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By Belinda Davies, 

National President of 

COMENSA 

 

As we head towards AGM season, I 

find myself pondering what it is 

that motivates people to volunteer 

ð after all, they often put in many 

hours for no pay, so why do it? In 

exploring this I will consider my 

own experience and that of others 

in COMENSA and in other 

organisations where the work is 

done by volunteers.  

In our own organisation there is an 

army of people who have put the 

building blocks in place, and 

continue who to make things 

happen both nationally and in the 

Chapters. 

Values: Many people volunteer 

because it gives them an 

opportunity to honour personal 

values such as contribution and 

significance. 

Recognition and respect: Others 

volunteer because it is an 

opportunity to be recognised for 

knowledge that one needs to give 

what one most wishes to have. 

All of us who are active in 

COMENSA have experienced the 

rewards ð recognition, raised 

profile, learning, community, 

business opportunities. For some 

of us these rewards have 

catapulted us into the league of 

senior practitioners. Some of us 

have even become celebrity 

coaches and mentors. And people 

who contribute much deserve their 

rich rewards. 

In the words of John D. Rockefeller 

Jnr. òI believe that every right 

implies a responsibility; every 

opportunity an obligation; every 

possession a duty.ó 

(Continued on page 2) 

their skills and contribution, and 

earn the respect of their peers. We 

have had many members who 

have earned significant respect as 

senior, seasoned coaches and 

mentors because of what they 

have contributed to our coaching 

and mentoring community through 

their committee work and the free 

coaching and mentoring they have 

provided to newer members in our 

fields of practice. 

Learning: Volunteering is a 

wonderful opportunity to learn 

from people who have walked the 

road before us. In COMENSA. I 

have discovered a community of 

incredibly generous people who 

share their knowledge and know 

that the òteacheró gains far more 

than the student. 

Community: I, and many others 

have thrived as a result of being 

part of a community. Many of us 

are self-employed, and that can be 

quite lonely. Active participation in 

the work of COMENSA draws one 

into a community of generous, 

intelligent, stimulating people. 

Reciprocity: Letõs face it... what 

goes around comes around, and 

many of us live our lives in the 

http://www.linkedin.com
mailto:marketing@comensa.org.za
http://www.comensa.org.za/
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òI believe 

that every 

right implies 

a responsibil-

ity; every op-

portunity an 

obligation; 

every posses-

sion a duty.ó 

- John D. 

Rockefeller 

Jnr 

is to do what one has put oneõs 

hand up for. This is not always 

glamorous and is usually done in 

the background. In addition, 

because one has stepped out 

into the lead, one has put 

oneself under scrutiny ð and 

that means that one will be 

judged, sometimes unfairly. But 

leadership is a package deal ð 

and this is part of the deal. The 

reward is the satisfaction of 

oneõs motivators. So the 

purpose of holding office is to 

serve. The reward is all the rest. 

It is for this very reason that at 

Exco level, we are very clear that 

office bearers need to have 

served in the Chapters, Portfolio 

Committees and Special Interest 

Groups. We are resistant to the 

idea of newcomers to COMENSA 

going straight to senior roles. I 

admit to being quite suspicious 

of people whose first 

appearance is when they make 

themselves available for Exco. I 

want to work with people who 

have a track record of service. 

My experience is that people 

who put their hands up so that 

they can get profile tend not to 

deliver on their undertakings, 

but dine out on their enhanced 

profile or standing. At least 

these people can be weeded out 

if they are required to come 

through the Chapters and 

Committees.  

There is the view that when 

people are volunteers one 

cannot be as uncompromising 

with them on delivery as one is 

with employees. My view is 

different ð if one has 

volunteered to get something 

done, one ought to expect to be 

held accountable. The fact that I 

am a volunteer is no excuse for 

non-delivery ð and if 

circumstances make it 

impossible for one to honour the 

original commitment, then one 

ought to say so and step aside. 

Continuing to occupy a seat on 

the bus makes it unavailable to 

someone else. 

I hope this will not frighten 

anyone off as we start the 

process of inviting nominations 

for the various Chapter and 

National offices that will become 

available in the next few 

months. I do hope that it will be 

an encouragement to those who 

understand that contribution is 

the currency ð and that the 

rewards are immense. 

I would like to take this 

opportunity to thank all those 

members who have made such 

a contribution ð and especially 

to those Chapter office bearers 

who will be making way for new 

blood in the upcoming elections. 

About the Author: 

Currently COMENSA National President, 

Belinda was active in getting COMENSA 

off the ground in KZN, and was Chair of 

the KZN Chapter in 2006/7.  Belindaõs 

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 

belinda@leadershipsolutions.co.za 

However, it is not so much a 

duty as an immense pleasure to 

give back to the profession that 

has given me so much. And 

perhaps that is why I find myself 

falling into self-righteous 

indignation when members 

show up for the meeting at 

which they are doing a 

presentation only to disappear 

again once the applause has 

died down; and when people join 

COMENSA in order to run for 

senior office without having 

done the hard yards in the 

Chapters.  

Public profile and senior office is 

earned. There is nothing wrong 

with being motivated by the 

promise of either of them ð but 

they are the rewards of 

contribution. The purpose of 

putting up oneõs hand is to make 

a contribution. The responsibility 

(Continued from page 1) 
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By Dr Sunny 

Stout Rostron 

Manõs search for meaning is 

the primary motivation in his 

life (Victor Frankl, 1946:105). 

Reconstruction of meaning is 

one of the most important 

levels in which practitioners 

work with their coaching 

clients. In coaching today, 

clients raise the issue and 

often focus on the meaning 

and purpose in their 

professional and personal 

lives. Whitmore (2002:119) 

mentions that one of the goals 

of humanistic psychology is 

the fulfilment òof human 

potential through self-

awarenessó. 

Elisabeth Denton defined 

spiritual intelligence as òthe 

basic desire to find ultimate 

meaning and purpose in oneõs 

life and to live an integrated 

lifeó (Whitmore, 2002:120). 

Zohar and Marshall (2001) in 

Spiritual Intelligence say that 

in business today people are 

facing a real crisis of meaning. 

This theme is being carried 

forward in most of the 

contemporary coaching 

literature. Many coaches work 

and integrate meaning in all 

four quadrants (Wilber, 1997) 

and work at the levels of IQ, 

EQ and SQ (rational, 

emotional and spiritual 

intelligence) with their clients 

inside the coaching 

relationship. 

John Whitmore in Coaching for 

Performance (2002) 

highlights the mind as the 

source of self-motivation, and 

insists that for people to 

perform they must be self-

motivated. Maslow said that 

all we have to do is to 

overcome òour inner blocks to 

our development and 

maturityó (Whitmore, 

2002:110). The highest state 

in Maslowõs hierarchy of 

human needs was the self-

actualizing person who 

emerges when òesteem needs 

are satisfied and the 

individual is no longer driven 

by the need to prove 

themselves, either to 

themselves or to anyone 

elseó (Whitmore, 2002:111). 

Maslow saw this as a never-

ending journey. 

Associated with self-

actualizing is the need to 

develop meaning and 

purpose. Clients òwant their 

work, their activities and their 

existence to have some value, 

to be a contribution to othersó; 

this relates to motivation 

because òpeople seek to 

engage in those activities that 

help them to meet their 

needsó (Whitmore, 

2002:112). Through my work 

with coaching clients, I have 

come to believe that coaches 

are responsible for helping 

both themselves and their 

clients become aware of their 

own unconscious thinking 

processes, and how these 

impact on their behaviour in 

the world. To understand their 

own behaviour, clients need to 

understand their own intrinsic 

drivers at a conscious level. 

The coaching intervention 

ranges from questions which 

explore feelings, motivations, 

perceptions, assumptions and 

attitudes, to reflected 

statements, reframed 

questions, role-plays, 

structured question 

frameworks, observation, or 

silence. In this respect, Boud, 

(Continued on page 4) 

òTo 

understand 

their own 

behaviour, 

clients need 

to 

understand 

their own 

intrinsic 

drivers at a 

conscious 

level.ó - 

Sunny Stout 

Rostron 
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The Reconstruction of Meaning Continued... 
Cohen and Walkerõs Using 

Experience in Learning (1996) had 

a profound effect on my thinking 

about the coaching conversation, 

and the space it opens up for 

coaches to help clients to learn 

from their own personal experience. 

Below are the five propositions that 

Boud, Cohen and Walker (1996) 

make about learning from 

experience. 

1. Experience is the foundation of 

and stimulus for learning 

It is meaningless to talk about 

learning in isolation from 

experience. Learning can only occur 

if the experience of the individual is 

engaged, at least at some level, 

and every experience is potentially 

an opportunity for learning (Boud, 

Cohen and Walker, 1996:8). In 

other words, learning always 

relates, in one way or another, to 

what has gone before. This means 

that the effect of all experience 

influences all learning, which 

further implies a seeking of new 

meanings from old experience. We 

do not simply see a new situation 

afresh, but we see it in terms of how 

we relate to it and how it resonates 

with what past experience has made 

us. 

2. Individuals actively construct their 

experience 

Individuals attach their own 

meaning to events, and reach 

commonly accepted interpretations 

of the world. This suggests that 

experience is always subject to 

interpretation. As in existentialism, 

the meaning of experience is then 

not a given. It is interesting that 

òrelationshipó comes up as an 

important factor in learning from 

experience. According to Boud, 

Cohen and Walker (1996), 

experience is created in the 

òtransactionó between the individual 

and the environment in which they 

operate, in other words, it is 

relational. How learners construct 

their experience is what Boud, 

Cohen and Walker (1996:11) term 

the individualõs òpersonal 

foundation of experienceó. 

3. Learning is a holistic process 

The authors make a common 

division between cognitive, affective 

and conative learning. Cognitive 

learning is concerned with thinking, 

while affective learning is concerned 

with values and feelings. Conative or 

psychomotor learning is concerned 

with action and doing, as òconativeó 

pertains to the nature of conation, or 

expressing endeavour or effort ð 

conation is the part of mental life 

having to do with striving, including 

desire and volition (Websterõs, 

1989). Learning is cognitive, 

affective and psychomotor; 

therefore learning involves feeling 

and emotions (affective), the 

intellectual and cerebral (cognitive) 

and action (conative). 

4. Learning is socially and culturally 

constructed 

Individuals do not exist 

independently of their environment, 

and learning does not occur in 

isolation from our social and 

cultural norms and values. While 

individuals construct their own 

experience, they do so in the 

context of a particular social setting 

and range of cultural values. Other 

considerations are language, social 

class, gender, ethnic background 

and our own learning from an early 

age. The most powerful influence 

from the social and cultural context 

on our learning occurs through 

language. This is critically important 

for those coaching in multi-cultural 

contexts. 

5. Learning is influenced by the 

socio-emotional context in which it 

occurs 

Denial of emotions leads to a denial 

of learning. There are two key 

sources of influence in learning: 

past experience and the role of 

others in the present that support 

our learning. Furthermore, different 

kinds of learning occur depending 

on whether the context is perceived 

(Continued on page 5) 
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The Reconstruction of Meaning Continued... 

as positive or negative. òThe way in 

which we interpret experience is 

intimately connected with how we 

view ourselvesó (Boud, Cohen and 

Walker, 1996:15ð16). This 

determines how we develop 

confidence and self-esteem, which 

are necessary to learn from 

experience. 

Discovering barriers to learning 

With a focus on the client, 

practitioners need to identify what 

are the barriers for their clients in 

beginning to learn from their own 

experience. How does experience 

transform their perceptions? What 

is the relationship between their 

personal experience, and their 

ability to reflect and learn? As 

coaches, do we provide enough 

time for reflective activity? 

An existential and experiential learning dilemma 

One of my financial sector clients recently discovered that he was not to be promoted into the top 

executive position in his organization. His dilemma became one of ònow what?ó ð òDo I stay or do I 

go?ó ð as everything he had been working towards had been aimed at taking over this particular 

position within his organization. Coach and client looked at the pros and cons of all the possibilities. 

We used his experience in building, maintaining and running the business as the base point to 

answer the question: òWhere do you have freedom of choice?õ We identified three potential 

scenarios: (1) accepting the new reporting structure, in the short term, to sit on the new Board; (2) 

accepting the status quo of his position yet influencing the continued independence of the business 

unit; or (3) looking elsewhere in the financial sector for a new position. As coach and client 

reconstructed the clientõs experience, it became clear that he had many possible scenarios for 

action that would enable him to continue to create change and build relationships internally and 

externally, which was his forte. We identified what the current position gave him in terms of: 

freedom of movement, integration of activity within the organization, and being able to manage his 

700 people in a relationship-oriented way. His key learning that would ultimately influence his final 

decision was that he was not observant of the politics which had influenced the choice of his new 

line manager. Coach and client began to reflect on the areas where the client was resistant to 

identifying how and when to play the game of politics within the organization, and how he would 

choose to learn to do so, or not. 

Reflection on experience leads to 

awareness and an ability to identify 

what is working, what is not 

working, and what needs to change. 

Finally, how can you as a business 

coach use your coaching model to 

help the client reflect on and learn 

from their experience? Whatever 

else we do as reflective and 

reflexive practitioners, it is 

important that we help the client to 

consider their entire experience as 

relevant and not be too surprised, 

when reflecting, that they make 

connections which they were 

previously unable to see. 
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Michelleõs Top Tip for making the MOST of your COMENSA 

Membership: Dissatisfaction ð a core motivator in your 

business growth 
 

 

 

By Michelle Clarke 

 

I hear grumblings of dissatisfaction 

from coaches; the economy is poor, 

there are too many coaches in the 

field, my coaching school is not 

providing me with business, this is 

not working out the way I had 

hoped it would.  Excellent!  

Dissatisfaction is a great inspirer.  

Satisfaction creates no desires in 

man.  Dissatisfaction has been the 

chief motivational tool of human 

achievement.  If you wake-up in the 

morning pissed-off, rejoice!  

Unhappiness is an energy, itõs a 

force.   

Use your unhappiness, give it some 

direction.  Send it off to find 

solutions, to do the research, to 

take some action, to set some 

things in motion that will spark 

more ideas and set more things 

into motion.  Hereõs a start; answer 

these key questions around your 

core coaching target market;  

¶ I know exactly who my target 

clients and niche are 

¶ I know where to find them ð the 

publications they read and the 

forums they subscribe to 

¶ I can articulate the major 

challenges my prospects face on 

a daily basis 

¶ I can articulate how I can 

provide the solution to help 

them solve their problems 

¶ I have created a product or 

program or workshop or talk to 

help solve these problems 

¶ I have created a on-line 

webpage or profile that 

illustrates how I can help my 

clients 

¶ I have a database of contacts 

and I alert them to visit my on-

line profiles and to interact with 

me around their challenges 

Do any of your answers leave you 

dissatisfied?  Rejoice!  Now go out 

and do some work around them.  

Use this pearls of wisdom from Nigel 

H. Martin, to fuel your 

dissatisfaction; òThe business that is 

satisfied with itself ð with its 

product, with its sales, which looks 

upon itself as having accomplished 

its purpose ð is dead.  The actual 

burial may be postponed; but it is 

dead because it is not going 

forward.  To my mind, nothing can 

ever be good enough; I am always 

dissatisfied; I preach dissatisfaction.  

I can always see where something 

might be better; and therefore our 

business is never at rest ð and I 

never want it to be.  The throbbing 

heart of business is the intense 

desire to do better.  When that 

desire ceases, the heart stops 

beating. 

 

About the Author: 

Michelle Clarke is a Cape Town based 

Master Coach who delivers successful 

coaching interventions both locally and 

internationally. She is a committed member 

of COMENSA and works with High-Achieving 

Coaches and Independent Professionals 

helping them to develop their successful 

personal brands.  She can be reached on 

+27 72 391 9912 or by visiting 

www.motivcoach.co.za  

HAVING TROUBLE FINDING YOURSELF?HAVING TROUBLE FINDING YOURSELF?  

Because the new member database has 

more functionality, it relies on certain info 

being present and correct.   Please email 

administrator@comensa.org.za with your 

name, surname and username  if youõre 

unable to locate your profile so that we can 

resolve it. 

We encourage those members who havenõt 

yet done so to put your profiles onto the 

COMENSA website. 

Just  log on to the website and click on the 

block that says òUpdate Memberõs Profileó 

http://www.motivcoach.co.za/
http://www.comensa.org.za/
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By Megan Hudson, 

Editor: COMENSAnews 

 

òEverybody wants to get where they 

ainõt, and when they gets there they 

wants to get home againó ð Henry 

Ford 

 

Last month, we looked at many 

perspectives on goals, goal-setting 

and goal-achievement ð all very 

familiar ground to coaches, 

mentors and clients. But itõd be 

irresponsible and superficial to 

leave the story there.  What are 

goals without the motivation to set 

them?  How do we keep committed 

to the end result without the 

conation that keeps the fire 

burning, driving us towards 

achievement? 

 

Co-na-tion from a Psychology 

perspective, is defined as òthe 

aspect of mental processes or 

behaviour directed toward action or 

change and including impulse, 

desire, volition, and 

striving.ó (Source: Wikipedia).   It 

sits in a triad with cognition 

(knowledge, understanding and 

comprehension of information) and 

affect (which relates to the 

emotional attachment or layers that 

one applies to the knowledge), both 

of which inform the conational, 

behavioural aspect ð underpinned 

by freedom of choice, volition and 

will. 

 

Do you truly have the conviction 

(affect) that you have what it takes 

to be successful in whatever area it 

is that you have chosen as your 

path?  Have you honed and added 

to your repertoire of skills and 

knowledge to the point where you 

have moved from unconscious 

Your Possible Self 
incompetence, to conscious 

incompetence, to conscious 

competence and finally to 

unconscious competence?  Have 

you mastered the cognitive aspect? 

 

What is it, then, that makes your 

heart beat faster and gives you 

butterflies in your stomach when 

you picture your Possible Self?  Is it 

a will to change from, to never have 

to?  Is it a desire to become, to 

overcome, to reach or achieve?  

What is it keeps you picking 

yourself up when you feel you have 

no more energy, no more reserves 

and are just too overwhelmed?  

What is it that makes you take a 

break, clear your head, get a breath 

of fresh air and review or renew 

your commitment and approach?  

What inspires you?  What is the 

picture that you are holding in your 

mindõs eye right now?   What is your 

Possible Self? 

Book Review:  

Coaching and Feedback for Performance  by Blair Sheppard; 

Michael Canning; Liz Mellon, Prinny Anderson, Marla Tuchinsky, 

Cindy Campbell  

By Wendy van Elden  

Focuses on the manager as coach. 

There is not a clear distinction 

made between coaching and 

mentoring roles; the two are used 

almost synonymously. It deals with 

why managers should coach and 

provides a simple model. Useful 

checklists appear at the end of 

each chapter.  

Most important thing I got out of 

this book:  

òto make a difference ð it doesnõt 

have to be done perfectly; it just 

has to be done in a sincere, 

professional wayó  

Book rating out of 5 and why : 3  

Useful basic guide to coaching as a 

manager in the work environment. 

May be helpful reading for 

managers interested in pursuing a 

coach approach after some basic 

training.  
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tax payers (source: 

www.sars.gov.org.za ); 

In 2008, there were 1,5 million 

companies as registered tax 

payers in the 2008 tax year, of 

which just over 745,000 were 

registered for VAT (same 

source); 

 

Letõs make some conservative 

assumptions and extrapolations 

(Please note: hourly rates and 

contract periods used in this 

article are  PURELY and SOLELY 

for demonstration purposes and 

do notñin any wayñreflect rates 

charged by the industry, nor are 

they meant to be taken as a  

benchmark or recommendation  

by COMENSA.  COMENSA 

specifically states in the 

Constitution that the 

organisation does not 

recommend, set or define rates 

for the industry.)   

      

Of the 5.5 million registered 

individual tax payers, let us 

assume that only 5% can afford 

to pay for coaching or 

mentoring.  This leaves us with 

275,000 individuals.  Letõs fix on 

a very conservative hourly rate 

of R200 per hour, and agree on 

a 12 session contract.  The 

figures would look something 

like this: 

3,300,000 consulting hours = 

4,400 consulting hours per 

annum per COMENSA member 

(based on 750 members) 

R660 million worth of revenue = 

(Continued on page 9) 

òSupporting 

professional 

practice and 

a learning 

culture in 

coaching 

and 

mentoring 

through 

standards 

and ethicsó - 

COMENSA 

Mission 

ethics that is reassuring to 

prospective clients; 

Make a òpublicó declaration 

about their commitment to their 

profession; 

Comply with the law. 

 

COMENSA is not such a 

statutory body. It is a body that 

is concerned with the 

professionalization of coaching 

and mentoring, and the raising 

of the professional standards of 

coaches and mentors through 

its ethical code (more about that 

in another article). The 

COMENSA mission is 

òSupporting professional 

practice and a learning culture 

in coaching and mentoring 

through standards and ethicsó. 

Nevertheless, we have members 

choosing not to renew their 

membership because òitó hasnõt 

brought them any work. 

 

The building of a business such 

as a coaching or mentoring 

practice is a personal 

responsibility that requires 

discipline, structure, hard work, 

courage and determination ð all 

vital leadership characteristics. 

But lest we give up before we 

have even started, perhaps it 

would do to have a look at just 

how much coaching and 

mentoring work there is in South 

Africa: 

 

In the 2009 Tax year, there were 

5.5 million registered individual 

by Megan Hudson and Belinda 

Davies 

 

It is fascinating being an office 

bearer in a professional (or 

professionalising) organisation. 

Coaching and Mentoring are 

emerging professions ð that 

means that they are not yet 

professions from a statutory 

point of view. The statutory 

professions are those such as 

law, medicine, psychology, 

accountancy, etc. and they are 

regulated by statutory 

professional bodies to which 

practitioners are compelled to 

belong in order to practice. 

 

The same is not true of coaching 

and mentoring. Worldwide these 

disciplines are unregulated, but 

practitioners are seeing the 

need to professionalise in order 

to raise credibility and 

standards. No professional body 

exists in order to provide, find or 

make available work to its 

members. In fact, in the 

statutory professions, no-one 

joins the professional body in 

order to get business. 

Professionals join professional 

bodies in order to: 

Bind themselves to a code of 

http://www.sars.gov.org.za
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R880,000 revenue per annum per 

COMENSA member . 

 

If we do a similar (fairly brutal) 

exercise with the company figures 

there are 1,5 million companies 

registered as tax payers but only 

745,000 registered VAT payers.  If 

we base our calculations on the VAT 

payers, and only assume that 10% 

of this group would be able to retain 

the services of a coaching / 

mentor / training institution / 

supervisor, then the figures might 

look something like this (as before, 

all figures used are merely for 

demonstration purposes): 

74,500 companies in sample. 

Business Coaching / Mentoring 

(assuming a minimum of 3 

individuals per company) at an 

hourly rate of R250 per individual 

and with 12 sessions per person. 

2,682,000 consulting hours = 

3,576 consulting hours per 

COMENSA member (based on 750 

members) 

R670,500,000 revenue = 

R894,000 revenue per annum per 

COMENSA member (based on 750 

members) 

 

For Executive Coaching / 

Mentoring, letõs reduce the sample 

by 50% to 37,250 and base our 

calculations on 1 person per 

organisation, an hourly rate of 

R400 per person and 12 sessions: 

447,000 consulting hours = 596 

consulting hours at Executive level 

per COMENSA member (based on 

(Continued from page 8) 750 members) 

R178 million revenue = R238,400 

revenue per annum per COMENSA 

member (based on 750 members) 

 

So if you are active in all 3 

segments discussed (Life, Business 

and Executive Coaching / 

Mentoring), you could conceivably 

be doing 8,572 consulting hours 

per annum and earning in the 

region of R2,012,400 per 

annum.  You would be quite busy 

considering there are only 8,760 

hours in a year!  Also bear in mind 

that weõve used extremely 

conservative hourly rates. 

 

So who is getting the 

business?  From our observations, 

word of mouth referrals and 

leveraging networks and 

relationships is the single most 

successful marketing and sales tool 

in this industry.  We have seen this 

in action at all levels ð from 

practitioners just getting started, to 

those who have been in the 

industry for years.  Those members 

who have crafted and maintained 

their relationships, who keep up 

with their networks and who have 

mastered the art of getting word of 

mouth referrals are always 

busy.  And the numbers show that 

there is plenty of work out there for 

everyone. 

 

Most, if not all, coaches and 

mentors will at least sometimes 

work with people who are starting, 

building or reinventing a business. 

How does one do this and not 

Is òBusinessó not Finding You, or are YOU not Finding Business? Continued 

expect to have to do whatever it 

takes to build oneõs own coaching 

or mentoring business? Coaches 

and mentors are leaders, and we 

need to model leadership. That 

means we need to do the same 

hard yards that we expect from our 

clients. 

 

So if these stats and extrapolations 

are not enough to start a fire in 

each and every one of us and get 

us out there networking, building 

relationships, meeting the kinds of 

people we would love to work with ð 

then what will? Iõm off to do some 

business! 

 

NB: Remember that the rates used are 

purely for demonstration purposes and 

in no way reflect rates charged within 

the industry.  Any use of the rates 

quoted in this article for the purpose of 

arriving at a price will constitute a 

deliberate misuse and abuse of this 

information.  
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ARE YOU UNDER SUPERVISION? 

ARE YOU AWARE OF THE BENEFITS OF BEING IN SUPERVISION? 
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SUPERVISION PORTFOLIO COMMITTEE 

GARY VILJOEN   

gary@humanworks.co.za  
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Portfolio 

Committee 

 

 

 

By Dr Lloyd 

Chapman 

 

This article explores the stages 

followed in applying Integrated 

Experiential Coaching (IEC). The IEC 

Model follows an adapted version 

of Kilburgõs (2000:80ð86) coaching 

stages. The stages are the same at 

the macro and micro levels. At 

òmacro leveló we mean the 

contractual coaching agreement, 

i.e. from the time the contract starts 

to the time it ends. At òmicro leveló 

we mean that every coaching 

session will go through the same or 

a similar process. What follows is a 

description of the macro-level 

process. 

Stage 1: Establish contact 

Stage 1 involves establishing 

contact with the client. The client 

could have contacted the coach 

directly, or the coach could have 

been selected by the Human 

Resources department. In this 

stage the coach and the client are 

introduced, and the two parties 

agree on whether or not they want 

to work together. In Laneõs Case 

Formulation Method (1990), which 

was initially used in Cognitive-

Behavioural Psychology and later 

adapted to coaching, this stage is 

about trying to define a shared 

concern that both parties are 

interested in exploring. Here the 

coach and the client discuss and 

agree on things like the purpose of 

the coaching, the process that will 

be followed, who the players are, 

and other important stakeholders 

that should be involved. The aim is 

to arrive at a contracted piece of 

work based on a shared concern. A 

valuable contribution by Lane 

(1990) to the profession of 

coaching is underlining the 

importance of both parties defining 

a shared concern. The coach must 

be interested in the issue at hand; 

if not, the coaching relationship is 

doomed to failure before it even 

starts. 

Stage 2: Present current situation 

Stage 2 involves presenting the 

current situation. Here the client is 

asked to share their life story ð and 

it must be the clientõs own 

subjective story, not the story as 

told or understood by a third party. 

According to Egan (2002), self-

disclosure through storytelling can 

help reduce the initial stress, in that 

it helps the client to get things out 

in the open which in turn can have 

a cathartic effect. It is not 

uncommon to hear clients say to 

the coach, òyou are the only person 

who knows this about meó. 

Storytelling helps the client to 

unburden themselves by getting rid 

of secrets they have carried around 

for years. It also helps to clarify 

problem situations and unexploited 

situations, especially if the story 

can be told in a nonjudgmental 

environment. It is important to help 

the client tell their story in as much 

detail as possible, i.e. specific 

http://www.comensa.org.za/dotnetnuke/ProfessionalPractice/Supervision/tabid/79/language/en-ZA/Default.aspx
mailto:gary@humanworks.co.za
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experiences, behaviours and 

emotions. As Egan (2002:140) 

points out, òVague stories lead 

to vague options and actionsó. 

More importantly, storytelling 

can help facilitate relationship 

building between the coach 

and the client. To facilitate the 

relationship-building process, 

the coach must learn to work 

with all styles of storytelling. 

Every individual is unique, and 

has a different story and way of 

telling it. Therefore, it is 

important to start where the 

client starts. Stories are a 

valuable aid in identifying the 

clientõs deficits, as well as their 

resourcefulness. The aim in 

the Integrated Experiential 

Coaching Model is to help the 

client build on their own 

resourcefulness. Egan (2002) 

believes that incompetent 

helpers tend to concentrate on 

the personõs deficits, whereas 

skilled professionals, although 

not blind to the personõs 

deficits, capitalise on the 

personõs resources and 

resourcefulness. Through 

storytelling it is possible for the 

coach and the client to spot 

and develop unused 

opportunities. 

Stage 3: Explore current 

situation 

In Stage 3 the coach and the 

(Continued from page 10) client explore the current 

situation even further. In 

Eganõs Model (2002) this 

stage is about helping the 

client break through blind 

spots which may prevent them 

from seeing their unexplored 

opportunities, themselves, and 

their problem situations as 

they really are. In so doing, it is 

possible to help the client 

screen or choose possible 

problems and/or opportunities 

on which to work. 

refer to as òpseudo-

experimentingó, because it 

involves interview logic instead 

of controlled experiments: the 

clinical context and 

experimental rigour of 

controlled experiments are 

either not possible or not 

desirable. 

In Stage 3 the client and the 

coach therefore experiment 

with various options and 

hypotheses. The first three 

stages deal with the current 

reality of the client. 

Stage 4: Choose foci 

In Stage 4 the emphasis 

moves on to the desired future. 

The client is encouraged to 

spell out possibilities for a 

better future. According to 

Eganõs (2002) model, this is 

where the coach helps the 

client to choose realistic and 

challenging goals which are 

real solutions to the problems 

or unexploited opportunities 

identified in Stage 4. Lane 

(1990) refers to this stage as 

the formulation of the 

hypothesis to be tested. It 

involves getting a sense of 

what the issue is that the client 

wants to work with. Here the 

client creates a model with 

which they can go and 

experiment in the world. It is 

here that the client defines 

ways to change that are 

(Continued on page 12) 

òStorytelling 

can help 

facilitate 

relationship 

building 

between the 

coach and the 

client. ò 

- Dr Lloyd 

Chapman 
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Lane (1990) refers to this 

stage as the exploration and 

testing of hypotheses of cause 

and maintenance. Every 

problem and/or opportunity 

that is selected is a hypothesis. 

It is a hypothesis because at 

the time it is the most obvious 

leveraged problem and/or 

opportunity with which to work. 

The hypothesis might change 

over time, and it is therefore 

an open-ended experiment. It 

is what Bruch and Bond (1998) 
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desirable, feasible and lead to 

action. 

In the Integrated Experiential 

Coaching Model this is done by 

means of a Personal Learning 

Contract (PLC), in which the client 

defines their purpose (i.e. what they 

want to achieve), how they will 

know whether they have been 

successful (measurement criteria), 

and the strategies that they will 

implement to achieve their 

purpose. The Integrated 

Experiential Coaching Model caters 

for various levels of consciousness, 

and so the clarity of goal-setting will 

depend on what level the client is 

working on. If, for example, the 

client wants to lose weight or 

achieve certain business objectives, 

then it is very important to set clear 

and realistic expectations and 

goals. On the other hand, if the 

client is exploring the transpersonal 

levels of consciousness, goal-

setting can actually be a stumbling 

block to their progress. 

Stage 5: Implement the working 

Learning Conversation 

Step 5 involves implementing and 

going through a number of Learning 

(Continued from page 11) Conversations for the specified 

contractual period. According to 

Lane (1990), it is the process of 

applying and experimenting with 

the new understandings gained in 

the coaching sessions. In the 

Integrated Experiential Coaching 

model, each Learning Conversation 

is followed by a two-week break 

during which the client experiments 

with and applies what they defined 

in their PLC. Before the next 

session they will evaluate what they 

actually did, compare it to what 

they said they were going to do, and 

explain the differences. The 

sessions can be iterative, in that 

the PLCs tend to build on each 

other, or they can fluctuate 

between the three different types of 

Learning Conversations. Sessions 

generally last for two hours. 

Stage 6: Closure and review 

The final step, Stage 6, is closure 

and review. Here the coach and 

client, and if needs be an 

organisational representative, will 

review the process and decide on 

whether to renew the contract or to 

terminate the coaching 

relationship. To bring the coaching 

relationship to closure, each client 

is asked to write a reflective essay 

about what they have learnt from 

the coaching experience. The 

reason for doing this is twofold; it is 

a helpful way to bring final closure 

to the learning experience and the 

coaching relationship, and it further 

enhances the ability of the client to 

reflect on their actions and their 

own learning. 
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Motivation Or Conation: ECNALG 
 

 

 

Dr Elta Boshard 

 

Motivation Defined 

The topic of Motivation and 

Conation took me back some 20 

years.  I remember it like it was only 

yesterday.  It was 1990 and - after 

being trained extensively both here 

and in the USA - I completed my 

first solo coaching flight called 

òCoaching for Sales Growthó.  My 

client was 3M.  I was the Interaction 

Management consultant. (Prior to 

this coaching contract, I had never 

spent a day selling.  Can you 

imagine my trepidation, considering 

that coaching wasnõt even on the 

map in terms of people 

development in those days?) 

 òAccording to various theories, 

motivation may be rooted in the 

basic need to minimize physical 

pain and maximize pleasure, or it 

may include specific needs such as 

eating and resting, or a desired 

object, hobby, goal, state of being, 

ideal, or it may be attributed to less-

apparent reasons such as altruism, 

selfishness, morality, or avoiding 

mortality. Conceptually, motivation 

should not be confused with either 

volition or optimism.ó  

During the first week or so the 

managers became detectives, 

lining up the usual suspects:  

òThey just arenõt motivated to learn, 

no matter what I do.ó 

òWhy arenõt they motivated ð they 

get paid handsomely?ó 

òLetõs get a motivational speaker in. 

That should turn them on.ó  

A mock trial was arranged with the 

sole purpose of putting Motives vs. 

Motivation on trail. The Judge (the 
(Continued on page 14) 

Www.WhatHaveYouDonetoMarketYourselfToday.org.za???? 

your name, surname and profile 

username so that we can  work on 

getting your profile òupó. 

 

Are you LinkedIn? 

LinkedIn is a Social Networking site 

(www.LinkedIn.com) for 

professional people.  If you use it 

well, it can be a means of linking up 

with past colleagues, current peers 

and potential new clients.  You can 

ALSO join the COMENSA Group on 

LinkedIn and start discussions on 

topics that are of interest to you.  

We now have almost 200 members 

in our LinkedIn group, and itõs 

growing all the time.   

 

Are you on FaceBook? 

The COMENSA FaceBook page now 

has  60 fans, most of whom come 

from Pretoria, Gauteng! 

If you have a FaceBook profile, 

check out the COMENSA FaceBook 

page for events, photos of 

members having a great time at 

events, and become a fan of the 

COMENSA FaceBook page.  Go to 

www.facebook.com .  

 

Build Your Practice 

Please donõt forget about the tools 

in the òBuild Your Practiceó section 

on the COMENSA website.  This 

section is exclusively for the use of 

COMENSA members, so you have to 

be LOGGED IN to access this 

section.  It includes a presentation 

full of facts and figures about 

Coaching, Mentoring and they are 

so effective.  Use what you need to 

make YOUR sales material, 

presentations and proposals more 

compelling.  Itõs our gift to you. 

New COMENSA Website 

Is your Profile on the COMENSA 

website?  Have you accessed you 

Profile recently to check whether it 

has transferred successfully to the 

new database?   

 

The new database has a more 

sophisticated search functionality, 

and requires that certain info  

matches the requirements of the 

new database.  If you are unable to 

access your Profile, please email 

administrator@comensa.org.za with 

http://www.LinkedIn.com
http://www.facebook.com/
http://www.comensa.org.za/language/en-ZA/Members_Area.aspx
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MD, and my sponsor) decided to 

cross-examine an expert witness 

(yours truly).  This ôexpertõ divided 

and cut two circles in three equal 

parts. Two parts were given each to 

the prosecution and the defence to 

help them make their case. On one 

part was written Emotion and on 

the other, Reason.  After a lengthy 

session of questions on which 

would most influence motivation, 

the verdict was inconclusive. The 

judge asked the expert to break the 

stalemate by producing the third 

part of the circle.  On it was the 

word: Conation.  

At the end of the intervention the 

first group of Sales Managers were 

celebrating the successes of having 

identified and worked on what is 

was that drove each individual, and 

kept them going!  I was about to 

move to my next contract, and it 

was also time to say our goodbyes. 

When it came to one of the more 

senior guys, I asked: òFerdi, I am 

wondering, now that you feel the 

glow of success, what would show 

you that you could keep the flame 

of momentum going?ó He looked 

down, took a long while to reflect 

and then he looked me straight into 

my eyes and said: òIõll phone you 

when I find that out.ó  I briefly felt 

my vulnerability, and even though I 

tried not to show it as I said: òIõll be 

waitingó with all the conviction I 

had.  I believed in what Ferdi could 

achieve. 

Armed with lots of motivation, a 

new script and firsthand 

experiences in the field, my own 

exhilaration knew no bounds!  

Coaching grew into a new way of 

being. It involved being with the 

brave ones, the òlonersó who 

decided to take the òRoad Less 

Travelledó.  This journey cured me 

of any preconceived ideas that I 

could be an expert in anything other 

than tapping into my internal 

motivation.  I made a commitment 

to myself and it was easy.  I took a 

decision of conation : I will continue 

to expand on the other areas in 

which coaching could be utilised. It 

took discipline, effort and lots of 

hard work to become a masterful 

facilitator of a process that I had no 

control over.  This was not always 

so easy ð and in those years it was 

often a very lonely path. 

Motivation under Siege 

Recently, I got a powerful reminder 

of the importance of being 

vulnerable and receptive. I was 

preparing for my monthly 

supervision session when my phone 

rang. It was Ferdi: òElta, I told you 

that Iõd phone!ó he said with a great 

deal of excitement. With bated 

breath I wondered òAfter all these 

years?ó I had not expected this.  

Back to Ferdi: òYou know Elta, you 

were the first Consultant who didnõt 

hide behind a mask. You showed us 

your fear in the same measure as 

your ecstasy ð and you could draw 

out the feelings that we 

suppressed. When I promised to 

phone you, I made a choice that 

day. I was going to try and be like 

youé and invited my sales force to 

do the same. Do you remember you 

told us that Conation was 

considered the most outdated word 

in the English Language? But that 

only the select few know that It is 

also the best kept secret ingredient 

for sustainability.  Elta, conation 

kept our momentum going from 

strength to strength. This call is to 

tell you that and also to invite you 

to my retirement dinner ð I want to 

show my successor a real 

Motivator! 

Let me end this real story with: 

Donõt forget to read the next part in 

the April issue of COMENSAnews on 

Conation: Without Boundaries 

thereõs no Bountiful. 

Dr Elta Boshard:  The Coachõs Coach, 

Solution-Focused Trauma Practitioner and 

TA Organisational Analyst, is the founder of 

the PROFACT NETWORK.  

http://profact.co.za/   

Motivation Or Conation: ECNALG continued... 

http://profact.co.za/
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By Lizette 

Retief 

 

 

The question of how to motivate 

and inspire others confronts us on 

more than one level as coaches 

and mentors.  Firstly, we often work 

with leaders that face the challenge 

of inspiring people to greater 

engagement (and thus productivity) 

in their organisations.  Secondly, we 

usually hold good hopes and 

wishes for our clients to become 

more motivated and connect with 

their passions through the coaching 

process, in order to experience 

greater fulfillment and 

accomplishment.  Finally, we also 

have to keep ourselves going and 

energised to bring the best of what 

we can offer to our clients. 

In order to ôgrowõ and ôdevelopõ 

ourselves, we usually hold the 

philosophy that we have to invest in 

or ôwork onõ our weaknesses.  

Usually, organisations try to put a 

positive spin on this approach by 

labeling the weaknesses of an 

employee, the personõs 

òdevelopment areasó or òareas of 

opportunityó.  Typically the areas 

that score lowest during an 

employeeõs performance review or 

a leaderõs 360 degree assessment 

automatically become the focal 

points for their professional 

development.   

This strategy implies that a 

personõs greatest potential for 

improvement lies within their areas 

of weakness, and focusing 

attention and effort there will 

improve the personõs performance.  

How often have you noticed 

slumped shoulders, defensiveness, 

sighs and stern faces from people 

facing the prospect of dedicating 

their precious self development 

efforts to ôfixingõ these 

weaknesses?  Although this seems 

to be an intuitive approach to 

people development, it is certainly 

not a very motivating one. 

According to an overwhelming 

volume of research performed by 

the Gallup Organization, this 

ôweakness fixingõ approach is 

exactly the opposite of what top 

performers in their fields do.   In 

Now, Discover Your Strengths 

(2005), Marcus Buckingham and 

Donald O. Clifton, present the 

compelling results of this study.   

Over the course of 30 years, Gallup 

interviewed more than 2 million 

people identified as top performers 

in their respective fields, covering 

all industries and walks of life.  

Through an unstructured 

interviewing process, they 

attempted to gain insights into how 

these top performers viewed the 

world and what they did to make 

themselves excel.  There was no 

common approach, personality 

characteristic or behaviour that 

could be identified.  In fact, each 

person interviewed was quite 

unique.  What they did discover in 

the process was more fundamental: 

(Continued on page 16) 
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¶ Excellent performers 

òcapitalise on their strengthsó 

and òmanage around their 

weaknessesó. 

¶ The best managers recognise 

each of their peopleõs unique 

talents and assist them in 

applying and developing 

these areas of natural 

strength. 

¶ Strengths-based 

organisations perform better 

in terms of lowering 

employee turnover, and 

increasing customer 

satisfaction and productivity. 

They found that these top 

performers were not well-balanced, 

well-rounded individuals.  These 

people were absolutely 

extraordinary at some things and 

pretty dismal at others.  They also 

focused their learning efforts on 

(Continued from page 15) getting even better at what they 

already do well, doing the bare 

minimum to manage around their 

weaknesses to keep them from 

interfering with accomplishing their 

goals.  Interestingly, these 

discoveries also showed that 

peopleõs greatest potential to 

develop does not lie within their 

areas of weakness, but in their 

areas of strength.  In our areas of 

weakness, our ôperformance 

ceilingõ is probably only mediocre at 

best, yet in our areas of natural 

talent, we are almost unlimited, and 

this is what will give us our ôedgeõ. 

Following this line of thinking, the 

strengths-based approach taps into 

the core of what energises people.  

A strength in this context is defined 

as òconsistent, near perfect 

performanceó in an activity.  This 

definition implies that two things 

must be present for something to 

be classified as a strength: 

The person must perform this 

activity at a very high standard 

repeatedly, which means that some 

natural talent/inclination must be 

involved, and 

The activity needs to ôstrengthenõ 

the person when he/she engages in 

it, i.e. the person must gain some 

energy or sense of intrinsic 

satisfaction from performing the 

activity. 

If the first point alone is present, 

the person would not be able to 

produce the same level of 

excellence in the same task over 

and over again, without fail.   

These findings liberate us as 

coaches to feel confident in 

assisting our clients to discover 

those things that make them: want 

to get up in the morning, feel 

competent and confident, engage 

their interest and passion, and 

make them feel more authentically 

themselves.  Building on these will 

not only provide great energy, 

commitment and motivation, but 

also give your client the best 

chance to excel.  According to 

Benjamin Franklin, wasted 

strengths are òsundials in the 

shadeó.  We need to get them into 

the sunlight! 
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serves on the COMENSA Research & 

Definitions Portfolio committee (See 

ôResearchõ section in memberõs area 

on COMENSA website).  She has been 

coaching leaders, high potential 

employees, and teams for the past 5 

years following a strengths-based, 

solution focused, mindfully authentic 

approach.  She is passionate about 

and committed to building a 

professional body of knowledge to 

create the foundation required for 

coaching to be recognised as a mature 

profession.  

http://www.thecoachingcafe.co.za


òDwarfs Sitting on the Shoulders of Giantsó 
 

By Emma Tyrrell, Na-

tional Chair of  the 

COMENSA Research 

Portfolio Committee 

 

 

On Sat 27th Feb, a group of 

coaches met at The Long House in 

Bergvliet in the W.Cape, to make 

sense of how they would 'do re-

search' as practitioners.  The fa-

cilitators - Karolyne Beets, Emma 

Tyrrell, and Nick Wilkins - brought 

the topic alive, with examples and 

clear explanation of what practi-

tioner research is, and how to do 

it.   

 

The participants explored their 

areas of interest through various 

exercises and gained insight 

about what is realistic and achiev-

able within their varied con-

texts.  We shared, laughed, in-

quired, and enquired, and even 

had a couple of good debates 

around research questions!  We 

learned that our competencies as 

coaches would serve us well 

through research, as there are 

similar essential factors to con-

sider, including confidentiality, 

reflexivity, ethics, and contract-

ing.   

 

After enjoying the connections 

made during this workshop, I am 

left pondering the following quote 

- "We are like dwarfs sitting on the 

shoulders of giants. We see more, 

and things that are more distant, 

than they did, not because our 

sight is superior or because we 

are taller than they, but because 

they raise us up, and by their 

great stature add to ours." (John 

of Salisbury, 1159)  I look forward 

to building the body of knowledge 

of coaching in South Africa, and 

sincerely appreciate the giants 

who have gone before us, let's 

build on their hard work and use 

our perspectives as practitioners 

to make it real.   

 

Feedback from participants: 

Fabulous value for money!  What I 

found most valuable was starting off 

with our research topics at the begin-

ning, it caused me to ponder my re-

search question throughout the work-

shop, whilst we explored how to cre-

ate a research plan.  - Susan Gredley 

 

A really useful day, it has added sig-

nificant value to my practice and pro-

vided me with confidence to do re-

search.  - Veronica Wantenaar 

 

I'm now more familiar with the re-

search process and jar-

gon.  Identifying my research para-

digm is going to make all the differ-

ence!  - Anonymous 
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Get back in òtuneó by helping to 

make our national COMENSA Coach-

ing Survey a success by sending us 

contact details of Coaching Co-

ordinators within organisations.  The 

COMENSA Coaching Survey is due to 

be launched soon, and the COMENSA 

Research Portfolio Committee would 

like to ensure that the survey 

reaches as many relevant respon-

dents as possible.  We are confident 

that we will have plenty of coaches 

and coachees responding, and we 

would like to be in contact with the 

Are You Feeling Out of Tune with Whatõs Going On? 
many coaching co-ordinators within 

organisations across South Africa.  

 

 If you are a Coaching Co-Ordinator, 

or know of a Coaching Co-Ordinator 

within an organisation or corporate 

entity, please pass on my email ad-

dress 

(emma@thecoachingcentre.co.za) so 

that they can make contact with me, 

Emma Tyrrell ð National Chair of the 

COMENSA Research Portfolio Com-

mittee  

mailto:emma@thecoachingcentre.co.za
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Igniting and Tending to the Fire Within  
òLove is the force that ignites the 

spirit and binds teams together.ó 

Phil Jackson 

Love is probably a rather unusual 

word in the coaching and corporate 

world and many are likely to frown 

upon the notion of allowing such a 

òtouchy feelyó emotion into the 

workplace, or into the coaching 

environment. 

Yet, leaders who are loved by those 

they share a vision with, are known 

to ignite a passion in the people 

around them to achieve common 

goals. Leaders who are loved see 

people not as they are, but as they 

could be. Benjamin Disraeli, a 

leader loved by his followers, once 

said: òThe greatest good you can do 

for another is not to share your 

riches but to reveal to him his ownó. 

Lifting people towards their 

potential is an act of love: It 

inspires others to give their best 

and energizes teams to excel. 

According to Jack Canfield (òThe 

Success Principlesó), people who 

are passionate about life and 

enthusiastic about their work, 

òcanõt wait to get up in the morning 

and get started. They are eager and 

energetic. They are filled with 

purpose and totally committed to 

their missionó. People, whose 

passion intersects with their job, 

donõt require any supervision to 

complete projects and can manage 

themselves very well. 

 Passion for a specific calling or 

cause is spiritual in nature and 

comes from within. It originates 

from the values we hold; what we 

care about, what we love, and what 

brings us joy. In each of us resides 

that little spark of possibility; the 

longing to matter and to make a 

difference. We may doubt our ability 

or even ignore that yearning in our 

souls, but when we are enabled to 

envision what we are capable of, 

and we discover that others believe 

in our potential for greatness, our 

spirits are set to flame and burning 

passion ensues. 

It is my act of listening that will 

inspire my client to discover and 

fan that flame. But it is much more 

than listening; itõs a way of being. 

Carl Rogers called it òUnconditional 

Positive Regardó. Nancy Klein set 

up "The Ten Components Of The 

Thinking Environmentó and Victor 

Frankl talked about òThe Socratic 

Dialogueó. I call it òMeaning 

Centred Coachingó. 

When I coach a client, it is a 

partnership in which we are 

thinking equals.   

For a while, time stops and I listen 

with total focus: Not only with my 

ears, but also with my heart and 

with deep respect and appreciation, 

and with the sincere belief that my 

client is capable of anything her 

mind may conceive. 

 While I listen, I pay close attention 

to what my client is saying. I listen 

for clues of meaning or òlogo-hintsó 

in what the client is sharing about 

her experiences and bring these to 

the attention of the client - in turn, 

she is encouraged to listen with an 

inner ear in order to discern what 

matters more to her than anything 

else. Logo-hints are snippets of 

information which may reveal 

personal values unique to the 

client. 

A Human Resources Manager, who 

struggled with weight-loss issues for 

many years, discovered that it was 

a general feeling of disappointment 

in her self with regards to work and 

health habits that was keeping her 

from having success. Once she was 

able to see beyond the problem, 

vast possibilities opened up and 

her passion became instrumental in 

changing the way her company 

communicated with personnel. A 

young mother struggled with the 

effects of a verbally abusive 

partner. Her passion for learning 

motivated her to enrol at a college 


