

2. Attitude and self-belief

The biggest stumbling blocks
were the ways that individuals
thought about their creative
abilities. Comments like “l am
just not creative”, “It is not my
strength”, and “Why is this
necessary?” were often made by
individuals that participated in
the research. Coaching focused
on the individuals’ attitudes and
self-belief. Once this changed,
innovation came with more ease.

(Continued on page 10)

Contribute your articles for publishing in COMENSAnews.

Contact the Editor at megan@business-zone.co.za for more information
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The Scientific Practitioner: Research on
Coaching for Innovation continued

(Continued from page 9)

3. The Culture

The next step was to ensure that
the environments in which people
worked were conducive towards
creativity. This was not necessarily
their physical environments,
although those played a role as
well. | am referring to the culture
of the organization and its attitude
towards innovation. If the senior
leaders in an organization do not
ensure a culture wherein
innovation can thrive, new ideas
will continuously be snuffed out
and people will eventually stop

trying to be innovative.

On an organizational level it would
therefore be better to start
coaching with the executive and
senior managers and then only
with the individuals on the next

level. This is often easier said
than done.

Coaches need to develop good
trust relationships with
organizational leaders wherein
they can explore paths together
that will lead to building a culture
for innovation within the

organization.

A Specific Coaching Process for
Innovation?

It is difficult to identify a specific
model or process that will ensure
innovative thinking through a
coaching process. The most
effective approach would be for
Coaches to be well equipped in
their understanding of Adult
Learning Theory, especially when
working with clients on new
techniques for creative thinking.
The other psychological
approaches that could help the
Coach include Cognitive Therapy,

the Person Centered Approach
and Personal Construct
Psychology; these come into play
when working with clients’ self-
belief and attitude, or their world
view towards innovation. It goes
without saying that the Coach
also needs to equip him/herself
in the use of the tools that would
aid the client’s ability to think
more creatively. Each case is
unique so don’t box yourself or
your client - and most of all have
fun...

Reinhard is a Senior Partner with
OuterboxThinking.

As a Coach and Facilitator he works
with leaders in business.

He is especially passionate about
assisting organizations with
innovation. Reinhard also lectures
Coaching at the South African College
of Applied Psychology and facilitates
training in this field for other
organizations. He is married with two
children and loves fly fishing.

His contact details are

Book Review: Coaching and Feedback for Performance

By Blair Sheppard; Michael Canning; Liz Mellon, Prinny
Anderson, Marla Tuchinsky, Cindy Campbell

By Wendy van Elden

This book focuses on the
manager as coach. There is not a
clear distinction made between
coaching and mentoring roles;
the two are used almost
synonymously. It deals with why
managers should coach and

provides a simple model. Useful
checklists appear at the end of
each chapter.

Most important thing | learnt
from reading this book:

Aito make
have to be done perfectly; it just
has to be done in a sincere,

professional
Book rating out of 5 and why: 3

Useful basic guide to coaching as
a manager in the work
environment. May be helpful

ai idti fdf oeersgonigter managers interested

in pursuing a coach approach
after some basic training.
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Supervision- Optional Extra or Fundamental ?

By Karen Pratt

There is much
~ talk about
B supervision these
days - must we
have it? Is it an optional extra to
add in when we have time on our
hands, or is it a crucial part of our
ongoing professional
development? Should it be one of
the fundamentals of our

coaching practice?

In this article | share with you my
experiences of supervision over
the last 8 years. | qualified as a
coach in 2005 and as a certified
transactional analyst (CTA) and
coach supervisor in 2008.
Supervision was an integral part
of both my TA and coach training
and continues to be an important

part of my ongoing practice.

1 The following aspects of
supervision have been
important for me:

1 Itis atime to be supported and
affirmed for what | do well

1 It enables me to think more
widely about options that | can
use that would enhance my
work

1 It teaches me to reflect on my
own psychological process -
initially with hindsight, but as
time goes on, while it is
happening. This enables me to
make choices in the moment,
about how | respond.

The power of the parallel
process constantly astounds
me and keeps me alert to
demonstrating a positive
parallel process with my
clients, rather than be drawn
into the same scenario that
they are dealing with.

1 My limiting beliefs about myself
and others, are reflected back
to me allowing me to update
my script to include a truer
picture of who | am.

§ Supervision ensures that my
work is appropriate and ethical
and that both | and my clients

are protected.

As | reflect on my life’s journey, |
count my supervision
experiences as some of the most
powerful in my ongoing
development - in all aspects of
my life — emotional, mental,
spiritual and physical, personal
and professional. | believe that
who | am is more powerful than
what | do or what | know. The
best investment for my clients is
to invest in my inner
transformation and growth.
When | am able to work more and
more from my authentic Self, be
open, clear and completely
present to the other, then |
believe that | am being the best
coach and transactional analyst

that | can be.

-~

~

e = =

ARE YOU UNDER SUPERVISION?

ARE YOU AWARE OF THE BENEFITS
OF BEING IN SUPERVISION?

IF YOU WANT TO KNOW MORE, GET
TO OUR UPCOMING SUPERVISION
FORUMS (SEE THE EVENTS SECTION
AT THE BACK OF THE NEWSLETTER)
OR CONTACT THE EXECUTIVES ON
THE PORTFOLIO COMMITTEE

GARY VILJOEN
gary@humanworks.co.za

MICHELLE VAN REENEN
michelle@singisa.co.za
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Innovation: Turning Challenges to Opportunity

By Lisa Steingold

Today | set off on
my morning run.
As | ran down the
road | realised
that | was wearing
an old pair of pants that were, in
fact, too large for me and kept
slipping down. Not wanting to turn
around and go back home | started
to think of some ways in which |
could keep my pants up for a
further 45 minutes without using
my hands. | suddenly remembered
| had 2 hair bands in my hair and
subsequently used one to hold the
additional material around my
waist together. | continued my run
excited by my solution.

What does this little anecdote have
to do with the concept of
innovation? Well a quick search on
Google yields no less than 99
million results and the meaning of
innovation as “starting something
new”. Something starting new is all
well and fine but innovation for
innovation’s sake cannot be
justified in my eyes. Not only do |
hold innovation as a personal
value but | work for a “School of
Brand Innovation” This can be
somewhat overwhelming but it
brings me to my personal definition
of innovation;

Innovation as a tool

unique idea generation
successfully implemented. Itis a
strategically developed tool with
which to turn challenges into
opportunities. Innovation for
innovation sake can be somewhat
dangerous and one only has to

look at the current global economic
crisis to realise this. | have no doubt
that the top-tier executives of global
banking institutions and the like
thought that they were being
extremely innovative by introducing
their extended credit and lending
sub-prime products to the medium
to below average American wishing
to take ownership of residential
housing. That is, until the markets
literally crashed.

Did the corporate executives of
these organisations think that they
were creating opportunities through
unique idea generation or worse so,
out of existing problems? Most
likely yes they did. But was it
implemented successfully? Well
one only has to look at the state of
global economy and the origins
giving rise to this crisis, to answer
that one. It's a clear no.

This brings me to my second point;

Identifying a process for innovation
Let’s get a little more specific and
analyse innovation as a construct
within the coaching arena. | do
believe that innovation needs to
remain a central theme in our field.
The reason is that coaching is
fundamentally based on an
approach to change. To be able to
facilitate change and even more so
to learn to thrive in a changing
environment one needs to be
innovative.

This holds true, not only, in our
methodology, in our
communications and to be more
specific, in our communications to
different groups and people but
also in how we, as coaches, deal
with the challenges that we face

within the field of coaching.

Identifying a process for innovation
as well as applying innovation
within my overall vision has worked
incredibly well for me. The process
is to identify areas in which both
my clients face challenges and
also areas in which | face
challenges in dealing with clients
and my practice. This then begs
question; “how can | adopt a
different strategy that will
successfully solve this problem?”

For example clients come from a
range of diverse backgrounds and
environments. A challenge which
continues to present itself is to be
able to communicate and engage
these clients in a way in which they
can identify with.

“Can we use theories from
different disciplines to support our
practice?”

In identifying a solution | recently
came across some teaching from
disciplines outside of coaching,
such as from the discipline of
science which support theories of
coaching and that provide me with
an increased dimension from
which to coach.

Now that’s what | would call
creative problem solving
successfully implemented. This
process was however applied
within a grander vision and
alongside some critical partnering
values which brings me to my next
point;

Innovation runs within a
framework

Whilst I may hold innovation as a
personal and professional value, it
does not and cannot be applied
within a framework. The framework

(Continued on page 13)
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Innovation: Turning Challenges to Opportunity continued

is the vision and additional values
that support it. Whilst selected

values may differ for many of us |
am sure that we cannot dispute
the inclusion of integrity as a key
value that supports innovation.
Innovation that lacks integrity is
dangerous and integrity without
innovation is staid and unlikely to
facilitate the core of what we as
coaches provide; a means for

change.

Let me leave you with a quote from
one of the most innovative
individuals our planet has ever

Lisa is an adventurer, outdoor
enthusiast, philanthropist, passionate
marketer, writer and coach. Lisa
approaches all aspects of her life
through the key values of passion,
integrity, innovation and results. With
a view to empowering others, she
established; Life Inc. www.lifeinc.co.za
in 2008 to coach individuals through
change. She writes for various
publications, including Oprah, Shape
and the Journal of Marketing. She is
the national marketing manager for
Vega, The Brand Communications
School. She consults to various small
and medium enterprises in the field of

seen, Albert Einstein;

ol nnovation

marketing and sees communication
as the central theme in all that she

S N@des. t he

logical thought, although the result

is tied to

l ogi cal

product
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The Meaning and Purpose of Innovation

By Barbara Johnson

Innovation: is all about bringing
in the new or making changes.
Innovation is about bringing that
which is not yet in place.
Innovation is about being a
maverick, a change manager
and a visionary. Innovation is
about having courage and an
attitude of bringing that which is
better, bigger, faster to the man
in the street. Innovation is
about rocking the boat, adding
or deleting, creation and
evaluation. Innovation is about
having the guts to_stand firm in

the inevitable storm of
resistance, fear and mistrust. In
short, innovation is not for the
faint hearted, nor for the easy
pushover.

In his work on the meaning and
purpose of life, Viktor Frankl
encountered a dimension of the
individual - a third dimension -
the Noetic Dimension. The
Noetic Dimension is that
dimension of the human spirit
which “contains” our healthy
core-self. It is that dimension
that goes beyond the
psychological dimension. Our
uniquely human capacities of
the Noetic Dimension are such
concepts as True-Self, Self-
Transcendence, the Will to
Meaning, ideas and ideals,

creativity, imagination, faith,
love, self-detachment, humouir,
learning from past experiences,
a striving toward goals with
focused commitment,

conscience and responsibility. The Noetic
Frankl’s work has innovated the ~ Dimension is
traditions of psychology to go . . that
beyond the cognitive and dimension of
emotive. Frankl realized that the human
some people become better spirit which
people not in spite of the horrific ‘contains”
holocaust conditions but our healthy
because of them. It was this core-self. -
sense that these people were Barbara

Johnson

somehow in a position to
transcend the pain, torture and
sufferings of the camps. They
were able to find spiritual

(Continued on page 14)
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The Meaning and Purpose of Innovation continued

(Continued from page 13)

meaning in life. They exhibited a “will
to meaning”, a capacity to find reasons
for their existence even in those
terrible circumstances.

This existential, ontological approach
re-humanizes people from being “cogs
in the machine” to being seen as
dignified and unique individuals who
can come to triumphant grips with life
by finding meaning for their past
circumstances, creativity, humour and
gratitude in present circumstances and
self-transcendence and responsible
purpose for a generative future.

This is innovation in the making, in the
becoming, in living. This has to do with
the new, with change, going beyond
one’s limitations, to living to one’s
potential of triumph. This is about
taking on for oneself new attitudes,
new stances towards the past and
present and the future. This is a time of
co-creation! This is the time to make
the changes that are required. By

finding meaning and purpose, change
is focused, streamlined and more
exciting. Change has the same
energetic “cost” of staying stuck,
miserable and a victim as it does in
moving forward, take on joy and
becoming victorious. The same
energetic cost - amazing! The choice
is ours! Freedom and responsibility to
stay stuck or to move forward! Both
come with consequences of their own.
The question is which is your choice?

h‘

What would you like to innovate in
yourself and ultimately in your clients?
Innovation is what makes the world
progress, evolve and raise
consciousness. Innovation is the
bloodline of any civilization that the
history books record.

Innovation is what we as Coaches and
Mentors require to keep our “channels
clear” as to our own life circumstances
so that we may work authentically with
our clients. Innovation is what keeps
us on the edge, makes us competitive,
brings value and uniqueness.

Barbara Johnson founded Leadership
Dimensions in 2002. Her service offering is
Speaker Events, Train the Trainer and
Coaching. Barbara brings 30+ years of
business experience, 15+ years of
academic qualifications and 20+ years of
trainings to her work. Barbara is just a
phone call away on 082 784 7656 or 031
716 8226. Her email is
bj@leadershipdimensions.co.za and web
address is
www.leadershipdimensions.co.za.

YOU can make a difference!

There are so many exciting things happening in the Portfolio Committees right now - watch this space, visit the
website and keep your ears close to the ground! Indeed an exciting place to be will be in a Portfolio
Committee or Special Interest Group where there is room for YOU to use your special talents to further your

Portfolio Committees
Ethics Committee

Research and Definitions Committee
Strategic Purpose Committee
Supervision Committee

Marketing and Membership Promotion Committee
Membership Criteria and Standards of Competence Committee

Special Interest Groups
Corporate User SIG

Mentoring SIG

Executive Coaching SIG

Contact Elta Boschard
National Vice-President of COMENSA
012 460-5686 / 082-555-7575

ERRATUM

Please note that the correct web address for Tom Beasor in the
July 2009 COMENSAnNews should have beeww.beasor.com
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Innovation of the Second Order

By Ingrid
Hurwitz

;"} | Coaches are
d‘j all in the
——= pusiness of

facilitating innovation. Not

the innovation of products or
business models, but life
designs. This sounds very
glamorous and possibly more
expensive than plastic
surgery, but what it really
means is that at the heart of
coaching is the intent to help
clients to shift boundaries,
paradigms and narratives
that are self-limiting or
derailing. Through this
process they open up the

possibility of new choices.

True innovation in any
system involves doing things
completely differently or
doing completely different
things - rather than doing
more of the same simpler,
better or faster. This next
level of change is what Paul

Watzlawick described as
“Second Order Change” in
his Change, Problem
Formation and Problem
Resolution (1974). In this he
described Second Order
Change analogously as the
difference between 1.
Moving from one scene to
another in a dream, and 2.

Waking up.

A contemporary analogy
comes from the movies. In
The Matrix, the red pill is the
Second Order Change pill.
The blue pill will let life carry
on as before, but the red pill
will remove Neo from the
Matrix and begin to address
a new set of questions and

challenges.

First-order solutions assume
that traditional and existing
approaches will suffice. This
is the kind of change that fits
within existing paradigms. It
is change that is perceived
as an extension of the past,
and is consistent with
prevailing values and norms.
First order change
can usually be
implemented with
existing knowledge
and skills being more

- efficiently employed.

" Second Order

w Change, by contrast,
® . changes the blueprint

T foraddressing the

. problem. It is based
M on the understanding
that previously tested
- | or traditional

solutions will not suffice, or a
recognition that they have
not worked. Second

Order Change often involves
dramatic departures from the
expected, both in defining a
given problem and in finding
a solution. It involves a
change in mindset. This kind
of change alters the system
in fundamental ways (either
within an individual or within
an organization), offering a
dramatic shift in direction
and requiring new ways of
thinking and acting. This kind
of change involves a break
with the past, lies outside
existing paradigms, and can
conflict with current values
and norms. Often it requires
the acquisition of completely
new frames of reference,

knowledge and skills.

Our routine response,
individually and
organizationally, is often to
address virtually all problems
as though they were first-
order change issues, and to
hammer away at them with
the same old organizational
models and problem-solving
tools. First order solutions
involve workarounds,
incremental projects, and
quick wins. This however has
no lasting impact on an
overall way of behaving or on
a systemic pattern, and old
problems either persist or
soon resurface as symptoms
of a more fundamental
dysfunction. In fact, the real

(Continued on page 16)
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Innovation of the Second Order continued

nature of the problem has not
even been formulated and often
still remains overlooked or
unconscious. When Second Order
Change occurs, however, it is more
like an irreversible chemical
reaction, and things begin to
transform more fundamentally.

An effective coaching or change
journey, like Neo’s stepping out of
the unconsciousness of the Matrix,
often has elements of Second
Order Change experience. The
fascinating thing is that, like
Morpheus’s conversation with
Neo, it all starts with the right
Kinds of questions and

conversations.

At an individual level, and also for
groups of stakeholders, effective
facilitation processes can provide
a unique experience in which
people become conscious of, and

then start experimenting with, the
rules that have locked them into a
set way of thinking and doing. The
rules of the current situation are
exposed and taken apart, old
norms may be demobilized, and so
novel unforeseen possibilities
emerge. Coaching is one
exceptionally powerful means of
facilitating this awareness and in
the process liberating creative
potential and stimulating
innovation.

This all sounds great but of course
there is a price - if we are looking
to truly innovate, or to change a
whole system, it's often a gamble,
and definitely a lot more is at
stake. And it's generally rather a
lot more painful or at least
uncomfortable than doing more of
the same. Innovation, both
personally and in an organizational

context, requires leadership and
courage to be made aware of the
boundaries to which one (or one’s
team or organization) is
habituated, and then to begin to
dismantle these restrictions.

Ingrid Hurwitz is a Strategic HR
Consultant at FNB and an
independent coach. Ingrid has a
background in strategy consulting
(The Monitor Company, Johannesburg)
and a Masters in Development
Studies (Wits). She is currently a
strategic HR consultant specializing in
organizational change, which includes
strategy development, the facilitation
of multi-stakeholder processes, as
well as team and individual coaching
interventions.
objective is to bring progressive
transformation and greater social
consciousness to organizations'
leadership culture, philosophies, and
practices.

PORTFOLIO COMMITTEE UPDATE
Member Criteria and Standards Committee

In fulfilling their on-going
mandate towards
professionalising the coaching
and mentoring industry, the
Member Standards and Criteria
Committee (MCSC) has been in
discussions recently with the
South African Board for People
Practices (SABPP).

The purpose of these discussions
has been to pursue the possibility
of an alliance and collaboration
between the two organisations

for their mutual benefit.

Exco has given the necessary
mandate for the MCSC to
continue to consult with the
SABPP and to complete a further
submission to COMENSA Exco at
their next meeting which is

scheduled for September 2009.

The SABPP is a professional
body, and is the standards and
professional registration body for
HR in SA. “Some of the Board’s
outputs include Board Papers on
HR competencies and HR
Profiles, Benchmarking studies,

creating a learning path for HR by
aligning registration levels to the
NQF, a workable RPL system for
professional registration, a
continued professional
development programme
launched in 1994, published
research and an HR dictionary.

SAQA has also accredited the
SABPP as the ETQA (Education
and Training Quality Assurance
body) for human resources.”

(Source: www.sabpp.co.za)
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NLP Coachingd A New Look at Life Coaching

By Carole
Raffinetti

Coaching and
Mentoring is
one of the
fastest growing industries
worldwide. A relative new-
comer to the Coaching
Profession, is Neuro
Linguistic Programming
(NLP).

NLP works with the way the
human mind receives,
processes information,
creates a state of mind and
thus behaviour. Often you
can feel ‘stuck’; you can find
yourself repeating an
undesirable behaviour
pattern which you are unable
to change. You can break this
‘stuck’ pattern with NLP.
Maybe your problem is with
negative emotions or with
decisions you have made
that are now limiting you. You
could be experiencing conflict
in your values or be holding

4

on to old beliefs that no
longer work for you. NLP
Coaching can show you the

choices available.

According to the NLP
Communication Model you
receive ALL information
through your five senses -
you see, you hear, you feel,
you smell or you taste. Once
this information is received,
your brain deletes what you
do not need, distorts some
information and then creates
generalisations. After that,
the information is filtered
through your values, your
beliefs, your memories, your
previous decisions and
something called meta
programmes which are out of
our normal awareness but
which help determine
behaviour. The brain then
makes an Internal
Representation. This Internal
Representation (IR) creates
your state of mind and thus

your behaviour.

How does NLP work? NLP
techniques can interrupt and
make changes at all levels of
the information receiving.
NLP techniques can find out
your values, your beliefs, the
limiting decisions you have
made, the negative memories
that are holding you back and
make changes that will allow
you to produce the sort of
behaviour you want. The key
to this is working with the
information gathering - the
five senses - known in NLP

as the Modalities, in other
words, at the source of the
information that we receive
and turn into behaviour. This
is done using step by step
techniques

What if you were to decide to
enrol in an NLP coaching
intervention, what could you
expect to gain? You will find
you have a lot more choices
in life than you have thought,
you will be able to eliminate
the negative memories, the
previous limiting decisions
you have made and replace
them with positive ones. You
will be able to deal effectively
with behaviours such as
procrastination, poor decision
making, and bad eating
habits and so the list can go
on and on. You will learn a
technique for planting goals
in your future which will work
for you. You will be given
tools so that the change you
make is sustainable.

At this point, look out into
your future and see yourself
as you would like to be, as
you have always wanted to
be. You can make the
necessary changes, now. Can’t
you?

Carole is Education and Training
Development Practitioner and
has been deeply involved in
Skills Development at all levels.
She is a practicing Creating Your
Future® NLP Coach.

She can be contacted on
Carole.rhetoric@absamail.co.za,
telefax 012 807 3133 or cell:
083 437 0530

Contribute your articles for publishing in COMENSAnews.

Contact the Editor at megan@business-zone.co.za for more information

fiThe brain
then makes
an Internal
Repre-
sentation
(which)
creates your
state of mind
and thus your
behaviour.”—
Carole
Raffinetti


mailto:Carole.rhetoric@absamail.co.za
mailto:megan@business-zone.co.za

COACHES AND MENTORS

OF SOUTH AFRICA

PAGE 18

Innovation as a Business Strategy

By Veronica
Stephens

The term
innovation
means a new
way of doing
something,
newness, novelty, neologism,
modernization, progress, reform,
change. It could also refer to
innovative fresh, original, creative,
inventive and resourceful. And in
the business sense , a
measurable, tangible process by

means of mental and revolutionary

changes in thinking, products,
processes or organizational
behavior.

In many cases something new
must be substantially different to

be innovative to bring in significant

changes to manpower, skills
retention, economics and general
business sustainability.

The primary goal for innovation is

positive change, to make someone

or something better. Innovation
leading to increased productivity is
the fundamental source of
increasing wealth in any Business
today.

When we have a look at business
strategic planning for instance,
never before has organizational
structuring, policy decision making
and forward planning become as
intense as the ever changing
legislative and economic
demanding market.

To share a few ideas in alleviating
these demands by supporting
innovation in industry:-

1 Transformation and business -
by introducing a participative
policy as far as Company
Transformation is concerned
creates opportunity for an all
empowering culturally diversified
workforce with an equally
diversified process to support
change;

1 A Mentoring and Coaching
Programme to support giving
capacity and transform skills into
a long term investment across all
levels;

1 Employee Wellness Programmes
no longer should be seen as an
option but rather that of a
required Business Unit to provide
for health and welfare
challenges in a difficult
economic climate. “Your
problem is no longer just your
problem”, it is in actual fact that
of a healthy Socio-economic
climate;

1 Flexibility is one of the key
ingredients when it comes to
innovation and why not so in our
application of the traditionally
old rigidity of working hours,
formal office hours, lunch breaks
and leave application. Flexibility
in working hours, site of
operation and leeway in the
application thereof has proven to
increase productivity and
heightened measurable output
from Employees. This in turn
could be measured against skills
retention and ranking as “Top
Companies to work for”:

1 Management Styles are no
longer the hierarchical
monstrosities as we know it,
flatter structures with individual
business units are at the order of
the day which encourages
coaching and leadership

equalities at all levels of
operation within organizations.
Ideas breed ideas. Innovation is
at the heart of being a leader in
Industry - with the support of an
innovative employment force
having a free hand at being
creative.

1 Performance Management
Cycles take it’s place in the world
of innovation with it's main
purpose being that of staff
motivation and skills retention.
Motivation is a critical issue.
Management after all is all about
getting things done through
others. The ability to get others
to perform is critical. Here the
crux of the matter is all about the
high level of performance that
brings results in meeting and
exceeding organizational

objectives.

“Excellence can be attained if you
care more than others think is
wise, risk more than others think is
safe, dream more than others
think is practical, and expect more
than others think is possible”

Anon

To summarise then, innovation is
the ability to look way beyond our
own limitations, our own values
and beliefs and stretch our

imagination to a point of no return.

Veronica Stephens is an Executive life
and Business Coach, Facilitator, Human
Resources and Diversity Consultant with
24 years experience.

She studied medical science and
pathology to start her journey of being a
humanitarian before she embarked on
the road to Human Resources where
she studied Human Resources
Management, Coaching, Mentoring,
Training & Development.
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Coaching Psychology

Feedback on June 2009 Western
Cape Chapter Event by Karen Grant

Much has been written about
leadership over time, and as
coaches most of us probably believe
that we have a fair understanding of
what makes a good leader, and of
the tools with which to equip them.
Dr Michael Cavanagh, Deputy
Director of the Coaching Psychology
Unit at the University of Sydney,
provided a challenge to us in our
role as coaches of current or
potential leaders, at the Western
Cape Chapter's event of 17 June.

Cavanagh, a highly experienced
coach and psychologist, adopted a
relaxed and colloquial style, founded
on 17 years of experience in
facilitating personal, group and
organisational change. At the outset,
Michael proposed that we tend to
teach leaders an endless list of skills
and models, but not the “meta
mindset” to use them. In his terms,
leaders merely emerge from
leadership interventions, “with the
same head, but a different set of
spanners”.

Instead of leadership being only
about skills development, both new

skills and better ways of
implementing old skills, which can
be thought of as the horizontal

dimension, there is also a critical

vertical dimension, which is the
place of developmental coaching.

Vertical development requires;

1 a challenge to our current

paradigm

1 a bigger perspective that meets

the challenge and support in
making the shift.

The challenge is whether leaders
come back to the workplace to find
everything pretty much where they
left it, or whether they are in fact
changed by their learning.

Cavanagh based much of the
evening on the “Four Factor model
of leadership”, which focuses on the
leader's ability to manage complex
perspectives. These factors were
explored in depth and comprised:
TPerspective- ability to make sense
of one's own world, that of others
and the system in which we live
IMindfulness - the ability to self
regulate
fJPurpose - to integrate your past
with where you are heading
TCreate positivity “emotional
spaces” that bring out the best in
others
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There was so much richness in what
Cavanagh had to share, but the
power of his message had to be
experienced and was greatly
appreciated by his audience.

One of the most interesting insights
was the result of research
conducted into 60 business teams,
based on performance measures of:
profitability, customer satisfaction
and 360 degree feedback.

The dimensions scored were:
Positivity / Negativity, Self / Other
focus and Advocacy / Inquiry.

The results bear great implications
for the leaders and teams with
whom we work. Cavanagh left us
with the challenge of

“being the change we want to see in
our leaders”.

Michael Cavanagh was one of the
initiators of the Global Coaching
Community in Dublin in 2008 and
was invited to come and share
some of his learning in South
Africa, in preparation for the GCC
Rainbow Convention next year in
South Africa.

LOSADA RATIOS
Extent of speaking . . .
about others Asking or enquiring Positive comments
in comparison to ver§us \_/ersus
speaking of self telling negative remarks
Low performing 1:30 1:20 1-3
teams ’ ) )
Medium performing 2:3 2:3 2:1
High performing 11 1:1 5:1
teams ) ' )
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Upcoming Events

Supervision

ARE YOU INTERESTED IN Portfolio
KZN BECOMING A COACH Committee
SUPERVISOR? OR ARE YOU
ALREADY ONE?
Speaker: Charlotte Mbali Or are you just interested in learning

. L more about Supervision?
Topic: "Communication in

Mentoring Dialogues”

) . . ) The COMENSA Supervision Portfolio Committee invites
Charlotte  will facilitate an interactive  yoy to a working Supervision Forum.

workshop based on a film clip of a mentoring

conversation. This will give you a harus (This will be similar to the forums which developed the
opportunity to come to grlpS with what Ethgg:wCode and Standards of Competence framework
62Nl a YR 6KI R2$3 ys{ﬁb AY YSyid2NRy3
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O2YYdzyAOFUAZY (D 52y Ql ] g Aefices reHuﬁat?for coa:rlclhll’@éup'érwsors

opportunity for all of us as coaches and Criteria to be included in coaching supervisor train-

mentors to watch an actual recorded ing (which are to be endorsed by COMENSA)*
mentoring conversation in the workplace. 1 The incorporation of existing practicing supervisors
into the COMENSA framework

Date: Wednesdayl2 August 2009
Time: 7:30 for 08:00 to 09:30 As a result of these Forums, which will take place in 3
Venue: Calissa Lodge (Westville) provinces (WC, KZN and Gauteng) we will be able to

) finalise the interim policy of the Supervision Committee,
RSVP: nalisha@resultsworkplacecoac  (for final adoption at the next AGM). And eventually, cre-
hing.co.za ate a database of coaching supervisors endorsed by
Cost: Membersc R50.00 COMENSA and listed on the COMENSA website.

Nornrmembersc R80.00 WESTERN CAPE EVENT:

WHEN: Tuesday, the 25t August

WHERE: The Events Room/Boardroom in the Bandwidth Barn
o ® o ® o ® o ® o ® _ onthe 5th Floor at 125 Buitengracht Centre

TIME: 17h30 for 18h00 start until 21h30

COST: R80 for members, R100 for non members

D//I:géﬂce /S 1‘/76 mOI‘hEI' RSVP: Angela on info@thecoachingcentre.co.za / 021
7150525 by 19th August
of good luck

-Benjamin Franklin KWAZULU NATAL: 9th September 2009
GAUTENG: To be advised
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COMENSA is Africa’s premier association for
individual and corporate providers, buyers and
trainers of coaching and mentoring services.

Know someone who may wish to receive Committed to supporting professional and ethical

this newsletter? Please forward

it to them. practice, COMENSA is leading the way in research,
standards, and coaching and mentoring

Anyone may subscribe to this newsletter, development as well as connecting

simply CLICK HERE to register!

the growing network of coaches, mentors and
people-developers across Southern Africa.

Contact COMENSA:

administrator@ COMENSA.org.za

www.COMENSA.org.za Our Newsletter will keep you up to date with what
is happening in the coaching and mentoring

Submit your news or story? Contact the editor: community in South Africa and Internationally.

megan@business-zone.co.za

Global Coaching
Community

THE FOLLOWING DOCUMENTS
ARE NOW AVAILABLE ON THE
COMENSA WEBSITE:

Overview of the Relationship
between the GCC and the

Rainbow Convention
Overview of 2009 GCC
Middlesex Symposium

Towards a Conceptual
Framework for GCC

Processes

Link in with
www.leader.co.za
> W N

BUSINESS SABSK

SCHOOL L2ARY

Join COMENSA at the annual SA Business Schools Expo. Bring your clients
and colleagues for a highly informative and interactive afternoon, filled with
guest speakers and the opportunity to learn about the emerging professions

of coaching and mentoring.

Spend some time at our Coaching Cafe, with experienced coaches and

mentors talking on all aspects of the industry. Take the opportunity to ask
questions and interact with a coach at the “Speed-Dating” table, while you
find out what to look for in a coaching intervention, and how to choose the

right coach for you.

Alongside the SABSA Business School Expo, visitors will have the opportunity
to participate in various MBA and Executive Education master classes,
workshops, seminars and open day forums presented by the different
business schools.

Registration: Registration is FREE provided you register ONLINE at
www.bschoolexpo.co.za/COMENSA

Date: 27th August 2009

Venue: Sandton Convention Centre
Time: 12h00—18h00
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