
Coaching clients and organizations 

place a high degree of emphasis on 

the coach’s experience, models, quali-

fications, ethics and confidentiality.  

Methods of implementation are also 

high on the agenda when planning a 

coaching interventionCoaches need to 

be flexible, in terms of implementation.  

It is also important to note that clients 

and organizations look at the range of 

diagnostic and assessment tools, as 

well as modules and programs that the 

coach offers versus those that the 

organization might currently be imple-

menting internally. 

The coach and client naturally wish for 

the best possible working relationship 

in terms of personality fit and rapport.   

Continued on Page 3  

By Belinda Davies, 

P r e s i d e n t  o f 

COMENSA 

Put a few coaches, some 

sponsor organizations 

and a group of clients 

into a room together to 

answer a common ques-

tion, and the results are quite revealing.  

Belinda Davies, National President of 

COMENSA, facilitated a Knowledge Café 

at the Knowledge Resources’ 8th Annual 

Coaching & Mentoring Conference in 

Cape Town in March 2009.  The issue 

under debate was: What do you look for 

when planning a coaching intervention? 

 The dominant thread that emerged 

seemed to be measurement and evalua-

tion, and the importance of defining these 

clearly at the beginning of the coaching 

intervention.  As an additional reference 

on this, refer back to Sunny Stout Ros-

tron’s article on Contracting in the April 

2009 issue of COMENSAnews. 

For the coach, clarification of how to 

measure and evaluate the performance of 

the client is vital in preserving the relation-

ship between coach, client and sponsor-

ing organization. This is particularly critical 

in maintaining the delicate balance be-

tween the organization’s goals, mission, 

vision and values and those of the client.  

The coach also needs to carefully assimi-

late the corporate culture to ensure that 

the process honours the best of the cul-

ture, as well as create and nurture rela-

tionships throughout the organization 

(with the client’s peers, managers and 

leaders). 

Given the enormously positive feedback 

on the quality and professionalism of the 

April newsletter, it is with tremendous 

thanks that we say good-bye to Anita 

Craig, and allow her the luxury of devoting 

herself full-time to her coaching practice.  

In looking over all the past issues, I step 

into Anita’s shoes with deep respect for 

the path along which she has brought the 

Newsletter since its inception.  It is some-

thing that she can deservedly be proud of. 

Given Anita’s commitment to excellence 

and professionalism, it seems only appro-

priate that the theme that seems to 

have presented itself for the May issue 

of COMENSAnews is “The Quest for 

Professionalism”.   I hope that I do her 

legacy justice. 

I have tried to include a variety of arti-

cles on a range of subjects in a bid to 

give you an interesting newsletter.  Let 

me know what you would like to see 

more of. 

Thanks, Megan 

Good Planning Makes Good Sense 
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website. 
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By:  Dr 

Sunny 

Stout Ros-

tron 

Ethics are 

most often 

recognized 

as the rules 

of conduct in respect of a particu-

lar group or culture, or the moral 

principles of an individual. Ethics 

is known as the branch of philoso-

phy dealing with values which 

relate to human conduct 

(Webster’s, 1983). 

Ethics is one of the more impor-

tant domains of knowledge for the 

coaching/mentoring practitioner. 

A key future prerequisite will be 

that business coaches conform to 

organizational demands, aligning 

with the specific ethics, supervi-

sory framework, standards and 

competences of those organiza-

tions. In South Africa we have 

already seen several examples of 

corporations who are beginning to 

define their own standards of 

assessment to regulate the em-

ployment of internal and external 

coaches. 

Ethics is a neglected field 

Yet, the one competence that is 

often neglected in the coaching 

and mentoring fields is ethics. 

One of the reasons that it is cru-

cial for practitioners to belong to a 

professional body is that this com-

mits them to the ethical code of that 

body. Psychologists and psycho-

therapists are bound to their profes-

sional ethical code, and can be dis-

ciplined or struck off their profes-

sional register if they violate the 

code in any way. Because coaching 

is not yet a profession, and there-

fore not yet regulated, it is still up to 

each individual coach/mentor prac-

titioner to uphold their own individ-

ual, or their professional body’s 

ethical standards. 

The importance of an ethical code is 

that it identifies the core values, 

standards and fundamental princi-

ples with which coach/mentor prac-

the ethical standards for South 

Africa in the fields of coaching and 

mentoring”. The COMENSA Re-

vised Code of Ethics defines its 

“core values” as autonomy, be-

neficence, mon-maleficence and 

justice, and its “guiding princi-

ples” as inclusivity, dignity, com-

petence, context, boundary man-

mends that practitioners articu-

late what formal supervision 

 arrangements they currently have 

in place (Jarvis, 2004). 

The purpose of COMENSA’s Code 

of Ethics (COMENSA, 2006c:1) 

and Revised Code of Ethics 

(COMENSA, 2007a:1) is to “set 

agement, integrity and professional-

ism (COMENSA, 2007a:2–5). 

(COMENSA’s Revised Code of Ethics 

is available at 

www.comensa.org.za.). 

 

Continued on Page 5 

into their ethical codes for mem-

bers. 

The European Mentoring and 

Coaching Council (EMCC) states in 

its Code of Ethics that “a coach/

mentor must maintain a relation-

ship with a suitably qualified su-

pervisor, who will regularly assess 

their competence and support 

their development” (EMCC, 

2008b). The Chartered Institute of 

Personnel and Development 

(CIPD) in the UK cites guidelines 

for buyers of coaching and recom-

 titioners align themselves, and to 

which they agree to adhere. Also, 

an ethical code provides a bench-

mark against which individual 

practitioners agree to be as-

sessed (Stout Rostron, 2009:62). 

Professional ethical codes 

However, human behaviour is 

always complex. A key difficulty 

with an emerging profession is 

that there are no precise guide-

lines for ethical behaviour – which 

is what the international coaching 

bodies are gradually trying to build 

―A key future 

prerequisite will 

be that business 

coaches conform 

to organizational 

demands, aligning 

with the specific 

ethics, 

supervisory 

framework, 

standards and 

competences of 

those 

organizations.‖ 

Sunny Stout 

Rostron 

Contribute your articles for publishing in COMENSAnews.   

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

mailto:megan@business-zone.co.za
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The better the fit, it can be ar-

gued, the better the outcome as 

there will be co-operation, honesty 

and trust.  Coach and client will be 

able to work effectively as a team 

to achieve the agreed outcomes. 

Finally, the Knowledge Café 

turned their attention to the area 

of results, and what the focus is 

for each of the three different 

groups.  Clients and organizations 

were both looking for sustainabil-

ity as an outcome, with the ability 

to measure return on investment.  

It was important to define objec-

tives and link the intervention to 

performance.  For organizations, 

timelines and accountability were 

highlighted while clients felt that 

evaluation strategy was key to the 

results issue. 

Coaches, on the other hand, indi-

cated that it was vital to set 

ground rules for both the coaching 

intervention and for how results 

would be measured.  There needs 

to be absolute clarity on how re-

turn on investment or the success 

of the intervention would be 

measured.  It was felt that this 

could largely be achieved by clari-

fying the collective vision up front.  

In addition, agreement needed to 

be reached on whether the focus 

would be on the individual or a 

wider process, on a free agenda 

or a defined agenda. 

Clearly, there are three different 

views of what to look for when 

planning a coaching intervention, 

and coaches need to be aware of, 

and sensitive to what clients and 

organizations are looking for.  The 

coach’s challenge is in maintain-

ing the delicate balance. 

 

and mentoring with a view to find-

ing an appropriate differentiation. 

They note that the concept of 

mentoring occurs from ancient 

times and has generally been 

linked to personal and educa-

tional development in a broad 

sense.  They note that coaching 

as a concept gained prominence 

over the last 100 years of so and 

has until recently been strongly 

associated with performance im-

provement and teaching of spe-

cific skills.  More recently, coach-

ing has become increasingly 

the mentor to the men-

tee.” (Hendrikse, 2003, cited in 

van Rensburg & Roodt, 2005) 

“Mentoring is an inclusive, confi-

dential relationship between two 

people who have mutual personal 

growth and corporate success as 

common goals.” (Brown, 1990, 

cited in Hattingh, Coetzee & 

Schreuder, 2005). 

Garvey, Stokes and Megginson 

(2008) conduct a comprehensive 

review of the origins of the various 

definitions of the terms coaching 

linked to leadership development, 

life change and developing a fo-

cus for the future and therefore 

coaches have begun to operate in 

very much the same sort of 

“space” as mentors had been. 

Garvey et al. conclude that men-

tors and coaches essentially do 

the same things although there 

are differences in social context 

and perceived purpose.   

They find that “Mentoring is 

mainly a voluntary activity and is 

linked to “offline” partnerships. 

Continued on Page 6 

post-graduate research project 

into mentoring, she was able to 

draw the following conclusions 

from literature on the topic, and 

observations on practice in South 

Africa. 

What is mentoring and how does 

it differ from coaching? 

This is a hotly debated question 

so I will not offer a definitive an-

swer, but I will summarise some 

of the debate and explain one 

approach which has proved to be 

useful in my practice.  

Definitions of mentoring can vary 

widely, reflecting great diversity in 

where and how mentoring is used 

as a developmental approach.  

Two definitions, appearing in the 

same issue of the SA Journal of 

Human Resource Management, 

illustrate this point: 

“Mentoring is a process of trans-

ferring specific knowledge from 

By Penny Ab-

bott, Clutter-

buck Associ-

ates SA (Pty) 

Ltd 

Penny Abbott 

of Clutterbuck 

Associates South Africa (Pty) Ltd 

gave a presentation at the Knowl-

edge Resources / COMENSA con-

ference on Mentoring and Coach-

ing held in Cape Town during April 

2009. Having just completed  a 

 “I have fairly strong 

views that mentors 

need to receive 

recognition for the 

role they play in 

organisations. They 

give of their time in 

addition to their 

"proper" jobs - and 

they make a huge 

impact on their 

companies and the 

talented people 

they support.” – 

Belinda Davies, 

President of 

COMENSA. 

The Missing òMenó in COMENSAñ Our Men-tors Have Their Say 
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Every coach has a 

distinctive style. 

Rightly so, since 

every client has 

one too. At the 

core of our work, 

influencing and 

shaping it, is our 

coaching philoso-

phy. If we coaches are genuine 

students of behaviour, then our 

own behaviour, value systems, 

beliefs and philosophical position 

begs ongoing scrutiny. 

 

Our coaching philosophy (and 

here I use the term philosophy in 

its broadest, popular sense refer-

ring to our attitude to toward life) 

is the way we see situations and 

experiences and the value we give 

them. Some of the major philoso-

phical underpinnings of coaching 

include humanism, existentialism, 

eastern influences and construc-

tionism. The philosophy that we 

believe in and embrace will influ-

ence 

- the model or style of coaching 

we employ 

- our attitude toward facilitating 

personal and professional growth 

and financial gain 

- the clients we choose 

- how we position accountability 

- how we view the process of per-

sonal change 

 

If my work is underpinned by an 

eastern integral mind-body phi-

losophy, isn’t that important infor-

mation for my potential clients? 

True, some may be turned off by 

such new-ageism and, bully for 

me, they’ll opt for another coach.  

Some will hold similar views to me 

and hooray, they become my cli-

ents.  I believe that it’s a crucial 

cises on the 5 scales and 15 fac-

tors of the Bar-On Emotional Quo-

tient Inventory. However, they pro-

vide a useful summary of this as 

well as the Emotional Competence 

Inventory of Goleman and Boyat-

zis, the Meyer-Solovey-Caruso 

Emotional Intelligence Test and 

the EQ Map of Orioli and Cooper. 

In addition, they also provide a 

handy cross-reference matrix that 

links each of the 46 exercises to 

each of the scales – so it doesn’t 

matter which scale you prefer, this 

book is tops! 

Most important thing I got out of 

this book: 

This is a real handbook. I have no 

Title: Emotional Intelligence in 

Action Training and Coaching 

Activities for Leaders and Manag-

ers 

Authors: Marcia Hughes, L.Bonita 

Patterson and James Bradford 

Terrell 

I don’t know how you are, but I’m 

finding that life is so hectic that it 

becomes difficult to find the time 

and space to think of new and 

useful methods of developing the 

emotional intelligence of the cli-

ents that I’m working with. Conse-

quently, it is enormously exciting 

to find a book packed full of really 

interesting exercises and activi-

ties. The authors base their exer-

doubt it will become one of those 

much-loved, oft-handled, scribbled

-in, dog-eared treasures that will 

spend more time on my desk than 

in my bookshelf. In addition, it 

comes with a cd that contains all 

the handouts – which makes life 

so much easier, and I’m all for 

making life easier 

Book rating out of 5 and why:    

5/5 

Once I got over the hefty price tag 

(R775) and into book, I was 

thrilled by how useful it is. Even if 

you have to buy it on budget, it is a 

must have for any coach or man-

ager working with emotional intelli-

gence.  

- What do I want to achieve with 

my clients? 

- What kind of coach do I want to 

be? 

- Do I have a mandate or obliga-

tion to help to improve a 

coachee’s general quality of life? 

- What makes me say that? 

 

When you’re ready to share, I 

invite you to send me your one 

sentence coaching philosophy for 

sharing in the next edition of 

COMENSANews. (Please include 

your name and business name) 

 

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 Independ-

ent Professionals helping them to 

build their successful businesses.  

She can be reached on +27 72 

391 9912 or by visiting 

www.motivcoach.co.za  

step in the coach-client match 

process - that we are aware of, 

can articulate and can make ex-

plicit in our COMENSA (and other) 

profiles and marketing materials - 

our philosophical point of view. 

 

Here are some questions to con-

sider while exploring this;- 

- How do I think people learn and 

change and grow? 

- What makes me say that? 

- Why am I coaching/mentoring? 

 

- What am I trying to achieve for 

myself? 

―If we coaches 

are genuine 

students of 

behaviour, then 

our own 

behaviour, 

value systems, 

beliefs and 

philosophical 

position begs 

ongoing 

scrutiny.‖ 

Michelle Clarke 

Book Review (by Belinda Davies) 

http://www.motivcoach.co.za/
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Navigating the labyrinth 

Which ethical dilemmas have 

arisen for you in your practice? It 

is useful in your supervision ses-

sions to discuss, on a regular ba-

sis, any ethical issues that arise. 

For example, it is recognized that 

there are circumstances where 

the coach may have two “clients”, 

the individual being coached and 

the organization who may have 

commissioned the coaching. 

Coaches often forget to consider 

who the actual client is. Is it the 

organization that hires and pays 

the coach’s fees to help with a 

business need? Or, is it the indi-

vidual who is seeking to grow, 

develop and move forward in their 

career? The question is essen-

tially answered when the execu-

tive personally pays the coach’s 

fee. However, what happens when 

the company pays the bill? To 

whom does the coach owe loy-

alty? (Stout Rostron, 2009:229). 

Another dilemma is in the differ-

ence between clinical and com-

mercial practice. In clinical prac-

tice, clinicians look after their 

client’s interest. These interests 

are the hub of the contract, and 

the arrangement is a cooperative 

one. However, in business there is 

a proprietary culture based upon 

a competitive market philosophy. 

Both providers and buyers of 

coaching compete for the best 

deal they can get, and each party 

expects the other party to behave 

ing Council (EMCC). (2008b). 

Code of Ethics. Webpage: 

www.emccouncil.org/fileadmin/

documents/

EMCC_Code_of_Ethics.pdf. 

International Coach Federation 

(ICF). (2008b). ICF Code of Ethics. 

Lexington, KY: ICF. Webpage: 

www.coachfederation.org/about%

2Dicf/ethics%2D%26%

2Dregulation/ icf%2Dcode%

2Dof%2Dethics/. 

Jarvis, J. (2004). Coaching and 

Buying Coaching Services: A 

contributing author, Marti Janse 

van Rensburg. Johannesburg: 

Knowledge Resources.  

References: 

Coaches and Mentors of South 

Africa (COMENSA). (2007a). Re-

vised Code of Ethics. Cape Town: 

COMENSA. Webpage: 

www.comensa.org.za/

dotnetnuke/ ProfessionalPrac-

tice/CodeofEthics/tabid/78/

language/en-ZA/Default.aspx. 

European Mentoring and Coach-

Guide. London: CIPD. 

Stout Rostron, S. (2009:209-

219). Business Coaching Wisdom 

and Practice, Unlocking the Se-

crets of Business Coaching. Jo-

hannesburg: 

Knowledge 

Resources. 

ability to be loyal to both the or-

ganization and the individual cli-

ent (Stout Rostron, 2009:228). 

Complexity and self-awareness 

It is critical that the coach devel-

ops self-awareness with the ability 

to self-regulate. Awareness of the 

ethical situations that arise is a 

first step; the second step is to 

manage them. Without self-

awareness, integrity and the abil-

ity to manage complexity, ethical 

decisions may prove difficult or 

even remain in the unconscious.  

Personal lives, careers and organi-

zations are often at stake and 

there is a high moral responsibility 

in this interpersonal journey. 

Bonds of trust, openness, fragility 

and honesty are developed at 

high levels and these need to 

remain honoured and deeply re-

spected. (Stout Rostron, 2009: 

234). Therein lies the rub. 

This article is adapted from Sunny 

Stout Rostron’s new book, Busi-

ness Coaching Wisdom and Prac-

tice: Unlocking the Secrets of 

Business Coaching (2009) with 

competitively. One party does not 

expect the other to look out for 

them or their interests. 

Coaches and mentors need to 

navigate these two cultures. One 

is a business culture, where profit 

is the motive, and the other is the 

ethics of care for individual cli-

ents. A coach practitioner needs 

to understand the point of view of 

the organization and find a way to 

integrate the cooperative and the 

competitive points of view. This 

can often present a coach with 

dilemmas that challenge their 

  ―What 

happens when 

the company 

pays the bill? 

To whom does 

the coach owe 

loyalty?‖ Sunny 

Stout Rostron 
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The relationship elements are 

important and terms such as 

friendship are acceptable and 

natural.  The issue of the mentor 

contributing to the discussion 

through sharing experiences is 

seen as normal.” 

It is therefore not surprising that 

many, if not most, references to 

coaching and/or mentoring in 

modern times use the terms to-

gether and often apparently inter-

changeably. 

In our practice, we find that rea-

sonably clear distinctions can be 

made between the activities of 

coaching and mentoring when 

carried out inside an organization 

by managers, experts and/or spe-

cialists. Coaching is a role ex-

pected of line managers and ex-

perts to achieve performance 

improvement and skills develop-

ment.  Mentoring tends to be a 

voluntary activity carried out by 

anyone who is seen as more ex-

perienced in some way than the 

mentee. Very simply expressed, 

the mentor “befriends” the men-

tee and together they work on 

developmental issues important 

to the mentee. Very often, the 

mentor gains as much as the 

mentee out of the process, gain-

ing new insights into his or her 

leadership style, the work of the 

organization or the riches of cul-

tural diversity.  The mentor will 

play different roles depending on 

the needs of the mentee (and this 

could include coaching at times) 

within the boundaries of a valid 

mentor role.  

In some mentoring carried on 

outside organizations, a similar 

role is played by mentors – for 

example in mentoring youth at 

risk or recovering drug addicts – 

the mentor seeks to help the men-

tee through building a relationship 

based on mutual trust and re-

¶ Running a recognition scheme 

for mentors – for  example, 

Mentor of the Year 

¶ Promoting good standards in 

the design and implementa-

tion of mentoring schemes. In 

this regard a proposal for 

COMENSA to become the 

South African holder of the 

International Standards for 

Mentoring Programmes in 

Employment is being consid-

ered at present.  

 

field prefer to call themselves 

mentors rather than coaches.  

This brief overview covers some of 

the complexities involved in ask-

ing such as simple question as 

“what is mentoring”.  In our view, 

which definition used is less im-

portant than adopting a definition 

which is clear in terms of the de-

sired nature of the developmental 

relationship and a clear under-

standing of the philosophical ba-

sis of the approach adopted and 

therefore of the likely outcomes 

and consequences.  

The role of COMENSA in growing 

the mentoring community in 

South Africa 

A Mentoring Special Interest 

Group exists within COMENSA, 

and proposed activities include 

¶ Providing networking oppor-

tunities for mentors, possibly 

with specific focus on differ-

ent areas such as small busi-

ness mentors, mentors within 

organisations, community 

mentors and educational 

mentors. 

¶ Encouraging and disseminat-

ing research into mentoring 

spect.  In other types of mentoring 

such as small business develop-

ment mentoring or mentoring of 

small non-government organiza-

tions to improve their capacity, 

mentors often combine the role of 

consultant and coach.  Similarly, 

coaches such as executive 

coaches who are contracted from 

outside an organization, or life 

coaches who operate on personal 

contracts with their coachees, 

may well play a role close to that 

of a mentor, where the relation-

ship is important as the basis for 

achieving the desired changes. 

Indeed, some professionals in the 

―Most, references to 

coaching and/or 

mentoring in modern 

times use the terms 

together and often 

interchangeably‖ 

Penny Abbott 

If you are interested in participat-

ing in the work of the Mentoring 

Special Interest Group please 

contact me on pab-

bott@clutterbuckassociates.co.za. 

Penny Abbott is a founding part-

ner of Clutterbuck Associates 

South Africa (Pty) Ltd, which spe-

cialises in helping organisations 

design and implement in-house 

mentoring and coaching schemes 

(www.mentoring.co.za).  Penny is 

a senior Human Resources prac-

titioner by background.  

mailto:pabbott@clutterbuckassociates.co.za
mailto:pabbott@clutterbuckassociates.co.za
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NEXT MONTH: Different Ap-

proaches to Mentoring. 

 

ing Roundtable of UK Coaching 

Professional Bodies.  Members 

also agree to practice the stan-

dards of competence at entry 

level as originated from the EMCC 

Coach Mentoring Standards 

2008, and used by COMENSA 

with permission. 

These criteria are the responsibil-

ity of the Membership Criteria and 

Standards of Competence Com-

mittee, headed by Marianna 

Meyer, whose current mandate is 

the review, development and 

implementation of higher-level 

standards in Phase 2. 

The committee will hold a series 

Members who have undergone 

rigorous training and develop-

ment with credible bodies con-

tinually have to overcome poten-

tial clients’ resistance to engag-

ing their services due to previous 

negative experiences when en-

gaging a sub-standard, ill-

qualified coach/mentor. 

Basic eligibility criteria for Practi-

tioner Membership for COMENSA 

were formulated and adopted by 

resolution at the 2008 AGM.  In 

terms of the resolution, members 

agree to the Statement of Shared 

Professional Values, adopted 

with permission from the Coach-

2. Marketing (of COMENSA and 

of members, assisting members 

in marketing their practices) 

Learning opportunities (resources, 

networking,  workshops) 

 

REGULATION 

Standards 

There was a recurring call for the 

swift implementation and enforce-

ment of a set of standards for the 

coaching and mentoring industry, 

with the specific purpose of regu-

lating the entry of “charlatans” 

into the industry.   

 

By: Megan Hudson, COMENSA 

Marketing & PR 

A drive towards professionalism 

and regulation, marketing, and a 

thirst for knowledge were the 

three main themes that emerged 

from the recent survey that was 

circulated to members during April 

2009. More specifically, these 

areas can be expanded into: 

1. Professionalism and Regula-

tion (standards, ethics, accredita-

tion and supervision). 

“The 

enforcement of a 

set of standards 

for the coaching 

and mentoring 

industry (is seen 

as necessary to 

prevent) the 

entry of 

“charlatans” into 

the industry.” 

Megan Hudson 

of consultation processes with all 

members at Regional level.  Their 

recommendations will be put be-

fore the National Executive for 

adoption.  Once adopted by Exco, 

the Membership Criteria and Stan-

dards will be put to the vote as an 

Ordinary Resolution at the Annual 

General Meeting.  To refresh your 

memory with regard to the current 

standards criteria, click here 

 

 

 

Continued on Page 10 
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By Emma Tyrrell, Chairperson 

of COMENSA Research Com-

mittee 

Current state of coaching and 

mentoring research 

“We need research!”  This is 

the cry we are currently hear-

ing all over the world, from 

personal coaches and mentors 

to those practicing at execu-

tive level, from people under-

going a coaching or mentoring 

process to purchasers of 

coaching and mentoring, from 

academics to allied profes-

sional fields. The bottom line 

seems to be that if we would 

like to see coaching and men-

toring emerge as a profession, 

and become a practice that is 

both empirically sound and 

practically rigorous - encom-

passing integrity, validity and 

reliability - then we need more 

research! 

Fortunately more people are 

starting to engage in research 

(Grant and Cavanagh, cited in 

White Paper, GCC, 2008). Un-

fortunately, the quality (validity 

and reliability) of some of this 

research might be questioned 

(Grant, cited in White Paper, 

GCC, 2008; Fillery-Travis, cited 

in White Paper, GCC 2008).  

As the pioneering spirit exists 

in the coaching sector within 

South Africa, more coaches 

and mentors want to be 

equipped with the basic princi-

On-going: updates, bite-size 

research morsels, quotes etc 

on the research page of the 

COMENSA website.  Sign into 

the research section and have 

your say! 

June 2009: Publicise outcome 

of survey 

July 2009: Research breakfast 

focused on the next steps to 

address the outcomes of the 

http://

www.surveymonkey.com/

s.aspx?

sm=oXdG_2bLpaI7Gzn0fuV

M8a8A_3d_3d  

Following, are some of the 

events we have planned for 

this year - all in the name of 

creating awareness and learn-

ing around developing practi-

tioner research competencies 

for coaches and mentors: 

its own right!  So we would like 

to know from all COMENSA 

members what YOUR current 

reality is about research.  This 

will help us to better serve you 

as a committee as well as cre-

ate the awareness and educa-

tion of research to the degree 

that is needed in our 

COMENSA community. Please 

take 8 minutes to answer 8 

questions right now (no kid-

ding, really only 8 minutes!) by 

copying and pasting the URL 

below into your browser ad-

dress bar: 

ples of research - such as re-

flecting, critical thinking, data 

collecting, collating, analysis 

and interpretation, and writing.  

Current plans and activities  

The research committee is 

passionate about making 

“research” more accessible to, 

and dare we say even EASY for 

members.  The simple princi-

ple of reflecting on one’s own 

coaching or mentoring practice 

is already a form of research in 

òIf we would 

like to see 

coaching and 

mentoring 

emerge as a 

profession, and 

become a 

practice that is 

both 

empirically 

sound and 

practically 

rigorous - 

encompassing 

integrity, 

validity and 

reliability - 

then we need 

more 

research!ó 

Emma Tyrrell 

survey - including guest 

speaker 

Late 2009: Research work-

shops “Research for coaches 

and mentors!” 

References 
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By: Lisa Stein-

gold. 

There can be 

no doubt that 

we, as 

coaches, see 

people from all 

walks of life. Our clients seek 

coaching for a variety of reasons. 

These include wanting to lose 

weight, change careers, create 

more fulfilling relationships and 

some who seek coaching as a 

means to make more congruent 

decisions in each and every as-

pect of their lives.  

 

Whilst the individual reasons for 

seeking coaching may differ, the 

collective outcome is the same; to 

instigate change and create suc-

cess. I’m not talking specifically 

about material wealth or the ca-

reer related constructs of success 

as is generally assumed when 

mentioning the word but rather 

success as the interpretation of 

one’s intentions into reality; be it 

in any aspect of life.  

 

So if the collective outcome is the 

same for those seeking coaching, 

does this allude to specific char-

acter traits or an “archetype” so to 

speak? According to famed Swiss 

psychiatrist, Carl Jung, archetypes 

are universal dispositions that form 

themes for human life and compo-

nents of the collective that direct 

and inform human behavior in a 

specific manner.  

 

In my experience my most success-

ful clients, whilst being radically 

different personalities in them-

selves, have shared these common 

traits; 

¶ A real desire to instigate 

change; they have generally 

experienced an event or feeling 

which has acted as a catalyst 

to instigate change through the 

coaching process.  

¶ Willingness to take responsibil-

She loves chocolate, off-the-

beaten-track travel, her mountain 

bike, her cat “Samwise”, reading, 

writing, and concocting fabulously 

flavourful dishes for friends and 

family. She can otherwise be 

found teaching spinning classes 

at her local Virgin Active or at-

tempting to make her “not-so” 

fingers green, in the garden.   

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 marketing and sees 

communication as the central 

theme in all that she does. 

 

quired to instigate change, 

they set about implementing 

it.  

 

This begs the question; do these 

character traits differ from indi-

viduals who seek other forms of 

therapy? Personally my response 

would be “without doubt”. Coach-

ing is largely “change focused” 

rather than “healing focused”. In 

fact many coaches would beg to 

differ on whether coaching can be 

classified as a therapy at all.  

Nonetheless if people seeking coach-

ing have a specific set of character 

traits then surely we as coaches have 

insight into how to connect and com-

municate with our target audience? 

About the Author: 

 

Lisa is an adventurer, outdoor enthu-

siast, philanthropist, passionate mar-

keter, writer and coach. Lisa ap-

proaches 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 

ity; they accept that their 

attitudes and actions have 

contributed to their current 

circumstances. 

¶ Open to change; they are 

open to a adopting new ap-

proaches. 

¶ Questioning; they continu-

ously question not only their 

status quo but also the proc-

ess itself 

¶ Action oriented (note not goal 

oriented); once they have 

identified the method re-

ά²Ƙƛƭǎǘ ǘƘŜ 

individual 

reasons for 

seeking 

coaching may 

differ, the 

collective 

outcome is the 

same; to 

instigate 

change and 

ŎǊŜŀǘŜ ǎǳŎŎŜǎǎΦέ 

Lisa Steingold 

Contribute your articles for publishing in COMENSAnews.   

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

COMENSA is viewed as an ethical 

organization with integrity.  Ethics 

is a broad area, and one which 

Sunny Stout Rostron helps break 

down into understandable and 

manageable bites in her monthly 

articles in the newsletter.  Part of 

COMENSA’s mission is to imple-

ment and drive ethical practice in 

coaching and mentoring, and new 

members are required to sign the 

COMENSA Code of Ethics.  If you 

haven’t measured your practice 

against this for a while, click here 

to print a copy and do a quick self-

assessment.

 

this space! 

LEARNING OPPORTUNITIES 

Resources 

Access to research, articles, infor-

mation about developing trends in  

the fields of coaching and mentor-

ing, library of information aimed at 

“start-up” coaches and mentors – 

these suggestions came up con-

stantly in the responses to the 

survey. 

 

We would like to encourage mem-

bers to revisit past copies of 

newsletters (available online on 

the COMENSA website), in particu-

COMENSA needed to do more 

work on raising awareness of, and 

clarifying what coaching and men-

toring are and what value they 

have for potential clients (both 

individual and corporate). 

Members’ Marketing 

Members expressed frustration 

and a sense of difficulty in the 

area of marketing their practices.  

In general, target markets were 

poorly defined although areas of  

specialization were mostly clearly 

defined and quite niche. 

Both of the areas mentioned 

above will be addressed – watch 

lar for Michelle Clarke’s Monthly 

Tip.  Michelle’s passion is the 

nurturing and development of 

fledgling practices. 

Workshops & Seminars 

The survey responses have given 

us great direction on what areas 

members would like more support 

in.  Based on this, we are working 

on putting a program of work-

shops and seminars together that 

will enrich your practices. 

Networking  

Networking was another very 

strong recurring theme.  Members 

Supervision 

Some members spoke about the 

loneliness and solitude of coach-

ing or mentoring, and how invalu-

able the introduction of a formal 

supervision structure would be.   

Supervision is definitely seen as 

an essential quality control and 

management mechanism. 

A new National Chairperson, Gary 

Viljoen, has just been elected to 

the Supervision Committee.  The 

goals of the committee are (a) to 

create an awareness of the need 

for Supervision for all coach and 

mentor practitioners, (b) to drive 

Supervision training that will be 

endorsed, but not delivered by 

COEMNSA and (c) to ensure that 

COMENSA members have access 

to suitably qualified supervisors by 

early 2010.  We will keep you up 

to date on developments in this 

regard. 

MARKETING 

Marketing COMENSA 

Comments were repeatedly made 

about raising the profile of 

COMENSA, marketing COMENSA 

as an organization and just gener-

ally creating a higher awareness 

of COMENSA within the coaching 

and mentoring community, and 

with potential clients. 

In addition, members felt that 

Accreditation 

The creation and implementation 

of an accreditation system was 

one of the dominant issues com-

ing out of the survey.  COMENSA, 

in terms of its constitution, will 

never accredit individual mem-

bers.  It was felt that this would 

compromise COMENSA’s role as 

an independent, impartial profes-

sional body.  However, its longer-

term objectives are to be able to 

accredit training and training insti-

tutions – wh ich is the work of the 

Membership Criteria and Stan-

dards Committee.  MCSC’s work 

over the next 15 months will be to 

create the first level of this ac-

creditation. 

òMembers 

agree to the 

Statement of 

Shared 

Professional 

Values, 

adopted with 

permission 

from the 

Coaching 

Roundtable of 

UK Coaching 

Professional 

Bodies.ó      

http://www.comensa.org.za/dotnetnuke/ProfessionalPractice/CodeofEthics/tabid/78/language/en-ZA/Default.aspx
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indicated that they would like to 

be able to share experiences, 

ideas and learning with fellow 

members. 

The creation of a culture of net-

working within COMENSA is seen 

as an opportunity for collabora-

tion, a “buddy system”, and ac-

cess to other coaches/mentors as 

resources and the creation of a 

peer network. 

The regional COMENSA Chapter 

meetings offer a great opportunity 

to meet fellow coaches and men-

tors, and to create your own peer 

network, so we look forward to 

seeing more of you at our monthly 

meetings.  In addition to this, how 

many of you have actively used 

the forum in the member section 

of the website? 

OTHER 

Issues that members are inter-

ested in specifically from a profes-

sional perspective 

The following were raised for con-

sideration: 

¶ The creation of a standardized 

fee or pricing structure 

¶ ROI measurement 

Rankings 

Respondents (most of whom are 

coaches and mentors) ranked the 

following in order of importance: 

1. Relationship between coach/

mentor and individual being 

coached/mentored 

2. Relationship between coach/

HBR: The Realities of Executive 

Coaching (Large file - 5 MB) View 

Article 

The Harvard Business Review 

published this report in January 

2009, based on research con-

ducted globally among almost 

250 highly experienced executive 

coaches.  It examines the execu-

tive coaching from the coach’s 

perspective. 

AMA: Coaching - Global Study of 

Successful Practices View Article 

The American  Management Asso-

ciation has examined the current 

state of “the art of coaching”, key 

success factors, state-of-the-art 

coaching practices, and then tries 

to predict the state of coaching in 

a decade. 

Some interesting new articles 

have been added to the Research 

Section of the COMENSA website, 

under International Research. 

Check these out today! 

CIPD: Coaching and Buying Coach-

ing Services Guide 2004 View 

Article  

This is a great guide from the 

Chartered Institute of Personnel 

Development  that gives an over-

view and definition of coaching, 

examines different types of coach-

ing, puts forward a business case 

for incorporating coaching into an 

organisation’s development plan, 

and then gives guidelines on what 

to look for when selecting a 

coach. 

ICRF: 100 Coaching Research Topics 

View Article 

This paper, coming out of the Inter-

national Coaching Research Founda-

tion in September 2008, looks at key 

areas within coaching that require 

research and seeks to present a 

range of research topics , with a view 

to building  coaching research net-

works and  supporting coaching re-

search. 

 
mentor and client organiza-

tion 

3. Coach/mentor qualifications 

and experience 

4. Add-on’s (training programs/

modules, coach/mentor area 

of specialization) 

5. Price 

Finally, thanks to everyone who 

gave time from your busy prac-

tices to complete the survey.  It 

was great making contact with 

you and we look forward to ad-

dressing your needs in the 

months to come. 

―Respondents 

(most of whom 

are coaches 

and mentors) 

ranked  the 

relationship 

between 

coach/mentor 

and individual 

being 

coached/

mentored as 

most 

important.‖ 

Megan Hudson 

Contribute your articles for publishing in COMENSAnews.   

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

NEW: From the Research Team 
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http://www.comensa.org.za/dotnetnuke/Portals/0/Research/CIPD%20Coaching%20&%20Buying%20Coaching%20Services%20Guide%202004.pdf
http://www.comensa.org.za/dotnetnuke/Portals/0/Research/ICRF%20100%20Coach%20Research%20Topics.pdf
mailto:megan@business-zone.co.za


please contact Michelle van Reenen 

(COMENSA Secretary): 

Tel: 083 281 0232 or  

Email: michelle@singisa.co.za 

 

 

 

COMENSA  Gauteng Provincial Chapter’s 

AGM takes place on Wednesday 6th 

May. 

The following positions are coming up for 

nomination this year: Provincial Chairper-

son, and Chairperson: Chapter Events 

Committee. 

Please email Creina Schneier 

(cjschneier@gmail.com) before 17:00 on 

Monday 4 May 2009 if you will be at-

tending.  

 

 

COMENSA’s 2009 National AGM is to be 

held on 13 May in Cape Town.  

The national executive committee of 

COMENSA has been structured so that we 

get maximum continuity as we change 

committees.  

The following ExCo roles are coming up for 

renewal this year: National Secretary; Vice 

President; Chairperson Western Cape; and 

Chairperson Gauteng. 

If you would like to consider standing for 

one of these roles, or want to nominate a 

candidate, or need further information, 

COMENSA KZN Provincial Chapterõs 

next event takes place on Wednesday 

10th June 2009. 

Please diarise this as you don’t want to 

miss Johnathan Payne’s talk on Spiritual 

Coaching.  For more details, email Mary 

Joe Emde 

(maryjoe@resultsworkplacecoaching.co.

za) . 

 

Anyone may subscribe to this newsletter, 

simply email: 

COMENSAnews@aweber.com to register! 

 

Contact Comensa:  

administrator@comensa.org.za  

www.comensa.org.za 

COMENSA is Africaõs premier profes-

sional association for individual and 

corporate providers, buyers and train-

ers of coaching and mentoring ser-

vices.  Committed to supporting profes-

sional and ethical practice, COMENSA 

is leading the way in research, stan-

dards, and coaching and mentoring de-

velopment as well as connecting the 

growing network of coaches, mentors 

and people-developers across Southern 

Africa. 

 

Our Newsletter will keep you up to date with 

what is happening in the coaching and men-

toring community in South Africa and Interna-

tionally. 

Know someone who may wish to receive 

this newsletter? Please forward it to them. 

Upcoming Events 

Submit your news or story? Contact the editor: 

megan@business-zone.co.za 

 Link in with 

www.leader.co.za  
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Walala, wasala. 

Wasala, walimala! 

(If you snooze, you lose.  If you 

lose, you feel the pain!) 

mailto:michelle@singisa.co.za
mailto:cjschneier@gmail.com
mailto:maryjoe@workplacecoaching.co.za
mailto:maryjoe@workplacecoaching.co.za

