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Jan Kearce

is Vice President of Sustainability
for The Nebo Company, which
provides innovative leadership
and organizational development
services to corporations,

non - profit organizations, social
entrepreneurs, educators and
other leaders. Nebo is dedicated
to helping leaders who are
committed to a positive and
sustainable future to realize their
visions.

I:  What inspires you?

JK: People making a difference in the
world inspire me. When | pick up a
newspaper or open my laptop, | am
immediately confronted by all the
Aprobl emso we face ar ol
From health care and global warming
to trafficking of girls, water short-

ages, and destruction of the best air
scrubber on the planet T rainforests,
there are so many issues that we

may throw up our hands, close off

our hearts, and bury our heads in the
sand. Fear and helplessness drive
many people away from choosing to
lead themselves and the planet to a
more sustainable, compassionate fu-
ture. However, there are leaders

who are making a different choice by
taking a stand 1 and making a differ-
ence - for a future that fully honors

all life. Their courage and tenacity is
laudable. They are inspirational.

I. What inspires these leaders to
take such a bold stand?

J:1tos all about maki nq
through experiences.




JK: When | talk to leaders who are working for sustainability, they all tell stories
about powerful personal connections formed through first hand exposure to the won-
ders and challenges of nature, or the impact of environmental or social degradation
on people. Those connections touch hearts, awaken our original soulful attachment to
nature and each other, and, consequently, engage minds in creating choices where
none were seen. Passion ignites possibilities. Possibilities inspire action. The poten-
tial for meaningful change grows exponentially.

I: What kind of change? What does it mean to lead for sustainability?

J: The traditional definition of sustainability r
needs without compromising the ability of future generations to meet their needs. In

the business world, sustainability definitions often refer to the three overlapping pil-

lars of social, economic and environmental sustainability. The implications are that

money cannot be earned at the expense of the environmental and social systems.

Nor can the focus on the environment or social systems drive us to the brink of eco-

nomi c disaster. Thereds a balance that must be a
thriving. Leaders understand this need and take action to ensure that balance in their

organizations and their lives.

I: How does your work support these actions?

JK: Our work at Nebo focuses on developing the vision, leaders, teams and organiza-

tions that will lead us to a more sustainable, compassionate planet. It takes all of us

to make it happen. As coaches and consultants we are supporters of leaders who are

on the forefront of change. I t6s an exciting, <ch
services focus on creating openings for leaders to take that stand and supporting

them on their path to achieving their vision.

5t

We are most excited about our
treats. Working with local partners, we offer power-
ful, nature -based experiences that connect leaders
to the beauty and challenges of the host eco -
%/ systems, while tapping into the potential to create a
4P more sustainable future. Our adventures will take us
i around the globe and into our own backyards. The
§ experience becomes the source of inspiration for
= action.

I. Can you describe one of these experiences?

JK: Our next retreat is in June 2010, and focuses on creating a unique experience for
leadership and life coaches. We are headed to the rainforests of the Amazon and
home of the Achuar of Ecuador with The Pachamama Alliance. The rainforests that
encircle the equatorial belt of the earth are literally the lungs of our atmosphere T
breathing in, filtering and exhaling vital oxygen. While there are beautiful stretches of
intact rainforest, the demand for resources is driving a stake into our planetary lungs.
The Achuar are working within their own country to protect their lush, diverse habi-
tat.
(Continued next page.)



Jan Kearce continued...

JK: The rainforests that encircle the equatorial belt of the earth are literally the lungs of
our atmosphere 1 breathing in, filtering and exhaling vital oxygen. While there are beau-
tiful stretches of intact rainforest, the demand for resources is driving a stake into our
planetary lungs. The Achuar are working within their own country to protect their lush,
diverse habitat. They are also reaching out to people around the globe, through The
Pachamama Alliance, to help awaken a spirit of possibility that nurtures new ways of liv-
ing and working that ensure sustainability.

I: What is your intention for the trip?

JK: The intention is to be fully present in the experience - fully absorbing the power of
self, the natural world, indigenous wildlife and people, and each other. The rainforest and

the Achuar experiences open a door that never closes on the exploration of the potential

of our own contributions to creating a sustainable, compassionate planet.

I: Your focus is on leadership. What makes this a good opportunity for coaches?

JK: As coaches, we too take a stand for our beliefs and our work. Forming our own deep
connections to nature and one another strengthens the potential of our work to make a

planetary difference. We have alll heard fAl ead fr

sustainability through our unflagging support of leaders and organizations working at the
heart of sustainability efforts.

| have worked with those | eadersémany are weary

tiously hopeful and active. As coaches, we have unique distinctions around honoring and
balancing the domains of heart, spirit, mind and body. Add finances and environmental
considerations, and we have defined the pillars of long -term personal and leadership sus-
tainability that wil/ energize global sustai

Our adventure in the Amazon will take us to the heart of the issues and bring us back to

our own work with a bigger world -view and close connections. Post the journey, partici-
pants will have time for individual reflection and we will provide group follow -up, on -
going dialogue circles and individual coaching for participants to create their own vision

for sustainability. Together, we will also create an understanding of what it means to

coach for sustainability.

I:  How did you come to this idea?

J:fAl nto the Field Retreatsodo and our journey
periences at Outward Bound, an organization that focuses on nurturing character devel-

nabi

to t

opment, self -discovery and service through providing experiences in classrooms - inside

and outside - around the world, was a key source of inspiration. Stories of leaders rein-
forced the need for deep connections to our natural world. My colleague, Kate Ebner,
founder of Nebo, is passionate about the role of coaches in creating a better world. The
Pachamama Alliance called to me through its world awakening initiative. My own pas-
sions for protecting the natural world were certainly at play. Wrap all of these factors into
a book, and the source of the idea, the inspiration, is from my own story.

-6-
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JK: I want to help people write a new chapter in their story i one that supports their per-
sonal sustainability and our planet. | have met with many coaches who feel the same

way.

I:  What do you believe is possible?

JK: I have to smile when | hear that question. The impossibilities echo through my heart

every day when | hear the news. So, whatos possib
to be a leader, in spite of the bad news. There is always something we can do to make a
difference in our lives and in our work. As coaches, we can create our own movement -a

field of practice - that strengthens the leaders who are working for sustainability.

| also believe we can answer the questions posed by Drew Dellinger in the AHIi erogl yph
Stairway. o
Altdés 3:23 in the morning and | Omgawakehbédaesne wa

me sleep. My great great  -grandchildren ask me in my dreams:

What did you do while the planet was plundered? What did you do when the earth was
unraveling? Surely you did something when the seasons started failing, as the mammals,
reptiles, birds were all dying? Did you fill the streets with protest when democracy was
stolen? What did you do once you knew?o0

I: What are you most looking forward to?

JK: Right now, | am looking forward to
being in the rainforest with people who
are awakening to new possibilities in an
incredibly rich, beyond measure, natural
environment. | am excited about sharing
the journey and creating the potential for
coaches to lead for sustainability. And, of
course, | am looking forward to the next adventure.

I: Earlier you talked about taking a stand for principles and values. What are the princi-
ples that ground your coaching and consulting work?

JK: There are five key principles that serve as the underpinning of our sustainability work.

1. Stewardship: Embracing stewardship means choosing service over self -interest
and accountability over abdication of responsibility.

2. Education:  Pursuing life -long learning informs our minds, hearts, bodies and spir-

its, and helps us to understand, grow and act.

3. Community: We long for a sense of place. We are stronger together. A culture that
empowers and respects each of us frees us to act in the best interest of all of us.

4. Sufficiency: Operating from a mindset of sufficiency rather than scarcity reveals
previously unseen opportunities.

5. Leadership:  Principle centered leadership invites us to take a stand for the world

we will deliver to future generations.

Learn more about ACoaching for Sustainab ) an

Retreat so
www.nebocompany.com/coaches/retreats
www.nebocompany.com/sustainability
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Dr. Marshall
Goldsmith

is Corporate America's pre-
emptive executive coach and

The New York Times bestseller
author of twenty -eight books
including  What Got You Here
Won't Get You There , a Wall
Street Journal #1 business

book. Goldsmith was a pioneer in
the use of the customized 360 -
degree feedback as a leadership
development tool. In acknowl-
edgment of his work helping lead-
ers change behavior, he received
his first national recognition in
1993, being ranked as one of the
Top 10 Executive Educators in The
Wall Street Journal.

Goldsmith's work helping success-
ful leaders achieve positive lasting
change in behavior for them-
selves, their people, and their
teams has been featured in The
New Yorker Profile, Harvard Busi-
ness Review interview, Forbes
Featured Story, and Business
Strategy Review cover story from
the London Business School. He
is one of the few consultants who
have been asked to work with
more than 80 major CEOs and
their management teams.

In 2004, he was recognized by the
American Management Associa-
tion as one of the 50 great think-
ers and business leaders who
have impacted the field of man-
agement over the past 80 years.
In 2005, he was elected as a Fel-
low in the National Academy of
Human Resources, and recognized
in Business Week as one of the
most influential practitioners in

the history of leadership develop-
ment and icon in the field of
executive coaching.



I:  Good evening, Dr. Goldsmith. Thank you very much for joining us.
MG: Very happy to be talking with you.

I: 1 understand that between January and February of this year four books you either
wrote or co -edited were published. Would you please share a little bit about each of
these new books?

MG: One of them is the AMA Handbook of Leadership. That's a book that | wrote with
my good friend Sarah McArthur, and that book is really a broad view of leadership, and
it looks at leadership from the perspective of a variety of different what | would consider
great thought leaders. They all talk about how they view leadership and what leader-
ship means to them and leadership for the future, so that was one of the books that
we've done.

Then | did another book, of course, which we are going to be talking about today called
MOJO, and MOJO, that's about that positive spirit toward what you're doing that starts
on the inside and radiates to the outside. MOJO is a fun book.

Then of course | did another one, which is the new book called MOJOtweet , and that's a
tweetbook, and | think it is one of the first tweetbooks ever written. The entire book,
MQOJO, was translated into tweets.

The fourth one was called Best Practices in Talent Management: How the World's Lead-
ing Corporations Manage, Develop, and Retain Top Tale nt, and that's a Best Practices
book.

The books are all quite different. One is an edited book, which talks about a whole
bunch of different people. One talks about best practices. One is a tweet book, and one
of them, the big book, MOJO.

I: | also understand that this is a FeedForward Tool developed by you and the Extended
DISC team sets the tone for positive change and behavior. What is it, and how does is
it from different from feedback?

MG: Well, in FeedForward we ask people not to give feedback. We say everyone talks

to as many people as they can, and you ask a ques
get better at. Please don't give me feedback about the past, give me ideas for the fu-

ture. o You get ideas for the future, and the rul
You | isten to the ideas, you be quiet, you take n

I've done this exercise with thousands of people around the world, and | often do it in

| arge groups. At the end of the exercise | say t
woul d describe this exercise. This exercise was
helpful”" or even "fun.”

Then | say, AnWwWell, what's the | ast word you think
"Fun."
Then | ask people, AWhy do people define it to be

say, "Well, it's focused on a future you can change, not a past that you can't. There's
no judging. People are open to new ideas. | got to pick one of them | wanted to im-
prove."
-9- (Continued next page.)



Dr. Marshall Goldsmith continued...

MG: Successful people love getting ideas aimed at helping us achieve our goals, and suc-
cessful people hate being judged. In this exercise, you're getting ideas aimed at helping
you achieve your goals, and at the same time, you're not being judged. People like it.

I:  What a greatidea. You wrote an excellent article called Why Coaching Clients Give
Up and how effective goal setting can make a positive difference.

MG: Yes.
I: Do you mind sharing with us the key reasons why clients give up?

MG: There are two reasons why coaching clients give up. One of the reasons coaching
clients give up is it's always harder than you think. | wrote this article with my daughter,
Dr. Kelly Goldsmith, who is a professor at the Northwestern University Kellogg School.

One of the reasons we gi
we started out, but t his
not sure that it's worth

Al t'
ires a | o
n i

S5 —+tw»m

g

The next one is ownership. People that really di
n't sure that it would work out, so | just thought maybe that it was kind of a waste of
ti me anyway. o

Another one is distraction; this is probably the
work toward my goal, but we have unique challenges right now, and maybe I'll do this at
a time when things aren't so crazy. o

Another one is rewards. AWhy am | working so hal
anyway, so why am I killing myself?0

Finally, maintenance. Once we get better at som
|l ost weight, so now | can drink some beer and eal
lifelong process.

Those are the main reasons people give up on the coaching process. They didn't own it
well enough, or it took them more time, it's more difficult, they encountered other dis-
tractions, it wasn't associated with every reward they thought, and then they realized
they had to maintain it.

I:  Those are some very good points. | heard you have the key on how to stop destruc-
tive comments, and gossip, and other bad habits.

MG: Well, one of the things | use is called using small amounts of money to create large
changes in behavior. What I do is | fine people money. If they make destructive com-
ments, for my personal coaching clients it's $20 each, for my training clients it's $1 each,
and it's shocking how well it works.

One of the ones | use it for is for stubborn people. | say you get fined if you start a sen-

tence with 'No’, 'But’, or 'However'. One of my clients, | was reviewing his 360 -

feedback, and he said, "But Marshall .™" I sai d, |

and you start a sentence with no, but, or howeve

"But Marshall ." | said A$20.0 He said, " No." |
-10-



MG: Sixty, eighty, one hundred i he lost $420 in an
hour -and -a- half.

I:  Oh my goodness.

MG: At the end of an hour and a half, what did he say?
"Thank you. | had no idea."

I:  Well, what could he say? You'd fine him.

MG: And he got so much better just learning a simple
technique.

I:  Now, | know you know this personally, so what hap-
pened when you went through the scenario?

MG: With my own scenario, the same thing. It was $10,
and the first day cost me $50 for making destructive comments about others. | used to be
sarcastic and make these little snide comments, and | started getting fined. The first day
it was $50, second day $30, third day it was $10, and do | still get fined? Yes, but have |
gotten better? Much better.

I:  What are some other ways you can alter an individual's behavior?

MG: In my coaching process, | have individuals give confidential feedback. They pick im-
portant behavior to improve. They talk with their coworkers about this behavior very

openly. They ask for FeedForward ideas. They're taught to listen, to apologize for previ-
ous mistakes, never promise to do everything, but promise to listen and do what you can,
and then they follow up and get re -measured. In my coaching, | don't get paid if my cli-
ents don't get better. Better is not judged by me or them; it is judged by everyone

around them.

I:  How difficult is it to change the behavior of an organization, because now you're often
dealing with quite a few people. How would you make changes to an organization to alter
behavior?

MG: You know, I'm really not an expert on all organizational change, so | try to restrict
myself to helping individuals change or teams change.

I:  On a personal level, what inspires you?

MG: What inspires me is trying to help people have a happier and more meaningful life.
I'm 61, and I've pretty much thrown in the towel on completely saving the entire world.

On the other hand, | feel like if | can help people have happier more meaningful lives and
the people around them have happier more meaningful lives, well, that in itself will help
make the world be a little better.

I:  How are you able to touch others and change lives? | mean, you are the endless posi-
tive change information gentleman. (Continued next page.)



Dr. Marshall Goldsmith continued?é

MG: | have nine clients right now; | can't work with any more, and the coaching
process number one is where | learn everything. | learn so much from coaching; |
learn far more from my clients than they learn from me. Two, it has the deepest
impact, because | work with people for long periods of time. Then | do teaching.
Teaching is what | enjoy doing the most; speaking in front of groups and teaching.
That has what | call more of a moderate impact, but | enjoy doing it the most, and
| reach a moderate number of people.

Then | have writing. Writing has the broadest impact, probably not as deep as
coaching or teaching, but it's very broad, and in writing, | can reach millions of
people. Millions of people have read something I've written before, either books
or articles or blogs or something. In my website alone | give everything away,

and my website is called www.marshallgoldsmithlibrary.com , and people from 195
countries have looked at something on my website; let me look it up I 4.265 mil-
lion times.

I:  What got you interested in coaching and the study of behavior?

MG: [|gotaPh.D. at UCLA in Organizational Behavior. My undergraduate degree
Is in mathematical economics, which is a very different field. My Ph.D. is in Or-
ganizational Behavior. | kind of burned out on mathematics and got more inter-
ested in people and psychology and got a Ph.D. in Organizational Behavior. | met
a very famous man named Dr. Paul Hersey who introduced me to leadership de-
velopment, executive education. | was fortunate enough to follow him around. |
was on the board of the Peter Drucker Foundation for 10 years. I've been blessed
to be around some very great teachers who were the greatest thinkers in my field
in our time.

I:  Would you like to tell us a little bit more about your book?

MG: Well, my book is called MOJO, and it is about that positive spirit toward what
you're doing now that starts from the inside and radiates to the outside. If you

look at my new book  MOJO, it talks about how we find happiness and meaning in
our lives.

| was just a few minutes ago talking to the CEO of the Ford Motor Company, Alan
Mulally, who is a great friend of mine and a wonderful role model for everything |
teach. The leaders | work with that | think are the greatest leaders, are people
who number one are not martyrs or victims. Number two, they are people who
really are focused on enjoying themselves and at the same time making a positive
difference in the world.

The book is about how we can do that, how we can change what we can change
and let go of what we can't change, make peace with what is, and create kind of a
maximum positive experience. | talk about our identity, how we define ourselves
as human beings, our achievement, and | look at achievement in two ways: What
am | bringing to this activity and what's it bringing to me? Then | talk about a
reputation, how other people see us, and then finally acceptance, how we can
learn to accept what is and change what we can change, accept what we can't.


http://www.marshallgoldsmithlibrary.com/

I:  Well | know one of the most important activities you say in the daily life is to rate
yourself on a few areas.

MG: Yes.
I: Can you go into that a little bit?

MG: | do this daily question process, which is really a great idea and helps me keep fo-
cused. Every question is one to ten or a number, and the first question every day is:

On a one to ten scale how happy were you yesterday? On the same one to ten scale,
how meaningful was yesterday?

Then | ask a lot of questions about life. How many minutes did you walk? How many
pushups did you do? How many sit -ups did you do? How much do you weigh? Did you
say or do something nice for your wife or your son or your daughter? Just basic ques-

tions about life. What is great about this process is this helps keeps me focused.

I: 1love it. | really appreciate you taking the time to spend all this time with me and
share with us about where you came from and where you're going.

MG: Well, thank you very much. It was very nice to talk with you, and | hope you and
your readers like my new book.

Thoughts from great thought leaders:

"l love Marshall Goldsmith for lots of reasons: his generous soul, his capacity to bring

out the best in people, his Zen -like ability to create an evocative community - the mark
of a great teacher, and his way of getting people - just about everybody - to laugh their
way into deep and penetrating insights. He is the very model of a professional: reliable,
trustworthy, always "on" and always has your interest at heart."

Warren Bennis - Distinguished Professor of Business, University of Southern California

- best -selling author and the world's most admired thinker about leadership.

"Marshall Goldsmith is the most helpful, practical, business coach in the world today.
He quickly shows you how to get more out of yourself and your business than you ever
thought possible.”

Brian Tracy - internationally known business speaker and advisor - author of 40 books
in 35 languages, including T urbostrategy and Turbocoach .
ol
AWhen | am with him, Mar shall makes
= ter person than | am. And whenever | need a little reminder on a

- x day when | might feel down, I just think of Marshall's favorite
phrase, "Life is good," and things magically get a whole lot better."
M J Jim Kouzes is co -author of the best -seller, The Leadership Chal-
lenge, which has sold over 1.4 million copies and listed in the Wall
How to Get It, .
NG Street Journal as one of ten top executive educators.
How to Keep It,

How to Get it Back ~ More from Dr. Marshall Goldsmith
When You Need it \oi0: How to Get It, How to Keep It, How to Get It Back if

MARSHALL GOLDSMITH You Lose It
: LTI Available at Amazon.com.

me
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Suzi Pomerantz,
MCC

Isan award -winning executive
coach, facilitator, and author with
over 17 years experience coach-
ing leaders in over 135 organiza-
tions internationally. Suzi spe-
cializes in the intersection be-
tween leadership and business
development and helps execu-
tives, teams, and organizations
find clarity in chaos.

She is considered a thought
leader in the coaching industry,
teaching at several of top coach-
ing training schools and pro-
grams. She has served on several
international boards of directors
and advisory boards in the coach-
ing industry, received numerous
awards and has authored 25 pub-
lications about coaching aspects
and business development, in-
cluding her book, Seal the Deal

She is the founder of the Leading
Coaches Center and the L
Clubhouse, and cofounder of the
Library of Professional Coaching.

I:  What role does passion play in
your business, and what are you pas-
sionate about?

SP: You mean besides my little kids?

| am passionate about leadership ex-

cellence and as an executive coach, |

get to play with leaders and teams, so

| get to play with that passion all the

ti me. |l 6m al so really p
stewardship and advancement of the

profession of executive coaching, be-

cause | think therebs ju
found impact to make worldwide by

Impacting business leadership.

I: lagree. | completely agree with
you. How do you inspire others to
change their lives?




SP: You know, ltds such a funny questi on, becaus
out to consciously inspire others, so when you ask that, it gives me pause to think

Twhat do I do to inspire others, because itobs
to set out to do that. Of course, I love hearing that | have inspired others, but |

think what | do is itds about | istening at the
somewhat addicted to possibility. l 6m definite
by possibility, and 1 6édm inspired by people maki

listen for that in other people, and then when | can reflect that back to them |
think they get inspired by their own ability to inspire.

|l think | inspire others by creating and expanc
for them. If | think about as a coach, the work that | do as a coach with leaders
and | eadership teams, that i1itdés about not only

to their otherwise serious endeavors, but really showing them the places where
their resilience and their ability to make a big difference in the world can reach
fruition.

There are a lot of things that inspire me when | think about it. Children, nature,
art, certain McDonailtletesrealotmmer ci al s

I: You say that you coach at the intersection of leadership and business develop-
ment. Where do they intersect?

SP: Leadership and business development really inform each other, so if you

imagine intersecting circles in a Venn diagram with leadership on one side and

business development on the other side, that part where they intersect in the mid-

dl e, thatodos the part where they become seaml es:

For example, if you are a leader in an organization and you need to seamlessly in-

tegrate into your leadership the core principles of business development in order to

know your people, in order to gain followership, in order to promote your ideas to a

board or to employees or to the media, or other constituents or stakeholders,

thereds that intersection on the |l eadership sic

Likewise, if you are in any kind of a sales or business development role, or if you
have a business development aspect to your business or your job, you will be most
effective if you are employing core leadership principles into your business devel-
opment activities such as listening, inspiring, motivating, holding and articulating,
and enrolling vision, instilling confidence, building trust, communicating powerfully,
strategically managing expectations, particularly around executive presence or
leadership brand; all those things that leaders do.

The intersection to me, if you iIimagine a Mobi u:t

where leadership turns into business development and business development turns

into leadership, and they go back and forth and inform each other, | think, at least

in my mind, they are very integrated. Those who are the most successful leaders

are those who pay attention to the business development aspects of leadership,

and those who are most effective in developing business are doing so because

theydre paying attention at the | evel of a | eac
-15- (Continued next page.)



Suzi Pomerantz continued?é

I: 1see. | wantto ask you a couple questions about the coaches. What can coaches
do right now to grow their client base, revenue, and their business?

SP: First and foremost, itbés a great question bec
in the language that | hear coaches talking about, talk about their business as a prac-

tice instead of as a business. First and foremost, what coaches can do is think of their

coaching business as a business and not a practice. For me, the distinction is that a

practice is for medical professionals or mental health professionals, your therapists,

your dentists, your doctor T they have a practice.

|l f youdre thinking of your coaching as a busines
business owner rather than as a practitioner, so
tems, strategies, and structures in a more expan
tice. To me a practice has patients, and a business has clients. A business has sys-

tems. A business has sales strategies and marketing plans. A business has advisors |

maybe an advisory board or a Board of Directors ithings that areno6t rea
practice.

One way to think about it would be, you have a coaching practice maybe if you are an

individual coach who only sells to individual cl
practice. Having a coaching business is if you
selling to teams or youdre coachi n-gn-ae¢indavidualr oader
coaching.
I: Isee. Yourbook, Sealthe Deal, has been very well received, but what are the key
points? Do you mind covering them?
SP: Seal the Deal came out quite a few years ago at this point,
and it still seems to be holding ¢t ch [i s
sort of withstanding the test of time, other than the advent of so-
cial media, which isn't part of Seal the Deal , but Seal the Deal cov-
ers how to systematize your business development efforts. It
looks at the distinctions between networking, marketing, and
sales, the idea being that business development is the broad um-
brella or the three  -legged stool, and the three legs of the stool are fSeal the Deal s a
networking, marketing, and sales, and that you actually have to be coherent and comprehensive
taking activity across all three domains simultaneously in order to Ot D
get the most effective and immediate results from your business Ken Blanchard , Co -author

Lo The One Minute Manager and
development activities. Leading at a Higher Level
| think a lot of times we commingle the language, and we confuse the concepts by talk-
ing about marketing and meaning sales, or talking about marketing but meaning busi-
ness development. We talk about going out to market our coaching business, or | hear
people talk about marketing their practice, so again | go back to think about it as a
business, but i f we understand that marketing 1is
from sales, which is about generating conversations that are specific to developing
business, then 1t6s a matter of wunderstanding th
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SP: The book does a lot about distinguishing networking from marketing from sales,
and looking at how you can take action simultaneously across all three domains for
maximum results, and also how to think about business development as a numbers
game, and some of the mindsets for success, because just like coaching, business de-
velopment is really all about the mindsets. When we look at the mindset of playing

the numbers games and thinking about it as a numbers game, it really comes down to
how to manage our own fear and anxiety.

Il f youdre pursuing five |l eads to create opportu
come through, then you have an emotional attachment to it. You have a reaction.

You have a visceral response, a physiological response; you feel it in your body. If

youdre pursuing 150 | eads and one doesndt come
wallow in it because youbdre onto the next thin
bers game allows you as a coach to manage your own emotion around the business

development process.

k. 1 completely agree with you. Youdve mentionec
stewardship and the advancement of the coaching profession. What have you initiated
to that end?

SP: | think because Iitdéds something that |1 6&dm passi
i nvolved in things that advance the coaching pr
that until someone asked me what | was passionate about and | had to look back and

think, what are all the things that |1 6dve been d
thereds where | | ook to see what am | passionat
| 6ve been volunteering for so many years. Il st

ago and | remember when the local coach organization, which at the time was called
the PTCA, merged with what was the beginning of the ICF, and that was in 1994 or
1995. | remember volunteering in the newly formed ICF for many, many years. |

was in the first round of people who threw in their hat to become an MCC, which was a
very unknown entity at that time and just being created.

| also was involved as aco  -leader of the Executive Coaching Summit for three years. |
attended it for eight years; | think it only existed for ten years. From there, out of the
Executive Coaching Summit, a group of us started creating other things that are now
really thriving like the International Journal of Coaching and Organizations, and | was

one of the cofounding board members of that, and then the International Consortium

for Coaching and Organizations, and | was one of a core group that became the found-

ing board of that.

Then, just | ast year | founded the Leading Coac
|l aunched the Library of Professional Coaching,
Leaders Clubhouse, so thereds always stuff that
and it pursues my passion, but i1itds also about
for the coaching profession. Il think when you
just always doing it. ltds just sort of what |
sarily think about what am | going to go do now just in order to advance the profes-

sion; itbés just what | do.

(Continued next page.)



Suzi Pomerantz continuedé
I: What are the Three Gb6s of sales success?

SP: The Thr da t@&s so funny, Il love to try to thinl
the Three Gb6s to make it easier for people to r
The Three GO0s of sales success that | want to f
Gumption T but there are so many more Go6és that apply
busi ness. Thereds Guts and Griafgoa loekratadll tliefoe wt h  an
cus on sustainable energy as well as green like money i and Grit and Gallantry.

Thereds a | ot of G6és, so when | start playing w
words.

To focus on the Three Go6s, Gratitude, Generosit
- Grattude i s the antithesis to fear, so when itdos c
confidence. Fear is what stops us. Fear paralyzes us, and gratitude is a vehicle for

releasing the energy of the hold that fear has on us, so generating something that

everybody can do in any moment of feeling fear or experiencing anxiety is to stop

and consciously shift the focus to gratitude. What am | grateful for now? What am |

grateful for in this moment? I f I 6m worried ab
can shift to gratitude for the money that | have made. | can shift to gratitude that

|l 6m not homel ess, or gratitude that | have enou
clients coming. Thereds always something to be
releases the energy. When youod6re in fear, youd
can't take action, and so just shifting into gratitude allows you to release that energy

and take action again.

- Generosity |, the second G, is about genuine giving from a philosophy of being a go
-giverinsteadofago -gett er . Thereds a wonder ful book wr
John David Mann, TheGb-Giverg and tbey dctualgare about to re-

lease a new book called Go-GiversSellMore | t hink is the title; 10r

about that. The Go-Giver is a great little book that talks about the Five Laws of

Stratospheric Success. ltés written around a b
cept is that if youdbre giving from a genuine pl
back to you, and often it comes back to you ten
gain, youbre giving from the generous place of
ltds | i ke the Law of Attraction philosophy.
-Then therebés Guwmpitcloni f you | ook gumption up ir
fined as initiative or being enterprising. For me, gumption is really about being pro-

active, and itdés about having the guts to take

Attraction, where you take a strategic action with calculated risks towards manifest-
ing the results that you want.

Those are the Three GOb6s.

I:  Very good. Those are very interesting. Do you have a favorite coaching ques-
tion, or one that comes up more than others when working with executives?



SP: Yes, | do. |l tds so funny because | pay attent

mouth in coaching sessions, because oftenti mes |
attention to as well, so it comes out of my mout
hearing in the client, and some part of my brain goes ooh, take note of that, because

thatdos useful for you, too.

One of the questions that | keep hearing come out of my mouth that | then apply back-
wards to myself in growing my business is:

What conversations do you need to have with whom to get the results you want?

| find that just asking that question to my clients in the middle of the coaching session

usually releases some freedom for them of where
something to move. When they stop to think about if | were to have a conversation

with somebody about getting this result, what conversation do | need to have first of

all, and with whom do | need to have that conversation, and it opens up so much possi-

bility in the coaching conversation.

I: 1 wanted to ask you really quickly, how can those already successful take their busi-
ness to the next level?

SP: I think thereds a number of ways to do that.
with other colleagues is a really important way to do that. Also, looking to collaborate

and do joint ventures with folks who arendt nece
offering in whatever way that looks like, at whatever point your business is right now.

You can always do a joint venture or a collaboration with someone else to either offer

services that compliment yours, or to expand your services to a level or depth or scale

that you wouldndédt be able to do on your own.

| think mastermind groups are a great way to take your business to the next level. |
know there are a number of mastermind groups that are all coaches. | would actually

advocate getting involved in a mastermind group
where theydére not alll coaches. Theydre speakers
and what happens is that | get this wonderful ©cr
their businesses that | try to think about, could that apply to my coaching business.

| 6m not just in a room of people who are dealing
ing with the same industry issues that | am, but
to bear, and wedre able to support each other in

can do for each other.
Learn more from Suzi Pomerantz, MCC
Innovative Influence:

Where Leadership and
Business Development Intersect

The Essentiol Mindssts for Growing

Your Professioncl Services Business Seal the Deal available at Amazon.com

Suzi Pomerontz
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Joyce Lain
Kennedy

is the nation's first
syndicated careers
columnist. Her work,
CAREERS NOW, ap-
pears in more than
100 newspapers and
Web sites.

During her 40 years in
syndication, Joyce has
received 3.9 million
plus reader letters and
e-mails. She has an-
swered for publication
in excess of 5,500
gueries from readers.
She is also author of 8
grounding - breaking
books for the new
technology, bringing
people and jobs to-

gether. Joyce shares
her career wisdom
with Insights:

DEAR JOYCE: Experts

dondt al ways agr ¢
example, expert A says

to send a one -page re-

sume, B says to send a

two - page resume, and C

says dondét send
but get inside the inter-
viewerds office
yourself.

Youbve been writd.i
about career matters for

quite awhile o whatis

your advice about ad-

vice? How do you know

who knows and who

doesndédt know what
are the best moves?

R.H.K.




JK: ' n four words | can sum up much of what |l 6ve |
own.

In the example you give, a new graduate is well -presented in a single  -page resume; an
experienced manager can benefit with two pages; a salesperson may be able to forego a
resume and just sell his or her way into an interview office.

Each expert instruction can be correct for <italics> someone; <end italics> the trick is in
knowing when it has your name on it.

While experts may disagree on strategy or tactics, some years ago | came to the conclu-
sion that absolutism is out and relativity is in.

RED FACE. That realization resulted from an embarrassment in the 1980s while editing a
nationally distributed careers magazine for secondary -school readers. | inserted into an
article the remarkably rotten resume of Juan S., a graduating senior at a local high

school. Not only was his resume disjointed and useless, Juan had decorated it with his

picture d t hi nk mug shot on a wanted poster. Al ongsi de
pl aced sever al fgoodo resume samples and, of cour
latter.

Guess what happened. Yep, Juan was the first person in his graduating class to be hired
for a decent job. Donét ask me whypcalBlerengreexp er i enc
the fact that there are no absolutes in the career adventure.

CLARITY POI NT. Il n emphasi zing the i mportance of
you in career issues, |l 6m not suggesting that qua
does! In hopping along the job -search trail, some experts are demonstrably superior at

hel ping you identify potential employers and or ga

get interviews, then offers. The same is true for overall career management challenges.
Color me immodest, but by now, decades later, | think | know who many of the career -
care stars are and how they think.

So when | donét already have the information | n
track down people whom | consider to be creditable experts, interview them, and close by
asking, AWho else should I be talking to?o0

A reliable and favorite source of expertise comes from The FENG (thefeng.org), a non-
profit 35,000 -member network of financial professionals in transition. A member recently
wrote a note to the group describing the happy conclusion of his successful job search
just in time for the holidays. Here are a few of the things he said.

AAfter an a-mahtheearsh, | rédnhsitioned from an ill -fitting position as a director
of finance to a vice - president position that is a perfect fit for my skill set with excellent

upward mobility. | send this to share a sense of hope and key lessons | picked up along

the way.

- AResist the temptation to allow your gap ©n emp
define yourself by your strengths and successes. Project yourself as a starting player
looking for the right team, rather than someone trying to come off the bench.

-ABe able to clearly and consistently cdomdnhi cat
after jobs that are not a tight fit for your skill set.
-21- (Continued next page.)



Joyce Lain Kennedy continued..
JLK:

- ACreate-wdhifmeros s power groupo that acts as your
ity and brutally honest feedback allowed us to make course corrections and stay moti-
vated.

-NnBui

|l d your networ k by gr @& mdtaskng foftrem.@Once pebpte ot her
reali ze

you care, they become more interested in
WHEN TO MAKE A PERSONAL COURSE CORRECTION

DEAR JOYCE: My small business is teetering, mostly down but with an occasional

burst of recovery. | feel the stress of the economy closing in on me. After 15 years,

| 6m thinking maybe | should rethink what | 6ém doi
sions come and go. So what words of wisdom do you have for me? T No Initials

JJK: The wisdom youbre getting today comes from a
havior, preeminent executive coach and best -selling author Marshall Goldsmith. Written

wi t h Mar k Reiter, GofhidMesmot hdleownew Beodok ] t, How t
Get 1t Back | f(Hyparion), definesemojb ds that positive spirit toward what

we are doing now that starts on the inside and radiates to the outside.

However moj o 6dsinngredfive, peesdnal magnetism, enthusiasm for success o}

Gol dsmithoés new book recognizes that -tmesjlaod.lki | | er
addition to the insecurity of shaky businesses, people are being let go, losing homes

and going bankrupt. Too often, individuals on the receiving end of hard knocks make

serious mistakes if they are paralyzed by advers
back.

MARKING TIME. One of the big errors, Goldsmith explains, is sitting tight without plan-
ning a reasonably intelligent course of action, merely hoping that a negative situation
eventually will turn positive:

AWaiting for t he 0ofiasteadof déabing with thenface as they are 0 isa
common response to a setback. 1 tds the response
refuses to cut costs or lay off workers during a continued downturn because a turn-

around is just around the corner.

Ailtds the response of a shopkeeper in a decaying
product line and his way of doing business even as customers disappear, revenue
shrinks, and neighboring stores shut down. The a

simply vanish. o

AnWhen people wait for discomforting facts to cha
ing, theyodre basically engaging in wishful t hi nk
Management Association names as one of 50 great thinkers and business leaders over

the | ast 80 years. o

So what should you do now? Hereds Goldsmithos ad
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SOLUTI ON. AWhen the facts are not to your | i ki
|l knew that the situation woul d ot get better?
changes in your favor, you havenodét | ost anythin
ready to face the new world. 60

ng
n 6 -
0 g .

MORE MOJO. Download free Mojo iPhone and BlackBerry apps, and take the Mojo survey
at this site:  www.MojoTheBook.com

DEAR JOYCE: s it true that 40 percent of jobs in larger companies are filled from the in-
side by internal transfers and promotions? i T.AT.

JK: 1 6ve heard that figure too. | n f &cupto70pdreceat hear

DEAR JOYCE: | will graduate from college this year. | understand that recruiters may
want to do job interviews with some of us on webcam rather than in an office on campus.
Do you have tips on how to present oneself in a video interview? - J.B.

JLK: View a free Time magazine video filled with stagecraft tips that show you how to set
up flattering lighting, make convincing camera -eye contact, choose colors to wear or avoid,
frame your background and position your body when facing a camera.

This video is a must  -see for jobs seekers of all ages. Google for AHow to Ace a Job
Vi ew on Sokegepted,byBill McGowan, a former news anchor who now trains people
togoon TV.

Additional Career Resources from Joyce Lain Kennedy:

' best practices
d updated! New
apletely revised and upd
i:"s:al the deal and win the offer

Job Interviews

FOR

= s DUMMIES

A Reference
or the

RESLOF Us!

FREE eTips ot dummies.com*

Joyce Lain Kennedy
Natono

Joyce Lain Kennedy H

A Reference for the Rest of Us!' %

Award winning books by Joyce Lain Kennedy available at Amazon.com.

E- mail career questions for possible use in this column to Joyce Lain Kennedy at
Ik@sunfeatures.com . Or mail her at Box 368, Cardiff, CA 92007.
2010 Tribune Media Services, Inc.
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Gary Henson

is the President and Founder of
internationally known Business-
Coach.com since 1989. He has
personally coached over 7,000
business leaders and worked
with 500 organizations and
their employees as an industry
expert business coach.

He is considered a thought
leader in the industry; however,
he is not only a thought leader,
but a continuous student of pro-
fessional business coaching,
and has read over 300 books on
leadership, team - building, rela-
' tionships, and sales. He is rec-
. ognized as a member of the

. Worldwide Association of Busi-
| ness Coaches, the WABC, and
has sat on two expert panels to
develop professional criteria for
the certification of business
coaches worldwide.

I:  Coach Gary, how did you decide
to become a business coach 21
years ago?

GH: Great question. I
if 1 got into business coaching 21
years ago, or business coaching got
into me, but | was taking a number
of personal growth courses and
during the process of learning
about myself and learning how to
grow and expand myself back in
1988 and 1989, | noticed that there
was this part of transformation that
| was interested in, in how people
changed their lives and make a dif-
ference in their lives, and how to
transform oneds | ife
oneds | ife. I got re
with personal growth and human
performance in the workplace.
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GH: At the time | was working in the commercial real estate industry, and | just felt

really, really unsatisfied and incomplete about my career and what | was doing. | was

doing well financially, and | enjoyed real estate, | love playing monopoly at the big

|l evel for real, but | wasnét being fulfilled. T
really aggressive in their behavior and really greedy about money and things that they

wanted to get out of real estate, and | thought this just isn't me.

Along the way, | met a gentleman by the name of Jim Sellman, and he was one of the
authors, the inventors, of business coaching way back in the late sixties, early seven-
ties. | had said to him | thought | wanted to become a consultant, and there was an
opportunity for me to take what I learned in the several business ventures that | had
been involved with and meeting all the different entrepreneurs | met in commercial
real estate that were in the shopping centers and the office complexes that | repre-
sented, and | wanted to help them out and make a difference for these people. | came
up with a form of consulting.

He | ooked at me and he said, AYou dondt want to |
thought was a curious response to my dream being realized verbally, and | said back

to him, Al donodt ? What do | want to be?o0

He says, AYou want to be a business coach. o

As clear today as it was 21 years ago, | still can hear those words thinking wow, that
sounds cool. How do | become that?

| started the process. He started me by lending some of his materials to me and

showing me some things, and | got on the path and | haven't looked back ever since.

|l t6s just been a dream career and something that
business owners and leaders of organizations small, medium, and large.

Il tds an honor and noble profession to really hel]
have them come out on the of other side six months to a year after | began working

with them with completely differently profit margins, completely different attitudes to-

wards their employees, towards their vendors, towards their customers, and really

have them go from struggle in their workplace to looking forward to getting to work

and being passionate about their work again.

I:  Coach Gary, what do your clients look for when they interview you as a business
coach for their business?

GH: Therebés a number of things that they | ook for.
is what they end up getting or wanting, but when we meet people and when we work

with people, a |l ot of times they don'"t know how
the middle of, and what they end up eventually getting to is talking about the strug-
gles that theyodére having in their business. Wh 'y
they and their employees or their businesses are struggling, what the struggles of the
businesses are. They have a dream and a vision,

of what they want their future to turn out like, and what shows up is chaos and strug-
gle and employees that are hard to manage, and it just doesn't end up the same way
that their dream was. (Continued next page.)



Gary Henson continued...

GH: When we interview them, we promise them that

back, and wedre going to make that dream that t
results back, whether ités profits or having th
out of their business, and it shows up in measurable results in ways that are really,

really powerful for them, and encouraging them to go back to the dream and relive the

dream with a whole new fresh set of eyes and a whole fresh new set of tools and skill

sets that they can leverage in this now recast business with new enthusiasm and a new

sense of purpose for them, and new dreams will come true.

h
e

I: Coach Gary, in this economy | imagine that the business coaching industry is having
its share of problems finding new clients to work with. Am | accurate in saying this?

GH: Well, youdre half right, hal f wrong. Youbo
We find that there is less interest in this economy right now Twe find there
est in hiring a coach, but the people that are interested are much more aggressive and

much more anxious to hire a business coach. So
the economy is going, business coaching is getting cut out of budgets here and there,

and thereds | ess organizations to work with, so
as it typically would.

re
6s |

However, when we meet with people and they have
more intense, and people are really noticing that in this economy they can succeed.

They can flourish. They can actually move forward, like my landscaping client who is

going to have his best year ever this year, and the reason is, is this magic word again,

transformation.

They need to understand that when the market moves, when the economy changes,

when money is more available, less available, when employees are more or less avail-

able, depending on the economic ups and downs, the peaks and the valleys of where

the economy and business and industry goes,
when youodre transforming yourself, when youbo
youbre not staying stagnant, when youdre ope
side of the paradigm that youbve been thinki
thinker, every downturn in an economy presents an upturn in upside potential or new
opportunities. |l tés up to us as business | e
what 6s the opportunity right now. What 6s th
this particular moment, or you end up being a victim to the economy, and you just roll

over and you take what you can get. |l tds a choi
that are making the tough choices in this economy are coming out ahead and making

more money now than they did in previous years.

. Thank you. Coach Gary, what is the thing youbr
21+ years you have been a business coach?

GH: 1 would say, if | were to answer in a sentence, | would say making a difference in
people's lives. My landscaping client is the perfect example, working less hours in a
tougher economy would be a transformational process.
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GH: I just |l ove seeing the smile on peoplebds faces
right from the very first time that | meet them, and have them see that they sold out on
their vision because of overwhelm, because other people told them they were working too

hard or they didndét have the ability to do it, or
tions of their business or their employees, and they sold out, and | helped them get that
back, and itdés just such a great thing.

Making a difference for people like that I think, is what gets me up in the morning, anxious
to go to work, and anxious to work with customers and train business coaches. We love
training and certifying business coaches because

youbdbre doing the kind of work that we do, and t ha
six or seven figures as an annual i ncome, no bone
the money, but if youbre making a difference for
culture.

| found a new passion in this last ten years, and that is in training and certifying business

coaches and helping them see how to make a difference for people and get paid what they
deserve. ltés just an absolute blast, . We t ook
of it, and people tell us that they love it and that they do in fact understand how to make a

six or seven -figure income, depending on how hard they want to work.

. Gary, | know that youdre a huge philanthropist,
too, so please share with us your life goal and something a little bit about your charities

that youdbre involved with.

GH: Boy, short answer to that one?!? First of all/l
Christian, and one of the things about my | ife th

and through my faith is, is that tithing is the equivalent or synonymous with ten percent.
| believe everybody needs to look at either their company and/or their personal income.

They should set aside whatever they feel comfort a
cent, but whatever they feel comfortable with in tithing or giving back to their church or

their synagogue, or back into the community if th
I feel good about it. I | ove doing it; but mor e
two different nonprofits. I |l ove giving to them
role of the coach, sometimes | have to button up my mouth and just wear the Board of

Directors hat. | 6m al so on and involved with oth

of my time, and frankly sometimes people come through and they can't afford us and |
help them anyway and spend some time getting them back on track anyway.

|l just think itdéds part of 1ife. You get out of |
great time that we live in Tyou get so much out of life, why wa
back? Il find that every time | give something ba
greatness.

Learn more about Garyods neyv 5

for developing winning organizations and suc- B“Si“mcnﬂﬂh.num

cessful business coaches. \
www.businesscoach.com
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Kendall SummerHawk

passionately believes you deserve to be finan-

cially successful by fulfillin
purpose via a thriving business and that making

great money is an important part of your spiri-

tual path.

She is the author of the book Brilliance Unbri-

dled and many bestselling home study pro-

grams such as How To Charge What Yol
Worth and Get It!, Seven Money Mindsets and

Pricing Strategy Secrets of the Authentic Million

Dollar Coach, and How to Add Six Figures To

Your Business Practically Overnight With Lucra-

tive, High -End Platinum Style Coaching Pro-

grams. Kendall 6s business is the
of creating a seven figure business.

I:  Thank you for joining us. What stops most entre-
preneurs from charging what th

KS: Yes, this is a great question. What stops most
entrepreneurs from <charging \
number one is comparing themselves to others and

most of the time when entrepreneurs compare them-

selves to others guess who ends up with the short

end of the stick? They donoéi
and say okay, great, |l 6m mor e
than they are or this or that, and | should charge

more. They usually compare themselves and then

say oh gosh, I donét have tha
dondt have that | evel of credi
themselves down and they end up really suppressing

their fees.

| think there are a multitude of reasons why entre-

preneurs really stop themselves from charging what
theydore worth and another reas
really common is not understanding the true value of

what they do. They look at the mechanical pieces of

what they do, like how much time they spend with

somebody or you know, just those kind of mechanical

things, the features, the logistical pieces, and then

they look and say well, that can't be worth that

much. What they really want to be looking at, of

cour se, i S what o6s t he val ue
theydre creating for their cli
that transformation?



