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Servicing our Purpose

By Belinda Davies,
President of

COMENSA

“Servi
Giving what you don't have to give.
Giving when you don't need to
give.
Gi
(Damien Hess)

ce.

ving because

I don“t know abo
great deal of my coaching to have
at least something to do with
assisting clients to become clear
on their | ife"s
come to a place in our lives where
we wonder why we are here. What
am | here to do? How will the
world be any different or any
better because | have lived? The
more | do this work the clearer it
becomes that each and every one
of us has a purpose that has
something to do with service —
and that something is different for
each one of us.

“1"ve come to be

us has a personal calling that's as
unique as a fingerprint - and that
the best way to succeed is to
discover what you love and then
find a way to offer it to others in
the form of service, working hard,
and also allowing the energy of
the universe to

Winfrey)

It is interesting that the majority of
coaches and mentors worldwide
come to this field of Endeavour in

of stages of adult development,
that is the
when they feel called to give back.

ki is in what Gail Sheepytcallsithe o na | :
“second adultho ocdlr"e Ztt ae:&/pe?ﬁnzeg%q\ivl
to find “new valﬁgl% in e’ . "t
. e two pillars of Disney customer
our service to people that we can . )
service are:

pmake ogrgreatest impget  a | |
(probably only exceeded in value

by our service to our planet).

Many of the coaches and mentors
| have worked with have felt called
to this work because of their
desire to help — and this is
something that we all need to be
so careful of. The risk is that the
power sits with the Helper — and
that can be the very thing that
disempowers our clients.

Howeyay, & wetregogsider @us ¢ h

calling in terms of service, that
creates a complete shift in
terms of where the power sits.
In truly serving our clients, we
need to ensure that the power
is in the relationship. Each
coaching or mentoring

telatiandhip vas something Op r a

unique about it — and this is at
least partly because of what the
coach or mentor brings to the
relationship.

(Continued on page?)

ybheivhnt0t8nd@tedhe 5SNo Mickey Mouse
t i meCustomer Sesviceb n « s

. When asked, what their product is a

1. The front line is the bottom line
It *“s
service

10%

Advertise your coach specific product or event in the COMENSAnews Market Place.

Contact the Editor for advertising rates: megan@business-zone.co.za

Join the Social Networking RevolutidgiJoin the COMENSA Group on Linkedim¥w.linkedin.con)

product
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(Continued from pagel)

What is the unique service that
you provide to your clients? Is
there some aspect of what you
do that sets you apart from
everyone else? If there is
nothing special that
distinguishes you from every
other coach out there, or every
other mentor in the
organization, on what basis will
you be chosen? In The EMyth
RevisitedMichael Gerber
invites us to find the one thing
that we can do better than
anyone else in the world — and
do it in a way that no-one else
does. As coaches and mentors,
that is surely
“signature
us can bring ourselves to our
conversations in a way that is
completely unique and special
and in so doing we serve our
clients best.

In COMENSA we know that we
need to become really clear on
the things that we can do really
well, and then make sure that
we do these things in a way that
is nothing like any other
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organisation. This is a huge
challenge for such a new
organisation — inevitably one
looks externally for best
practice to follow, rather than
establishing best practice for
others to follow. And we are
indeed establishing best
practice. Consider how speedily
and inclusively COMENSA was
established. You will soon
become aware of our
contributions to best practice in
terms of creating a framework
for supervision. Our
Membership Criteria and
Standards of Competence
Committee is blazing a trail in
terms of the extent to which
they consult in the creation of a
framework that is both rigorous
and inclusive. We continue to
work really hard to provide our
members with benefits that will
make a difference to the way
they do business and practice
their craft. While we cannot
build our
for them, we do want to make it
easier for our members to do it
for themselves. You have seen
the “Build
section on the website. Pretty
soon, we will also be offering
neelnberg their owm BIdg.9n

our

p r e sadditicneydur resfo@ses o owr f
su

“book buying
going to be used to guide how
we expand our service to our
members.

In my previous life | was in the
hospitality industry, and we
always sai d *
target ” . Havi
expectations, you establish
expectations at a new level —
and then you need to exceed

me mb ef.S."

Your

servic
ng
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Pur pose

those. As result, one can really
never get past 8/10. There is
always something better or
different that one can do in the
service of
However, if we make service
(not success) our first priority,
success will inevitably follow.

Currently COMENSA National
Chairperson, Belinda was activ
in getting COMENSA off the
ground in KZN, and was
chairman of the chapter in
2006/7. Bel i ndads
consultancy, Leadership
Solutions, specializes in the
crafting of strategic leadership,
organizational performance
and coaching solutions that
enable businesses to achieve
strategic success. Belinda can
be contacted on

one-"“ s

CO

clie

fSer vi ce

moving t

Belinda
Davies

belinda@leadershipsolutions.co

.Za

b-u-s.i

Practice”

Ne€sS555€:5

DON3T FORGET

You can download the

rvey” are al so
COMERISA logo with the words

“A

regi stered

me mb e

use on your business cards, in

corporate stationery and

brochures, and on websites or in

section of the COMENSA

website.

mo Vv i

graiisdrany theyme mb e r |S

ng


http://www.comensa.org.za/dotnetnuke/MembersArea/UsefulResources/MarketingResources/tabid/118/language/en-ZA/Default.aspx
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Two Sides to the Service Equation

are your wares...and your money is my  everything was carried out with a
money!” smile.

He deserved an Oscar for charm, It strikes me that there are two sides
sincerity and persuasion. One wanted  to service — the person giving the

to hand over al | ogericeandthargipientsoftieei mp | y
for the entertainment value. Most of service. My challenge is to ensure
L "
By Megan Hudson all, he made me feel so special that | that | am de-serv-ing of excellent
A i i ce.
Many years ago, | still remember that encounter all service Af ter al |,

people so lightly that we do not leave
a trace” (Peggy Tabor

was privileged to spend a week in these years later.

Mauritius with my parents. One
morning, my mother and | were taking
a casual stroll on the beach when we
were approached by this handsome,
smiling turbaned gentleman with the
most charming French-Creole accent.

He introduced himself as Omar Shariff
and proceeded to lure us into his
grass-thatched store on the beach and

It must be said that on that same trip,
on the way to Durban International, we
passed a public toilet that was not in
service. Clearly
exterior were the

ODER"” ! Whi ch ever

the message was clear.

This lesson in customer service was
brought home to me again last week

graffiti

across
of

gave us a sales pitch that | have never 4t the Business Schools Expo at the
forgotten. It was like being in the Sandton Convention Centre. From

presence of Sher Khan from The Adam, the porter who took charge of :
Jungle Bookhe was so mesmerising,  my goodies at the off-loading bay ]
white-toothed and sing-song voiced. It when | arrived, to Thuli who kept our

went like this... tea and coffee table neat and tidy a

tgrou%h%uhtl?e daé/ rﬁng rBa_ny othe\r(sO ur

nothing was too much effort, and

“Ladies, my shop
happiness is my happiness. My wares

BOOK REVIEW: The Flipsidending the Hidden Opportunities in Life
AUTHOR: Adam J. Jackson

By Belinda Davies they choose an optimistic perspective;  specific behaviours of people who find
they actively seek the hidden the flipside. It is not just some natural

opportunities (believing that they must  way of being or philosophical choice. It
be there); they reframe their situation;  is much more than that. It is focused

they find new dreams and ambitions and determined. | now have some

So much of my work relates to
resilience — largely helping people
develop the resilience it takes to

r '?bc L? Vﬂﬁ rb lidr 0 rg 'Inhl fe 9 pu u%;%@ystjse fhidtSkes to move really useful tools to use with clients
s€ {'jf(': ih IS tf?ot esdcrl ez tﬁ themselves forward (a la Edison); they ~ who have setbacks, disappointments
specitic things that are done by the attempt the “i mpo sandtldediedthaathedwarm fotise n

people who manage to find the succeed; t e% never give ug hope; theyd ia%%e'
ani

f ' P S de ,Of, i fer S find tfe'm r?gl?heex eﬁel"f‘ceg,e .
and disasters. It begins with (probably they surround themselves with the Book rating out of 5 and why: 4

too many) stories of people who have right peopl e: and Itebligfyund'itmsefol tnderfogable

taken a really tough knock but have . N . . e .
risen again and achieved enormously mi nds readmg_). H_oweve_r, | did get irritated in
the beginning by just too much

in a way they would not have had they Most important thing | got out of this chicken soup" Aftoer
not had that difficult experience. It book: ;mecdote | got the point and r\)/vas '

then goes on to describe the specific o4 that this book described the eager to get to the specifics.

strategies these resilient people use:



COACHES AND MENTORS

Contracting for Service Success

By Dr Sunny
Stout

Rostron

Coaching in South Africa is
currently a service industry. To
dat e, COMENSA®
brief has been to develop the
credibility of this emerging
profession, aligning national
standards of professional
competence to international
standards. A crucial role for
COMENSA is to build
relationships between buyers
and providers of coaching/
mentoring services, building
connections with professional
bodies such as the Worldwide
Association of Business Coaches
(WABC), the European
Mentoring and Coaching Council
(EMCC), and the International
Coach Federation (ICF).

In Coaching and Buying
Coaching Services: A Guide
published by the Chartered
Institute of Personnel and
Development (CIPD) in the UK,

S
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Jessica Jarvis (2004:21) states obligations. This helps prevent
that one of t hefut@ré nMsDideystasdings snd y s
f ound t -fiftastof “ f o u provides a firm basis to deal
respondents now use coaching with disagreements. Objectives
in their or gani feraheindividual’executbelabd t her @
remains a major concern about  the organisation need to be
the “number of g¢ladfiedyitio bodndaries made
coaches entering the market explicit in terms of
who are inexperienced, have confidentiality, fees, cancellation
little training and lack the and termination of the contract.
appropriate knowledge and Because contracting is complex,
skills?” . it determines what areas, and

overri i n
_One of the c“hallenges in_gthe UK Cv(i)tvr\: dﬁsglré;:ii;?gghafzz work
: S, a .g rowr ng  niyq u%l,rtearﬂ zfnd systemic
business advisers and

level.

consultants who have “Ther e

reinvented themselves as
coaches and, without any further
training, now operate as full-
ti me coaches” —(
12). This adds to the complexity
of a service industry which still
lacks legislation and regulation
as an industry. For the time

being, coaching continues to be
self-regulated worldwide.

It seems that, as in most other
countries, there is not yet
consensus on what are the
criteria for a good coach, or the
best way to evaluate the
individual coaches or the results
produced as a consequence of
coaching. The range and
experience of coaching/
mentoring bodies in the UK and
Europe are in a position to
encourage other professional
bodies worldwide to continue to
work together to push for
greater professionalism, quality
standards and adherence to
ethical practice.

Contracting is critical

The contract between coach and
client sets out which services
have been agreed and details
fees, outcomes and deliverables
to be expected. The contract
sets out ground rules for the
coaching relationship so that
both parties are aware of their

Define coaching in your contract

It is useful to include a definition
of copelying within yous qonjracy
specifying how coaching differs
from the other helping
professions. Fc
services to be provided by coach
to client are coaching as
designed jointly with the client.
Coaching, which is not advice,
therapy, or counselling, may
address specific personal or
professional projects, business
issues, or general conditions in
the client"“s |

Other concerns centre on
malpractice for coach
practitioners, where
“mal practice” i
“failure of a
to render proper services
through reprehensible ignorance
of negligence or through
criminal intent, especially when
injury or loss follows; or any
improper negligent practice;
misconduct or
mi suse”
example, what if a client
organisation sues you for failure
on your part as a coaching
practitioner to render services
as contracted? How important is
it to have insurance indemnity
protection, i

(Continued on pageb)

(Webster " s,

e .

consensus on what
are the criteria for a
good coach, or the

- best way to evaluate

the individual
coaches or the
results produced as
a consequence of

i s

e,

coaching”

- Dr Sunny Stout
Rostron

s define

of

d

no

e

a

professional

1989) .

protecti
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Contracting for Service Success Continued...

(Continued from paget) currently no legislated protection for References

practitioners, professional bodies such
security against damage or loss, or as EMCC, ICF, WABC and COMENSA Jarvis, J. (2004). Coaching and Buying
compensation for damage or loss may not necessarily provide indemnity Coaching Services: A Guide
sustained” ( Webst einsurance, bLit3h8yXan helpi n a London: CIPD.
similar manner to clinical practitiqners to think abouj( contracts Stout Rostron, S. (2009). Business
psychologists? Do you have an and which types of protection are

Coaching Wisdom and Practice,

2{)%'3,[8%2 tc,:ﬁgsi(;zgg::e?g;ﬁ?t E_ee;]ded fl(')tr them. to pr?;t'ce f?gd offer Unlocking the Secrets of Business

flict or mi pd rstandi fise? igh qua 1ty sefvice with confidence Coaching.Johannesburg:
conflict or misunderstandings arise? and security. Knowledge Resources.
These seem like abstract issues that This article is adapted from Sunny Stout "
may not concern you at present. But, Rostron"s BusiessCoaching o \kNeEtr)lcS ctloearedlcsunaf)r\lg@elj sherass
as coaching continues to grow as a Wisdom and PracticeUnlocking the chtl):)naﬁ of the En |ISE
discipline, there will be claims against ~ Secrets of Business Coachin2009) with Lanaua Z New YorngY' Random
practitioners who do not fulfil service contributing author, Marti Janse van guag P

. . Rensburg. Johannesburg: Knowledge House.
as promised. Because there is
Resources.

Mi chell eds Top Tip for Mak
COMENSA Membership: Deliver a service that

solidifies your highest values

recognised as Bold and Courageous — Professionalism High-Valueand

so you select these qualities — Bold ThoughtProvoking What are yours?
and Courageous — as values that

underpin your coaching service. Your

meet an HR Manager at a function Michelle Clarke is a Cape Town based
and swop business cards. Your card is Master Coach who delivers successful

coaching interventions both locally and

B By Michelle Clarke bold, your attitude bold, your website internationally. She is a committed
f/ 2\ is bold too. With her permission, you member of COMENSA and works with High
add her to your database, perhaps -Achieving Coaches and Independent
What are the three core values that send a monthly newsletter, the Professionals helping them to build their
content of which is bold. Some while successful businesses. She can be

underpin your coaching or mentoring o
service? Before you respond, let me later, she invites you to do a reached on +27 72 391 9912 or by

define whaval aene&n PES ntation. Your presentation is visiting www.motivcoach.co.za
Oserivii cteldi s cont e x tPold- Asagpaseayegce, You Sgquig a

those esteemed qualities that we coachlng client. Your coaching is bold

hold dear, that we hope to live up to, and courageous. Your reports are

that we resonate with and that we brave and bold. When the work is

want ourselves and our work to be complete, you boldly ask for a

known for. o5 e r Jeptipenial. Thegcliept festifieg gy ¢

yards-package-d e a | . I t © s 3drepdoldand goprggeopsgepch.

or delivery of all interactions with our
clients, from the very first hello to the
final goodbye. Each of these points of
contact provides an opportunity to
solidify our values in both our and our
clients minds, helping to cement our
long-term reputation.

Websites, contracts, invoices, letters,
emails, telephone calls, lunch
appointments, meetings, sessions and
casual chats — each point of contact
provides us with an opportunity to
represent and solidify our core values.

By way of exampl e, 1 fkecsre vSikethatuBddrbin ¥
like yourself and your work to be my coaching service are



http://www.motivcoach.co.za/
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Action Learningin A Tool for Working with Client

Service Teams

By Penny Castle

As times get tougher and consumers
become more discerning in their
spending, excellent client service is no
|l onger a
t he game" .
budgets are shrinking and
organizations are thinking harder about
how get the most bang for their
learning buck. Clients are frequently
looking for coaching interventions
which have a broad reach and low per
unit cost. Enter Action Learning]!

At

Action Learning is powerful item in the
group coach"s tool
effective in dealing with customer
service challenges by allowing the
service team to work with real-life
challenges and learn personal
competencies at the same time.

di fferent i advestion j

As the name implies Action Learning
combines formulating actions on a
real problem with learning new or
building on existing competencies

Typically, action learning has four key
pointers:

1  Members may only make a
statement in response to a
question

1 Anyteam member may ask a

t*"s ,the

anytime where they identify a
learning opportunity

Each participant will select a
competency that they will practise
during the session

At the session the team is presented
with a problem or one team member
brings a problem they would like

In closing an action learning circle the
coach will ask the problem presenter
for the actions they will be taking as a
result of the circle. The coach will also
ask each team member to reflect on
how well they did with their
competency. Finally, the coach will ask
each team member how they will apply
what they have learnt, so that the
participants can consciously and
unconsciously begin to process what

. t itHe)kn8vé leakn®and incorporate it into
t he % alhesoach may étervenedita r n i nygir work and lives.

The client service environment is
frequently fast p
to persuade teams that learning meta-
skills is important and urgent. Add to
that the problem that the employer
may be able to afford the cost of
classroom training but cannot afford to
have their client service teams out of

degistance with. Thé ferman af asking ¢ Uaktian! TheWehicle of combining

questions is especially useful in a client
service environment where fast-paced,
high-pressure activity often sacrifices
enquiry.

At the beginning of the session the
coach will make sure the team knows
the ground rules. The coach will remind
the problem presenter that they will be
asked to share what action they are
going to take at the end. He or she will
also allow each team member to
identify the competency they want to
work on and will ensure that it is
phrased in a way that the other team
members will be able to identify the
behaviour. The coach will then invite
the problem presenter to share the
problem before asking the team to
begin their questions.

During the course of the session the
coach will intervene whenever there is
a learning opportunity. For example,
the learning coach may highlight when
it when one participant is doing all the
talking, or if participants are making
statements.

competency | earni
we would have had
that this hurdle is diminished. Action
Learning adopts the powerful coaching
technique of providing participants with
a safe environment to learn
experientially. For the organization this
represents a double bonus in terms of
training ROl — high quality experiential
learning AND solving a real business
problem.

Penny Castle is a Johannesbuigased
certified professional coach helping high
performing teams deliver their next edge.
She works with teams who have big
challenges to deliver high quality, high
energy, and high innovation solutions in a
short period of time. By combining
coaching expertise with more than a

d e c a d e 0-6n ekpariertesgleaned
from setting up, leading and being a
member of high performance teams she
partners with teams to allow them build the
competencies which will foster the
development of a high performance tribe.
She can be contacted at
penny@castlecoaching.co.zar on 083
628 2806

aced

ng wi
any.
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Sustaining Service

cockroaches circling our table
invited themselves to partake in
our leftovers!

But this is no isolated incident.
Let"“s talk
and a rather prominent global
carrier, who arrived with none of
the promised protective
packaging or storage materials
to pack up my deceased

mot her "

By Karen Grant

South African consumers are
said to be the most highly
protected in the world...this
according to the latest
legislation to be introduced into of grieving | was hardly in a

South Africa, “ ToBsRionto@rBud, Bulecbuple
Protection Act” . ,prhontt¥ il whenh ave
assumed that this would priceless broken statuette and
translate directly into high damaged goods arrived on our
service levels, particularly with doorstep from storage, it was a
the advent of 2010 FIFA World case of having apparently
Cup™. However, Uity Sighed for re@eMt of the

living a very extraordinary life, goods in my harried state, and
well removed from that of the no amount of appealing to a

average South African, | would ,higher authori
cry, “foul '™ in ghGHel® Pernpk a chsB &
service levels | have ,may the buyer

experienced. clearly when moving, the

Take for instance a popular removal company is king!

coastal restaurant, in Cape
Town"“s trendy
Bay. On recently visiting the Café
for an anniversary meal, my
husband and | were first left
standing, having to request a
table, followed by having to beg
for menus and then service...you

get the picture! (And no, | do not ! spe.nt @ number of years
believe that this is just a case of working as an Account Manager

. Sl aapstad®"s se rlq/aipré)fgsgc’nal sErwcgs firm,
crowning moment for me was anq -went on to design -and
when | personally delivered our facilitate programmes in

empty plates to the kitchen, n AC C_ ount
before the three rather giant really boils down to how to best

serve our customers. It is

An interesting statistic, however,
Vi dvdaR @R a hphy clSdrhek
enthuses to five or six of his
friends about the great service,
whilst an unhappy customer

use the supplier...

S estate

warns up to twelve people not to

Manage

PAGE 7

something about which | am
passionate given our daily
consumer experiences!

| recently trained a parastatal in

r e mo \Bwatiland, o engndlar i e s |,

programme, where one of the
delegates innocently queried
what | thought would be a
suitable turnaround time to have
a fixed line installed. They were

sobBheiwm@ti mgh ast “ 24
hour response t AN integjegs
| admitted was not the track statistic,
record of our own South African ~ Nowever,
supplier. In reality, a line takes ~ revealsthata
anything from six weeks to happy
install in Swaziland, and it is customer
little wonder that MTN has enthuses to
gained massive market share! five or six of his
friends about
The outcome of global consumer the great
trz;(egrch is g:f-t copns.gmers want service, whilst
value, deﬁne in their terms. an unhappy
bAnéj _\t/\?gt |rs seolpfte.n whebt ?ur customer
Service providers just do not get, warns up to
whet her you“"re ing

twelve people
buy bandwidth or get decent

after sales service on your car.

not to use the

So what does all of this mean for
us as coaches and mentors in

20097 For me, coaching is by its
very

- Karen Grant

nat urfeo c,ucsuesdt“o, me r

Contribute your articles for publishing in COMENSAnews.

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

supplier.


mailto:megan@business-zone.co.za
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Sustaining Service continued...

(Continued from page7) that as trainers and coaches, we are thinking defines ,pur
often at the mercy of largely call to service, to give your life to

since we are invariably digging for our quantitative feedback reports and something larger than yourself, and

client"s needs, wasorhedough, badtomdieesneasueesof Bsuhtar e your wuni que gi f

i nvest memidelsintrinsically bnkedtodur ai ni ng
inner purpose in everything we do,
then | believe that we will have no

are we providing service in a ,return on
and coaching endeavours. Service is
odenertlllp reeastir&dtinrteems gft h

customer-centric way? For those who
are facilitators

Depl oyment
translate into establishing some very
caring, supportive expectations for
bl ue” clients,
have a far more assertive, outcomes-
based approach. Green clients on the
other hand may require more
detailed, analytical-type sessions,
even if this is not the framework in
which we are comfortable in working.
And perhaps even our standard 12
weekly or fortnightly sessions, over an
initial period of six months are not as
flexible as our potential coaching
clients may need us to be in the
current economic climate?

The flip side of the coin, however, is

I nv ent oausyomer satistadtien, amdiasgkhbrlit
nctl

Al brecht succi
needs have an unsettling way of not

wha tl ey i, mge ds atcil 9§ feind &

I make use of both qualitative and
quantitative research in my work with
clients, but perhaps for me, service is
a combination of the following; First,
have | served my client to the best of
my ability at the place he/she
currently finds him/herself? And
secondly have | served myself, by
acting with integrity, whilst
contributing to the effectiveness of
those with whom | am working? A bit
lofty? | think not. Nick Williams, one
of my gurus in entrepreneurial

choice but to offer superior,
gustanable servicet

frary very | ong”!
Karen Grant provides facilitation and
coaching services to individuals and
teams, to help them to function more
effectively. She is mother to two
young boys, and chooses to operate
flexibly to allow her to fulfil her role

as a mother, while building a growing

practice of business writing and
training. (Sheds
To maintain her sanity she reads,
plays the piano and does pilates and
modern dance.

BOOK REVIEW: Success Built to La€ireating a life that matters
AUTHORJerry Porras, Stewart Emery and Mark Thompson

This book is based on interviews with
over 200 people all over the world
who have made a difference in their
field, profession or community and
who believe that they have lived a life
that mattered. It describes the things
that these people have in common
that contributes to living a life that
matters. These are people who find
endeavours that they truly love
enough to immerse themselves in
them and become truly expert. These
are not people who live evenly
balanced lives. They live a life that is
focused around what has most
meaning to them. They have a
portfolio”
them and consume them.
Furthermore, these people think is

“

particular ways. They are not
concerned about what others think
about their chosen path. They are
unconcerned about the trappings of
success. They seek the magic of AND.
They surrender to the charisma of the
cause. They harvest their mistakes,
learning all that they can learn, and
they |l et go of
also have specific ways of behaving.
They set big, hairy audacious goals.
They are not afraid to have the tough
conversations, and are clear about the
behaviours they expect from
themselves, their team and their
organisation, and align all the signals

of p asandimcéntvesinlhadystem to sheirr b

bihags, including themselves.

Most important thing | got out of this
book:

Once again for me it is the clarity
around the specific things that
successful people think and do —

useful to know what the thinking,
actions, and behaviours are that make
for success.

Book rating out of 5 and why: 5

| have enjoyed everything that Jerry
Porras has been involved in. This book
is well-written and well-researched.

a

“Cust omer

0 h

w h aReingstprely getiop-origpigd; Ifindit T h e y
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Service Magic has a Scientific Basis!

By Suzette le Roux

It is amazing how momentous
achievements are often the result
of a continuous process of simple
steps in the right direction. People
often overlook the importance of
these basic, yet powerful elements
in a business - thinking that a
glamorous outer layer will keep the
clients coming. | have identified
four elements which in my
business ensure a word-of-mouth
epidemic essential to having a

successful long term business.
PRODUCT

You need to find a product that you
are proud of, that you truly believe
in and that is congruent with your
value-system. If you supply a
quality product — something that
you really can feel passionate
about — to the public at a price

We encourage those members who

havendt yet done
profiles onto the COMENSA
website.

Just log on to the websitand click
the bl ock t

on

Me mber 6s

(There is

assist you)

al so a

h a
Pr ofiV\i

that makes sense to both of you,
you have taken the first step in

building your successful business.

However, if you stop here, your
success will be limited. For me, the
next step is:

INTEGRITY

If you want to be in a successful
business for the long haul your
clients needs to know that you are
a hundred percent reliable.
Building trust relationships with
your clients and - where applicable
- staff cultivates loyalty to you and
your product or service. People do
not only buy your service — they
buy “-Bfdaod’”.
will return again and again and we
all know that it is much easier to
do repeat business and give
satisfied clients reason to tell
everybody they know about our
quality service than to hunt for new
clients all the time.

ENTHUSIASM

If you are not enthusiastic and
passionate about your service how
can you expect anyone else to be?
However, it is important to have
REAl enthusiagmuand pgssianrfor
what you do. People have the
innate ability to detect whether you
are for-real or pretending. They
might not even know what it is that
makes them feel uncomfortable
abou oy, but ey yif aveiéyou
hen their subconscious mind do
notebt?y into you sincerity.

AHel po section t

FO

N

\
-
2
\

of energy: The amount of energy
you put into a business will be
equal to the amount of energy you
reap from it. Money is a form of
energy. Thus the monetary reward
you can expect to gain when you
invest energy in a business will be
a direct reflection of the energy
you invested in it. However, it is
not only the amount, but also the
quality of your input energy that

determines the output energy.

TIME

There are no real quick-fixes.
Everything takes time and if you
want a real business and not just a
deal rtwo ou ne d to be

rep ‘Z)ut tFn r%eym. Even
more |mportant, you have to invest
quality time in your business. | find
that often this is where many
people sell themselves short. They
may give up when success is just
around the corner, because they
run out of financial means,
enthusiasm or their support

structure collapses or

4

With enthusiasm it is important to \
remember the law of conservation

Contribute your articles for publishing in COMENSAnews.

Contact the Editor at megan@business-zone.co.za for more information
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Service Magic has a Scientific Basis! continued

(Continued from page9) client to realise the value of your
service. Thus you need to afford .
operate below the minimum yourself the luxury of enough time s\{\;?[i:flileljjnglivémzzzgzzfgt(r)wfea
i for these processes to start payin . .
requirement level dividendsp paying news, so let us invest quality

energy and time to provide service
that we are proud of with integrity
and enthusiasm at a price that
makes sense to both ourselves

Research has shown that it usually
takes about ten thousand hours of  Regarding operating below the

practicing something before you minimum requirement level, sadly and the client, to every client that
are successful. Delivering excellent  business owners are often not
service requires many hidden aware of this. They might be so walks through our doors!
hours of researching, reading, busy providing the service that
practicing and stud_ying in they do not realise that their Suzette le Roux can be contacted on 082
preparation for &ehieeisthdlowpad “ 0n 966 4286 & or supurr@tiscali.co.za
di splay”. It also takes time for a
The Rules of Service Excellence
| that good customer service is Make sure that someone is
the lifeblood of any business always available to talk to the
and that every aspect of our customer; customers want to
, business has an impact on the talk to human beings and not
' By Rob Galloway perception t_hat pur clients have listen to Iong-\{vinded recorded
of our organisation. The messages. This person must

customer " s eXxpe rbéablatomovideshe
therefore crucial to the success customer with satisfactory

_ and future growth of the
What is “Customgyg®ei Sevieeorr. *

Customer Service could be e x c el lseboutferhinga
defined as an ogregtaeaiiosship withoonr” s
ability to provide for their customers so that they remain

customer “ s needloyaltownsess thes sgnviag
take this a bit further by linking provider. Loyalty in turn will lead

“service” to c utocugameriretention,
expectations, we could then something we all need to strive
define customer service as an for.
“organisation®"syabglidyqtour
consistently exceed the promises, far from being the

cust ome rS“ s ®xpe ﬁoFmaHaé b2ddfe a key
would then be erv'ced|fferentiatoré

Excell ence
Acceptance of this as a

definition becomes challenging,
as we now need to acknowledge Answer the phone.

Non-Negotiable Service
Excellence Rules

For previous issues of COMENSAnews go to www.COMENSA.org.za and select NEWSLETTER ARCHIVES

OR CLICK HERE
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The Rules of Service Excellence continued

(Continued from pagel0)

answers or explanations to
their queries.

Don"t make
cannot keep

Reliability and trust are key to
good relationships, and good
customer service is no
exception. If you say that you
are going to do something by a
certain date or time, you need
todoit,t,ordon®"t say
will. Keep your promises
realistic in order to build trust
with the customer.

Listen to your customers

If you listen to your customers
you will gain insight to their
expectations, and begin to
understand what your
customers needs are.
Listening to
also means allowing them the
opportunity to voice their
service experience from their
perspective. Make sure that
your customer knows that you

pr omi

are listening by responding
appropriately.

Go the extra mile

Do more than you, need to, to
b% Fhesbes yguahéed tX tg)e u
noticeably better than your
competitors, you must be seen
to be different. People will
notice when you make the

extra effort and tell others.
Don"t pass the

t Br aceountialyelfor all that you
say and do for the customer.

Customers do not want to
listen to excuses or to be
passed around having to tell
their story over and over again
before someone takes
responsibility for sorting the

problem out.

Be proactive

y o Greativigy @nsl enghusi@am-are

essential when engaging with
the customer, communicate
proactively and always follow
up on complaints and

requests from customers.

Rob has a Certificate in Management of
Human Resource Development &
Executive Coaching and Certificate in
Practitioner Coaching from the South
African College of Applied Psychology.
He also completed professional training
in Primary and Secondary Process
Facilitation, Mediation, Restorative
Practices, Narrative Therapy, Clinical
Supervision and Mental Health Issues
with SACAP. Rob combines a solid
academic record with real life
experience to facilitate personal
gtgvﬂog;m t in both the life and

sirless enhvironments, he has a
passion for people and the diverse
challenges we face in life. Rob is
perceptive, empathic and supportive
without losing sight of the practical steps
required to achieve personal and
organisational goals. Rob is actively
involved with business coaching, change
management, people development
training and facilitation, customer
experience management, customer
satisfaction audits and interventions
within the business environment.

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

Contribute your articles for publishing in COMENSAnews.

Contact the Editor at megan@business-zone.co.za for more information
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Should Every Random Venture Include Customer
Excellence ?

complexities of being of Service and the accolades of trust, honesty
being excellent at it, requires on- and reliability , a clearly
going pro-active action : defined review strategy

conclude the process of

1 Aclearly defined mission and .
Service excellence.

By Veronica vision statement as to Service
Stevens excellence to set the sail for a Ultimately , we need to
prosperous journey ahead,; understand that part of being of
Service, is the ability to provide for
a need that is functional, practical

and convenient.

Healthy Employment practices
aimed at optimal use of

behavioral and technical ability
to cement the path to long term  Herein lays the challenge of

Most certainly so if your Company
enjoys being at the top of the
leader board. Before we enter the
intricate relationship of Service, a

skills retention and ultimately modern business. The basic
moment O_f thought and consistent Service excellence principles of communication and
mtro_spectlon to our own need of levels; feedback. Although in a complex
Service excellence. Through our current market, a traditional saying
own values and frame of mind we 1 Performance Management “going back to the
create a clear vision of satisfaction strategies in business are . . . .
levels, the equivalent of the indicative of specific outcomes victorious in Service excellence.
happiness barometer. measured over a clearly defined

set of time frames. The 360° . . L
. Veronica Stephens is an Executive life and
measurements provide ample Business Coach, Facilitator, Human

feedback from key role players Resources and Diversity Consultant with

From the moment we establish a
need within, we engage complex

structures of values, emotions and to stay ahead of the game; 24 years experience. She studied medical
trust. Behind each Service science and pathology to start her journey
expectation is a definite stimulus 1 Competitive Serviceability is of being a humanitarian before she
and response demand in need of instrumental in the financial gmbarked Onhthe roﬁd t(t) Z‘}Jfg?_in

i . - : esources where she studied Human
careful planning and execution by and marketing budget planning o2~ < Management, Coaching,
external role-players to meet the process as well as careful Mentoring, Training & Development.
desired expectation. To consideration to target markets; Veronica can be contacted at
understand the various veronica@4frontconsultants.co.za

1 Sufficient ? In order to build on

Eastern Cape Comes Online

By Judy Janse van Rensburg committed team to
ensure that we had
sufficient members to
launch the Chapter.

The new Eastern Cape Chapter of
COMENSA was successfully constituted
and launched during August 2009.
Combining members from both East Back row: (left to right)
London and Port Elizabeth, we welcome Warren Guscott, Judy

the new Chapter and wish them well. Janse van Rensburg,
Lorna Schofield.

From East London, Lorna Schofield and Fropt: Zimasa Daniels,
Chris Mbekela (Chapter Chairperson), ggﬁgﬂ\?faﬁl:rand
provided the drive to ensure that we keep

going and from Port Elizabeth, Bev

Hancock, Alan Ahfelt, Warren Guscott and

Judy Janse van Rensburg worked as a

Contribute your articles for publishing in COMENSAnews.

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

By Tracey
Olivier

With my background in the
Training Industry, | have
trained many people in the
“art” of
Some of the material | have
used for training has been
sound, and some of it just
plain manipulative. It used to
astound me every time that |
had to teach people to be
nice to other people — which,
if you boil it right down, is all
Customer Care is. It is crazy
to think that we live in a day
and age where we have to
teach people to remember to
smil e and to
other, and to treat others as
we would have them treat us.
The result is a lot of cheesy
grins and empty gestures in
an attempt to try to win your
money over. | even became
a bit of a cynic; | started to
mistrust all kind gestures
from service providers,
seeing them as part of a
conspiracy to separate me
from my hard-earned money.

This experience made me
aware that many of my
clients felt the same. As a
result, | am always mindful to
treat each one of my clients
with authentic care. | am
fortunate in that | really like
each of my clients and | base
my business on relationships
rat her than

Cu s t ofpreqially @@ regessigngwe

t h€O Rl ms ghttyhe

OF SOUTH AFRICA PAGE 13
buck?” Don"+ sgreide anpneore witriscour g
| am serious about making a job as coaches to help clients
good living from my business, see that value, and of course
but | started my business on to ensure that they really are
the foundation that | wanted getting that value.
to do something that | love
and _f eel is mySoG’thoAFri%%a'sgn and
| was going to make money : .
oS particularly bad reputation for
doing it. the “if you don"t 1ike

somewhere el se”
In my perfect world | would

like to see us treating our
customers not just as walking
wallets, but as people who

have hard, busy lives, who

are often guilty of losing
focus on Service. When a
customer walks in, we see
dollar signs instead of a

approac

person with real needs and need a friendly, caring and “1 starte
feelings. You can put all the authentic person to connect mistrust all
tactics you have learnt into with and give them the help kind
practice and win the deal, but  they need. gestures
how valued does that person ‘ )
feel when they walk out? The o rom service

. . Tracey Olivier is an Entrepreneur, :
answer to that question lies providers,
. Speaker, Coach and Trainer. She .
In whether you see them owns eFatha Life Skills, based in seeing them
qgt?inrar%j’WheW%Vt\'/hey télclja ¢ hPinetown Durban Tracley is as part of a
others about you. We nee ' ’ .
to be particulz)a/rly careful in passionate about living life conspiracy
the People Development wholeheartedly and opening upthe 10 separate
Industry. It is a lot more gifts, talents and purposes of me from my
personal when you are others. She leads a working hard-earned
coaching or mentoring womends group cal money”
someone, and very easy to WomenWithWisdom through her “Tracey
make someone feel used. local church, and facilitates a Olivier

Never apologising for the fact
that we are in business for
financial gain, we should
never make the client feel

cheap.

meeting to encourage Christian
small business owners and help
them grow their businesses.

One of the ways this can be
prevented is by getting
regular feedback from your
clients to see if they see the
value of your sessions. When
money gets tight, it is very
easy to resent handing over
hard earned money if you

Contribute your articles for publishing in COMENSAnews.

Contact the Editor at megan@business-zone.co.za for more information
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Service d On whose terms?

Coaches — on the other hand start whenever they need to.
delving into the Psyche of the client
which creates a dependence on much
more than technical issues. These
relationships are therefore far more
intricate that the mentoring
relationship and, as such, create a

As a practical starting point — look at
your business card. Does it record all
your contact and address details —
postal and physical — landline, cell,
Skype etc? Does it give all the options

By Adolph P. greater demand on fpr ghgm t-cgnfagt yswheneyey they,
Kaestner and commitment to the client. After all, ~need us?
_ . _ when we get i nvol vSdicewnwhosetdnis® Ows|orteent * s

Itis very interesting to note how we very belief and values systems, we mentees and coachees — how do you

interpret and apply a service gthlc and  cannot predict when they will need stack up to this challenge?

standard to our customers/clients. support and service from us as . .

Interesting becausgyed “S al most al w aAgolph is a Professional Speaker,

on our terms and what suits us best. Motivator, Trainer and Mentor. He has been

hat"s the p Osi nr{ﬁvm{ved)(/v%ll’l/lenmﬁngyfor tRe Past 27

So w
The problem with tRhj, is that it" : .
always what our clients want and need & years and has implemented Mentoring

but we justify this by saying that we Well, | believe that if we are going to be ~ Programmes, been a Mentee and. a Mentor

need our own time and space and that true to our clients and a meaningful to at least 5 mentees at any one time for

the customer i s “ NS§riceethic| wgaegddo epsyrgytivgt  hg gagf 20 years. He can be contacted on
we are available to our clients / 011-679-3145 or 082-493-9093 or

if we espouse the theory that they are.
mentees / coachees — when they want  adolph@adolph.co.zé 24 X 7 X 365. His

Ifthg cIient/cqstomer is Kipg and if We and need us and nOyebsied dreVwwldbighRo.zdard * S
are in the business of providing service  onvenient for us to do so. This is a 24 WWW.MEntorZone. co.za

to them, then we really need to X 7 X 365 commitment as long as
examine what that means and where  there is an agreed relationship. It is not
the commitment starts and stops. an 08h00 to 17h00 Monday to Friday
A mentor is defined as a person who business, as our Mentees and

has successfully done the task, Coachees do not only need our input,

mastered it and has the theoretical and time, efforts and energies at the
practical experience that he/she can standard hours of the average

pass on to the Mentee so that there business.

can be both knowledge and skills We have special relationships that

transfer. This is therefore a pretty require special service standards and

straight forward relationship with ethics. We need to ensure that our

definitive boundaries and quite easily clients understand this, and ensure

managed from a service point of view.  that they are able to contact us ]

HE Y ! Donot Wai t f or t hle

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

interests.
Portfolio Committees Special Interest Groups
Ethics Committee Corporate User SIG
Marketing and Membership Promotion Committee Executive Coaching SIG
Membership Criteria and Standards of Competence Committee Mentoring SIG
Research and Definitions Committee Contact Elta Boschard
Strategic Purpose Committee National Vice-President of COMENSA

Supervision Committee 012 460-5686 / 082-555-7575
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Upcoming Events

SUPERVISIO

PORTFOLIO
COMMITTEE

GAUTEN

TOMORROW EVENING!

Speaker: Sunny Stout Rostron ARE YOU INTERESTED IN BECOMING A COACH SUPERVISOR?
?
Topic: Coaching: To be or not to be a RS Al

ion?
profession’ Or are you just interested in learning more about Supervision?

There is hot debate about coaching: is it a profession, a

set of skills or a form of expertise connected to other The COMENSA Supervision Portfolio Committee invites you to
fields? Coaching as a practice is now widely adopted, a working Supervision Forum

although recognition as a profession remains controversial ’

with different stakeholders internationally taking contrary

views on its legitimacy. On Wednesday evening, 2nd (This will be similar to the forums which developed the Ethical

September, Dr Sunny Stout Rostron will speak about the Code and Standards of Competence framework for COMENSA)
pros and cons for coaching to become a profession or to We will discuss:
simply professionalise — and the importance of T c o T B
COMENSA"s role. She will al sl CBTPPPCss Leaulred for cogeping sypervisgrs, ¢ ¢ g
edge theories and range of approaches from international 9 Criteria to be included in coaching supervisor training
coaching practice that are discussed in her new book, (which are to be endorsed by COMENSA)*
exploring the potential and power of coaching as the : . o ‘s : -
transformational model for business and  business 9 The incorporation of existing practicing supervisors into
. the COMENSA framework
practice.
Date: Wednesday 2 September 2009 As a result of these Forums, which will take place in 3 prov-
Time: 17h30 for 18h00 inces (WC,.KZN and Gauten.g) we will bg able to flpallse the .
Venue: Johannesburg Country Club, Napier interim policy of the Supervision Committee, (for final adoption
: y » Nap at the next AGM). And eventually, create a database of coach-

Road, Auckland Park ing supervisors endorsed by COMENSA and listed on the
RSVP: judihudson@gmail.com COMENSA website.
Cost: Members — R75.00

Non-members — R120.00 GAUTENG:

WHEN: Tuesday 8th September 2009
WHERE: Johannesburg Country Club, Napier

o ® o ® o ® o ® o ® Road, Auckland Park
TIME: 17h30 for 18h00
COST: R100 for members, R120 for non members
RSVP: Elta Boschard on eboschard@mwen.co.za

OHe uses statistiveSumAdasS @ drunken mar

| WHEN: Wednesday 9th September 2009
uses lampgposts... WHERE: Calissa Lodge, Westville

. . . u TIME:  17h30 for 18h00
for support rather than ||Ium|nat|on. COST: R50 for members, R100 for non members

_ Andrew Lang (1844-1912) RSVP: Nalisha on nalisha@resultsworkplacecoaching.co.za
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Upcoming Events

ETHICS

PORTFOLIO
COMMITTEE

(GAUTENG

2 DAY WORKSHOP
AWORKSHOP ON ETHICS IN COACHING & MENTORING
(Incorporating Ethics Strategy for COMENSA)

With
Professor Charles Malcolm

Professor Malcolm is visiting from the UK where he works in
Organisational Development and Coaching at Investec in
London. He is Former Chair of the Department of Psychology
at the University of the Western Cape and a leading expert in
the field of ethics in the coaching and mentoring disciplines.

Traditional professions have well established codes of ethics
developed over years of discussion, often very public debate
over significant cases or complaints from clients, coupled with
changes in the law and development of common practice
within the relevant profession. To some extent this has been,
and will continue to be, the case with coaching as an emerging
profession. Already there are certain absolute ethical issues
on which most coaches would agree and are included in
coaching ethical codes. However, like other helping
professions, coaching demands a further rigour in the
approach practitioners take to the actual practice of ethics. As
coaches we need to engage with ethical dilemma on an
experiential level, and co-create an approach with the client or
sponsor organisation. An important way of developing this real
-world real-time skill is through formal ethics training. The
ethical practice developed can then be supported through
appropriate and open use of supervision.

GAUTENG:
WHEN: 14th & 15thSeptember 2009
WHERE: 106, 11th Street, Parkmore, Sandton, Gauteng

TIME: 09h30 for 16h30

COST: R700 for Gauteng members, Free to non-Gauteng
members. Exclusive to COMENSA members only.

RSVP: Matt Shelley on mattshelley@telkomsa.net

ETHICS

PORTFOLIO
COMMITTEE

(GAUTENG

BREAKFAST
Speaker: Prof Charles Malcolm
Topic: The Ethical Terrain of Coaching

Traditional professions have well established
codes of ethics developed over years of discussion,
often very public debate over significant cases or
complaints from clients, coupled with changes in
the law and development of common practice
within the relevant profession. To some extent this
has been, and will continue to be, the case with
coaching as an emerging profession. Already there
are certain absolute ethical issues on which most
coaches would agree and are included in coaching
ethical codes. However, like other helping
professions, coaching demands a further rigour in
the approach practitioners take to the actual
practice of ethics.

Join the Gauteng Ethics Committee and Prof
Malcolm for a lively, informal discussion on the

application of ethics in daily practice.

Date: Wednesday 16th September 2009
Time: 07h30 for 08h00

Venue: Mugg & Bean, Coachman®"s
Corner Peter Place and Karen Street,
Bryanston

RSVP: Matt Shelley on mattshelley@telkomsa.net

Cost: FREE (Pay for your own refreshments)
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mailto:mattshelley@telkomsa.net

COACHES AND MENTORS OF SOUTH AFRICA PAGE 17

TOPIC: Power of Mentoring
SPEAKER: Brent Combrink

If mentoring looks like one to one training or sitting-nextto-J oe, t her e shoul djn"t
results that lack power. Explore and discover what it takes to inculcate, not just implement,
powerful mentoring from this breakfast workshop. Learn from case studies and stories
presented by Brent Combrink, founder of ProMentor , followed by a workshop to discover
opportunities for powerful mentoring in your own team

WHEN: Wednesday, 22nd October 2009

WHERE: Graduate School of Business

TIME: 07h30 — 10h00

COST: R80 for members, R100 for non members

RSVP: Angela info@thecoachingcentre.co.za / 021 7150525

COMENSA is Africa“"s premier
and corporate providers, buyers and trainers of

coaching and mentoring services. Committed to

supporting professional and ethical practice,

Know someone who may wish to receive COMENSA is leading the way in research, standards,

this newsletter? Please forward it to them. and coaching and mentoring development as well as
connecting the growing network of coaches, mentors

Anyone may subscribe to this newsletter, and people-developers across Southern Africa.

simply CLICK HERE to register!

Contact COMENSA: Our Newsletter will keep you up to date with what is
administrator@COMENSA.org.za happenlng l.n the coaching a.und mentoring community
in South Africa and Internationally.

www.COMENSA.org.za
Submit your news or story? Contact the editor: Please note that the views expressed herein ate those
megan@business-zone.co.za of the authors, and not necessarily those of COMENSA.

- Ty

Link in with
www.leader.co.za
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