


 

Insights Magazine is Published Monthly.  

In upcoming issues:   

 
May: Marcia Wieder, CEO, Dream University  
June: Jack Canfield, Americaôs Success Coach,  

July: Ali Brown, CEO, Ali International  
August: Deepak Chopra, MD, Leader in Mind/Body Medicine  

 
Subscribe ðAdvertise ðMade Insights Your Own  

We will brand Insights for you as your own publication!  
Circulation: 17,800  

Insights also downloadable & available in Print.  Coming soon on Kindle!  
 

Insights Magazine is a member of  
Expert Insights Ê Family of Opportunity In Action :  

The Coaches Edge: Extraordinary Events  

The Coach Exchange & Ask tce: Network and Showcase Venues  
The Coaches Concierge: Client Attraction and Retention   Programs  

Expert Insights Academy: iLearning Expert Courses and Faculty Posts  
 

 
 

 

 
 

 

www.getei.com  

 

Publisher: Expert Insights Ê, Charlotte, NC 28213    Publisher@GetExpertInsights.com  

http://www.autowebbusiness.com/SecureCart/SecureCart.aspx?mid=BDC68166-BBA5-4FA7-A932-BD21C76F48A7&pid=369d936b8fb44f28a08d38971aa25a4c&bn=1
http://www.getei.com/advertise-in-insights-magazine.html
http://www.getei.com/brand-as-your-own-publication.html
http://www.getei.com/insights.html
mailto:mailto:Publisher@GetExpertInsights.com?subject=Insights%20Magazine


Message from the Publisher, Viki Winterton:  
 

Insights Magazine brings you leading experts in coaching and empowerment,  

sharing their wisdom, vision, secrets of success and  
 personal defining moments of inspiration.  

We hope you will enjoy our new Insights each month.  

 

 

 

 

 
In This Issue:  

Jan  Kearce, VP Sustainability for The Nebo Company:  
Take a stand ï make a difference for a future that fully honors all life.  Page 4  

 
Marshall Goldsmith, Worldwide Authority on Leadership:  

MOJO- how we find happiness and meaning in our lives . Page 8  

Suzi Pomerantz, Award - winning Executive Coach:  
Seal the Deal -  the three Gôs of sales success. Page 14  

Joyce Lain Kennedy, Renown Careers Author and Syndicated Columnist  
Career wisdom -  bringing people and jobs together.  Page 20  

 
Gary Henson, Thought Leader of Professional Business Coaching:  

Transformation -  from chaos and struggle to realizing your vision .   Page 24  
 

Kendall SummerHawk, Million Dollar Marketing Coach  
 Finding success by fulfilling your soulôs divine purpose.  Page 28  

 
Dr. TC North, High - performance Consultant to Champions :  

The success formula of Olympians and leaders ðmake fear work for you . Page 36  
 

Dr. Joan King, Neuroscientist, MCC, Visionary, & Author,  and   

Kevin Fleming, PhD, President & CEO of Grey Matters International  
Brain ðMindðBody Connection Series, Part 1, Tapping into our greatness. Page 42  

 
Insights Special Event:  

 Viktor Grant,  Breakthrough Internet Communications Expert  
Cool Hi -Tech Tools -  Website Makeover Pages 54  

 
Insights Expert Directory and Resources Pages 55 & 56  

 

A special thank you to Coach & Media Personality, Stacy Chadwell, Las Vegas, NV, USA  



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 I pick up a 
newspaper or open my laptop, I am 

immediately confronted by all the 

ñproblemsò we face around the earth.  
From health care and global warming 

to trafficking of girls, water short-
ages, and destruction of the best air 

scrubber on the planet ï 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 ï 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?  

 
JK: Itôs all about making connections 

through experiences.  
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JK: When I 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?  

 
JK: The traditional definition of sustainability refers to meeting societyôs present 

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-

nomic disaster. Thereôs a balance that must be achieved to move from surviving to 
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. Itôs an exciting, challenging and vital place to stand. Our 

services focus on creating openings for leaders to take that stand and supporting 
them on their path to achieving their vision.  

 
We are most excited about our ñInto the Fieldò re-

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 
more sustainable future. Our adventures will take us 

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 ï 

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 ï 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 all heard ñlead from every chair.ò We can lead the way to 

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

 
I have worked with those leadersémany are weary and discouraged, yet remain cau-

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 will energize global sustainability efforts. Thatôs a key role for us to play. 

 
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?  

 
JK: ñInto the Field Retreatsò and our journey to the rainforest has many parents. My ex-

periences at Outward Bound, an organization that focuses on nurturing character devel-
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.  
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JK: I want to help people write a new chapter in their story ï one that supports their per-

sonal sustainability and our planet. I have met with many coaches who feel the same 
way.  

 
I:  What do you believe is possible?  

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

every day when I hear the news. So, whatôs possible? I believe that each of us can decide 
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.  

 
I also believe we can answer the questions posed by Drew Dellinger in the ñHieroglyphic 

Stairway.ò 
ñItôs 3:23 in the morning and Iôm awake because my great great-grandchildren wonôt let 

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?ò 

 
I: What are you most looking forward to?  

 
JK: Right now, I am looking forward to 

being in the rainforest with people who 
are awakening to new possibilities in an 

incredibly rich, beyond measure, natural 
environment. I am excited about sharing 

the journey and creating the potential for 
coaches to lead for sustainability. And, of 

course, I 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 ñCoaching for Sustainabilityò and  ñInto the Field 
Retreatsò 

www.nebocompany.com/coaches/retreats  
www.nebocompany.com/sustainability  

 

http://www.nebocompany.com/coaches/retreats
http://www.nebocompany.com/sustainability


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:  I 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 I 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 I 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 I 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 I did another one, which is the new book called MOJOtweet , and that's a 

tweetbook, and I think it is one of the first tweetbooks ever written.  The entire book, 
MOJO, 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:  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 question.  You say, ñHere's what I want to 

get better at.  Please don't give me feedback about the past, give me ideas for the fu-
ture.ò  You get ideas for the future, and the rule is you can't judge or critique the ideas.  

You listen to the ideas, you be quiet, you take notes, and you say ñThank you.ò   

I've done this exercise with thousands of people around the world, and I often do it in 
large groups.  At the end of the exercise I say to the group, ñGive me one word that 

would describe this exercise.  This exercise was ____.ò   People say, "Positive, useful, 
helpful" or even "fun."   

Then I say, ñWell, what's the last word you think to describe any feedback activity?ò  

"Fun."   

Then I ask people, ñWhy do people define it to be fun and positive and helpful?ò  They 
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.  I got to pick one of them I wanted to im-
prove."                                                                                          
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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 great idea.  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.  I wrote this article with my daughter, 
Dr. Kelly Goldsmith, who is a professor at the Northwestern University Kellogg School.   

One of the reasons we give up is, ñIt's harder than I thought.  It sounded simple when 
we started out, but this requires a lot of effort.ò  Another one is, ñIt takes too long; I'm 

not sure that it's worth it, putting in all this time.ò   

The next one is ownership.  People that really didn't take full responsibility, ñWell, I was-
n't sure that it would work out, so I just thought maybe that it was kind of a waste of 

time anyway.ò   

Another one is distraction; this is probably the most common.  ñI really would like to 
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.ò   

Another one is rewards.  ñWhy am I working so hard?  I didn't make any more money 
anyway, so why am I killing myself?ò   

Finally, maintenance.  Once we get better at something then we want to say, ñWell, I've 

lost weight, so now I can drink some beer and eat pizza,ò as opposed to saying this is a 
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.  I heard you have the key on how to stop destruc-
tive comments, and gossip, and other bad habits.  

MG:  Well, one of the things I use is called using small amounts of money to create large 
changes in behavior.  What I do is I 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 I use it for is for stubborn people.  I say you get fined if you start a sen-

tence with 'No', 'But', or 'However'.  One of my clients, I was reviewing his 360 -
feedback, and he said, "But Marshall."  I said, ñThat's free.  If I ever talk to you again 

and you start a sentence with no, but, or however, I'm going to fine you $20.ò  He said, 

"But Marshall."  I said ñ$20.ò  He said, "No."  I said, ñ$40.ò  He said, "No, no, no."     
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MG:  Sixty, eighty, one hundred ï 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.  I 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, I 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.  I used to be 

sarcastic and make these little snide comments, and I started getting fined.  The first day 

it was $50, second day $30, third day it was $10, and do I still get fined?  Yes, but have I 

gotten better?  Much better.  

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

MG:  In my coaching process, I 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, I 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 I 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, I feel like if I 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?  I mean, you are the endless posi-

tive change information gentleman.                                             (Continued next page.)  



Dr. Marshall Goldsmith  continuedé 

MG: I have nine clients right now; I can't work with any more, and the coaching 
process number one is where I learn everything.  I learn so much from coaching; I 

learn far more from my clients than they learn from me.  Two, it has the deepest 

impact, because I work with people for long periods of time.  Then I do teaching.  
Teaching is what I enjoy doing the most; speaking in front of groups and teaching.  

That has what I call more of a moderate impact, but I enjoy doing it the most, and 
I reach a moderate number of people.   

 
Then I have writing.  Writing has the broadest impact, probably not as deep as 

coaching or teaching, but it's very broad, and in writing, I 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 I 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 ï 4.265 mil-
lion times.  

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

 

MG:  I got a Ph.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.  I kind of burned out on mathematics and got more inter-
ested in people and psychology and got a Ph.D. in Organizational Behavior.  I met 

a very famous man named Dr. Paul Hersey who introduced me to leadership de-
velopment, executive education.  I was fortunate enough to follow him around.  I 

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.   
 

I 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 I 

teach.  The leaders I work with that I 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.  I talk about our identity, how we define ourselves 

as human beings, our achievement, and I look at achievement in two ways:  What 
am I bringing to this activity and what's it bringing to me?  Then I 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 I 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:  I 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 I 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: I love it.  I 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 I hope you and 
your readers like my new book.  

 
Thoughts from great thought leaders:  

"I 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 .  

 
ñWhen I am with him, Marshall makes me feel that I can be a bet-

ter person than I am. And whenever I need a little reminder on a 
day when I might feel down, I just think of Marshall's favorite 

phrase, "Life is good," and things magically get a whole lot better."  
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 
Street Journal as one of ten top executive educators.  

 

More from Dr. Marshall Goldsmith  

Mojo: How to Get It, How to Keep It, How to Get It Back if 

You Lose It  
Available at Amazon.com.  

http://www.marshallgoldsmithlibrary.com/html/marshall/Marshall-Goldsmith.html
http://www.amazon.com/gp/product/1401323278?ie=UTF8&tag=httpwwwthecoa-20&linkCode=xm2&camp=1789&creativeASIN=1401323278


Suzi Pomerantz, 

MCC 

is an 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 Leaderôs 
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?  
I am passionate about leadership ex-

cellence and as an executive coach, I 
get to play with leaders and teams, so 

I get to play with that passion all the 
time.  Iôm also really passionate about 

stewardship and advancement of the 
profession of executive coaching, be-

cause I think thereôs just such a pro-
found impact to make worldwide by 

impacting business leadership.  

I:  I agree.  I completely agree with 
you.  How do you inspire others to 

change their lives?  



SP:  You know, itôs such a funny question, because I donôt know that I actually set 

out to consciously inspire others, so when you ask that, it gives me pause to think 
ï what do I do to inspire others, because itôs not like I have a strategy that I follow 

to set out to do that.  Of course, I love hearing that I have inspired others, but I 
think what I do is itôs about listening at the soul level.  I think itôs about being 

somewhat addicted to possibility.  Iôm definitely a possibility person.  Iôm inspired 
by possibility, and Iôm inspired by people making a big difference in the world, so I 

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

 
I think I inspire others by creating and expanding and highlighting whatôs possible 

for them.  If I think about as a coach, the work that I do as a coach with leaders 
and leadership teams, that itôs about not only bringing some lightness and freedom 

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 I think about it.  Children, nature, 

art, certain McDonaldôs commercials ï there are a lot.  
 

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-

dle, thatôs the part where they become seamless operationally. 
 

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, 
thereôs that intersection on the leadership side. 

 
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 imagine a Mobius strip thatôs animated and moving 

where leadership turns into business development and business development turns 
into leadership, and they go back and forth and inform each other, I 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 

theyôre paying attention at the level of a leader.  
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Suzi Pomerantz  continuedé 

I:  I see.  I want to 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, itôs a great question because I think a lot of coaches, at least 
in the language that I 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 ï they have a practice.   

 
If youôre thinking of your coaching as a business, youôre going to operate more as a 

business owner rather than as a practitioner, so youôll consider things like business sys-
tems, strategies, and structures in a more expanded view than if youôre building a prac-

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 ï  

maybe an advisory board or a Board of Directors ï things that arenôt really there in a 
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 clients.  Maybe thatôs the distinction of a 

practice.  Having a coaching business is if you are selling into organizations, or youôre 
selling to teams or youôre coaching at a broader level than the one-on-one individual 

coaching.  
 

I:  I see.  Your book, Seal the 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 true, which is interesting that itôs 
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 

networking, marketing, and sales, and that you actually have to be 
taking activity across all three domains simultaneously in order to 

get the most effective and immediate results from your business 
development activities.   

 
I 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 I hear 

people talk about marketing their practice, so again I go back to think about it as a 
business, but if we understand that marketing is a preparational activity and itôs distinct 

from sales, which is about generating conversations that are specific to developing 
business, then itôs a matter of understanding the distinctions between all three.    
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ñSeal the Deal is a cogent, 
coherent and comprehensive 
approach to business devel-
opment. Don't miss it!ò 
Ken Blanchard , Co -author 
The One Minute Manager  and 
Leading at a Higher Level  

http://www.amazon.com/gp/product/0874259347?ie=UTF8&tag=httpwwwthecoa-20&linkCode=xm2&camp=1789&creativeASIN=0874259347


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.   

 
If youôre pursuing five leads to create opportunities to coach, and one of those doesnôt 

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 

youôre pursuing 150 leads and one doesnôt come through, you donôt really have time to 
wallow in it because youôre onto  the next thing.  Itôs onward and upward.  The num-

bers game allows you as a coach to manage your own emotion around the business 
development process.   

 

I:  I completely agree with you.  Youôve mentioned that you are passionate about 
stewardship and the advancement of the coaching profession.  What have you initiated 

to that end?  
 

SP:  I think because itôs something that Iôm passionate about, Iôve just always been 
involved in things that advance the coaching profession, and I donôt think I understood 

that until someone asked me what I was passionate about and I had to look back and 
think, what are all the things that Iôve been doing that I donôt get paid to do, because 

thereôs where I look to see what am I passionate about.   
 

Iôve been volunteering for so many years.  I started my coaching business 17 years 
ago and I 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.  I remember volunteering in the newly formed ICF for many, many  years.  I 

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.  
  

I also was involved as a co - leader of the Executive Coaching Summit for three years.  I 
attended it for eight years; I 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 I was 

one of the cofounding board members of that, and then the International Consortium 
for Coaching and Organizations, and I was one of a core group that became the found-

ing board of that.   
 

Then, just last year I founded the Leading Coachesô Center, and with some partners 
launched the Library of Professional Coaching, and right now weôre working on the 

Leaders Clubhouse, so thereôs always stuff that Iôm engaged in just because itôs fun 
and it pursues my passion, but itôs also about advancing and doing things for coaches, 

for the coaching profession.   I think when youôre passionate about something, youôre 

just always doing it.  Itôs just sort of what I do and who I am, and I donôt really neces-
sarily think about what am I going to go do now just in order to advance the profes-

sion; itôs just what I do.  
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Suzi Pomerantz  continuedé 

I:  What are the Three Gôs of sales success?   
 

SP:  The Three Gôs ï itôs so funny, I love to try to think of what are the Three Côs or 

the Three Gôs to make it easier for people to remember. 
 

The Three Gôs of sales success that I want to focus on are Gratitude, Generosity, and 
Gumption ï but there are so many more Gôs that apply to success and growing a 

business.  Thereôs Guts and Grace and Growth and Green ï if you look at all the fo-
cus on sustainable energy as well as green like money ï and Grit and Gallantry.  

Thereôs a lot of Gôs, so when I start playing with it, my creativity explodes with G 
words.   

 
To focus on the Three Gôs, Gratitude, Generosity, and Gumption: 

-  Gratitude  is the antithesis to fear, so when itôs combined with resilience it creates 
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 I grateful for now?  What am I 

grateful for in this moment?  If Iôm worried about not making enough money, then I 
can shift to gratitude for the money that I have made.  I can shift to gratitude that 

Iôm not homeless, or gratitude that I have enough to eat, or gratitude that there are 
clients coming.  Thereôs always something to be grateful for, and what that does is it 

releases the energy.  When youôre in fear, youôre paralyzed, youôre stopped, and you 
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
-giver instead of a go -getter.  Thereôs a wonderful book written by Bob Berg and 

John David Mann, and itôs called The Go -Giver , and they actually are about to re-
lease a new book called Go-Givers Sell More I think is the title; Iôm not exactly sure 

about that.  The Go-Giver  is a great little book that talks about the Five Laws of 
Stratospheric Success.  Itôs written around a business parable, and the whole con-

cept is that if youôre giving from a genuine place, then what happens is it all comes 

back to you, and often it comes back to you tenfold; but youôre not giving in order to 
gain, youôre giving from the generous place of giving, and yet you do gain from it.  

Itôs like the Law of Attraction philosophy. 
 

-  Then thereôs Gumption, which if you look gumption up in the dictionary itôs de-
fined as initiative or being enterprising.  For me, gumption is really about being pro-

active, and itôs about having the guts to take action.  Itôs kind of Part 2 of the Law of 
Attraction, where you take a strategic action with calculated risks towards manifest-

ing the results that you want.   
 

Those are the Three Gôs. 
  

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, I do.  Itôs so funny because I pay attention to what I hear coming out of my 

mouth in coaching sessions, because oftentimes I find that itôs stuff that I need to pay 
attention to as well, so it comes out of my mouth completely in service to whatever Iôm 

hearing in the client, and some part of my brain goes ooh, take note of that, because 
thatôs useful for you, too.   

 
One of the questions that I keep hearing come out of my mouth that I 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?   
I find that just asking that question to my clients in the middle of the coaching session 

usually releases some freedom for them of where theyôve been stuck around getting 
something to move.  When they stop to think about if I were to have a conversation 

with somebody about getting this result, what conversation do I need to have first of 
all, and with whom do I need to have that conversation, and it opens up so much possi-

bility in the coaching conversation.  

 
I:  I wanted to ask you really quickly, how can those already successful take their busi-

ness to the next level?  
 

SP:  I think thereôs a number of ways to do that.  I think collaborating and joining up 
with other colleagues is a really important way to do that.  Also, looking to collaborate 

and do joint ventures with folks who arenôt necessarily colleagues, so expanding your 
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 wouldnôt be able to do on your own.   
 

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

advocate getting involved in a mastermind group like mine.  Iôm in a mastermind group 

where theyôre not all coaches.  Theyôre speakers, theyôre authors, theyôre consultants, 
and what happens is that I get this wonderful crosspollination of what theyôre doing in 

their businesses that I try to think about, could that apply to my coaching business.  
Iôm not just in a room of people who are dealing with the same challenges I am or deal-

ing with the same industry issues that I am, but theyôre bringing their own challenges 
to bear, and weôre able to support each other in different ways beyond what coaches 

can do for each other.   
 

Learn more from Suzi Pomerantz, MCC  
 

Innovative Influence:   
Where Leadership and  

Business Development Intersect  

 

 
          Seal the Deal available at Amazon.com  

http://www.suzipomerantz.com/
http://www.amazon.com/gp/product/0874259347?ie=UTF8&tag=httpwwwthecoa-20&linkCode=xm2&camp=1789&creativeASIN=0874259347


Joyce Lain 

Kennedy  

is the nation's first 
syndicated careers 

columnist. Her work, 
CAREERS NOW, ap-

pears in more than 
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During her 40 years in 

syndication, Joyce has 
received 3.9 million 
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grounding - breaking 
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gether. Joyce shares 

her career wisdom 
with Insights:  

 
DEAR JOYCE: Experts 

donôt always agree. For 
example, expert A says 

to send a one -page re-
sume, B says to send a 

two -page resume, and C 
says donôt send a resume 

but get inside the inter-
viewerôs office and sell 

yourself.  
 

Youôve been writing 

about career matters for 
quite awhile ð what is 

your advice about ad-
vice? How do you know 

who knows and who 
doesnôt know what really 

are the best moves? ï 
R.H.K.  

      
               -20 -  

 



 JLK: In four words I can sum up much of what Iôve learned about careers: to each his 

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 I 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.  I 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 ð think mug shot on a wanted poster. Alongside Juanôs  ñbadò resume sample , I 

placed several ñgoodò resume samples and, of course,  exhorted  readers to emulate the 
latter.  

Guess what happened. Yep, Juan was the first person in his graduating class to be hired 

for a decent job. Donôt ask me why. The experience was a wake-up call, alerting me to 
the fact that there are no absolutes in the career adventure.  

 CLARITY POINT.  In emphasizing the importance of relativity in deciding whatôs right for 

you in career issues, Iôm not suggesting that quality of knowledge doesnôt matter. It 
does! In hopping along the job -search trail, some experts are demonstrably superior at 

helping you identify potential employers and organize your information to assure youôll 
get interviews, then offers. The same is true for overall career management challenges. 

Color me immodest, but by now, decades later, I think I know who many of the career -
care stars are and how they think.  

 So when I donôt already have the information I need to respond to a readerôs question, I 

track down people whom I consider to be creditable experts, interview them, and close by 
asking, ñWho else should I be talking to?ò   

 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.  

ñAfter an arduous 19-month search, I transitioned 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. I send this to share a sense of hope and key lessons I picked up along 
the way.  

 --  ñResist the temptation to allow your gap in employment to define you negatively ð 

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.  

 --  ñBe able to clearly and consistently communicate your value proposition ð donôt chase 

after jobs that are not a tight fit for your skill set.                          
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Joyce Lain Kennedy continued..  

 JLK :  

--  ñCreate a ñno-whiners power groupò that acts as your board of advisers. Accountabil-
ity and brutally honest feedback allowed us to make course corrections and stay moti-

vated.  

 -- ñBuild your network by granting favors to others ð not asking for them. Once people 
realize you care, they become more interested in your success. Good luck to all.ò 

WHEN TO MAKE A PERSONAL COURSE CORRECTION  

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

burst of recovery. I feel the stress of the economy closing in on me.  After 15 years, 
Iôm thinking maybe I should rethink what Iôm doing with my future. Youôve seen reces-

sions come and go. So what words of wisdom do you have for me? ï No Initials  

JLK: The wisdom youôre getting today comes from a famous shaper of successful be-

havior, preeminent executive coach and best -selling author Marshall Goldsmith. Written 

with  Mark Reiter, Goldsmithôs new book, ñMojo: How to Get It, How to Keep It, How to 
Get It Back If You Lose Itò (Hyperion), defines mojo as that positive spirit toward what 

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

However mojoôs defined ð inner drive, personal magnetism, enthusiasm for success ð 

Goldsmithôs new book recognizes that mojo killers are loose in our hard-times land. In 

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 adversity and donôt  act to get their mojo 
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:  

ñWaiting for the facts to change ð instead of dealing with the facts as they are ð is a 
common response to a setback. Itôs the response of the owner of a dying business who 

refuses to cut costs or lay off workers during a continued downturn because a turn-

around is just around the corner.  

ñItôs the response of a shopkeeper in a decaying part of town who gamely sticks to his 

product line and his way of doing business even as customers disappear, revenue 
shrinks, and neighboring stores shut down. The area will come back, he thinks; it canôt 

simply vanish.ò 

ñWhen people wait for discomforting facts to change into something more to their lik-
ing, theyôre basically engaging in wishful thinking,ò says the man whom the American 

Management Association names as one of 50 great thinkers and business leaders over 
the last 80 years.ò 

So what should you do now? Hereôs Goldsmithôs advice: 
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 SOLUTION.  ñWhen the facts are not to your liking, ask yourself, óWhat path would I take if 

I knew that the situation would not get better?ô Then get ready to do that. If the world 
changes in your favor, you havenôt lost anything. If the facts do not change, you are more 

ready to face the new world.ôò 
 

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

 
DEAR JOYCE:  Is it true that 40 percent of jobs in larger companies are filled from the in-

side by internal transfers and promotions? ï T.A.T.  
      

JLK: Iôve heard that figure too.  In fact, Iôve heard even higher figures ð up to 70 percent     
 

DEAR JOYCE:  I will graduate from college this year. I 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 ñHow to Ace a Job Inter-

view on Skype,ò presented by Bill McGowan, a former news anchor who now trains people 
to go on TV.  

      
Additional Career Resources from Joyce Lain Kennedy:  

 
 

 
 

 

 
 

 
 

 
 

 
 

 
 

 
 

 
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 
jlk@sunfeatures.com . Or mail her at Box 368, Cardiff, CA 92007.  
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internationally known Business-
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I:  Coach Gary, how did you decide 

to become a business coach 21 
years ago?   

 
GH:  Great question.  I donôt know 

if I got into business coaching 21 
years ago, or business coaching got 

into me, but I 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, I noticed that there 
was this part of transformation that 

I was interested in, in how people 
changed their lives and make a dif-

ference in their lives, and how to 
transform oneôs life or parts of 

oneôs life.  I got really fascinated 
with personal growth and human 

performance in the workplace.   
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GH:  At the time I was working in the commercial real estate industry, and I just felt 

really, really unsatisfied and incomplete about my career and what I was doing.  I was 
doing well financially, and I enjoyed real estate, I love playing monopoly at the big 

level for real, but I wasnôt being fulfilled.  The people that I was working with were 
really aggressive in their behavior and really greedy about money and things that they 

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

Along the way, I 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.  I had said to him I thought I wanted to become a consultant, and there was an 
opportunity for me to take what I learned in the several business ventures that I had 

been involved with and meeting all the different entrepreneurs I met in commercial 
real estate that were in the shopping centers and the office complexes that I repre-

sented, and I wanted to help them out and make a difference for these people. I came 
up with a form of consulting.   

 

He looked at me and he said, ñYou donôt want to be a business consultant.ò  Which I 
thought was a curious response to my dream being realized verbally, and I said back 

to him, ñI donôt?  What do I want to be?ò   
 

He says, ñYou want to be a business coach.ò   
 

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

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

showing me some things, and I got on the path and I haven't looked back ever since.  
Itôs just been a dream career and something that to me, itôs an honor to work with 

business owners and leaders of organizations small, medium, and large.   
 

Itôs an honor and noble profession to really help people transform their businesses and 

have them come out on the of other side six months to a year after I 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:  Thereôs a number of things that they look for.  Itôs never what they're looking for 

is what they end up getting or wanting, but when we meet people and when we work 
with people, a lot of times they don't know how to language what it is that theyôre in 

the middle of, and what they end up eventually getting to is talking about the strug-
gles that theyôre having in their business.  Why they are struggling personally or why 

they and their employees or their businesses are struggling, what the struggles of the 

businesses are.  They have a dream and a vision, and itôs a beautiful, idealistic picture 
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 weôre going to bring that dream 
back, and weôre going to make that dream that they had a reality.  Weôre going to bring 

results back, whether itôs profits or having them work less hours, or take the struggle 

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.  
 

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

 
GH:  Well, youôre half right, half wrong.  Youôre not completely accurate in saying it.  

We find that there is less interest in this economy right now ï we find thereôs less inter-
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 in one sense  youôre right, in the way 
the economy is going, business coaching is getting cut out of budgets here and there, 

and thereôs less organizations to work with, so our phone is not ringing quite as much 

as it typically would.   
 

However, when we meet with people and they have conversations with us, itôs been far 
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, thereôs opportunities all the while, and 

when youôre transforming yourself, when youôre transforming your business, when 
youôre not staying stagnant, when youôre open to new possibilities, when you think out-

side of the paradigm that youôve been thinking inside of, when youôre an extraordinary 

thinker, every downturn in an economy presents an upturn in upside potential or new 
opportunities.  Itôs up to us as business leaders and business coaches to locate and find 

whatôs the opportunity right now.  Whatôs the opportunity in this particular market at 
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.  Itôs a choice that we all need to make, and people 
that are making the tough choices in this economy are coming out ahead and making 

more money now than they did in previous years.  
 

I: Thank you.  Coach Gary, what is the thing youôre most proud of accomplishing in the 
21+ years you have been a business coach?  

 
GH:  I would say, if I were to answer in a sentence, I 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 love seeing the smile on peopleôs faces,  when they get that transformation 

right from the very first time that I 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 didnôt have the ability to do it, or that they shouldnôt have such high expecta-
tions of their business or their employees, and they sold out, and I helped them get that 

back, and itôs 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 Iôm very passionate about that as well.  If 
youôre doing the kind of work that we do, and that we teach people, you should be making 

six or seven figures as an annual income, no bones about it, and itôs not that itôs all about 
the money, but if youôre making a difference for organizations, if youôre transforming the 

culture.   
 

I 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.  Itôs just an absolute blast,.  We took our methodology and created a training out 

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.  

 
I:  Gary, I know that youôre a huge philanthropist, and I think it is important to give back 

too, so please share with us your life goal and something a little bit about your charities 
that youôre involved with. 

 
GH:  Boy, short answer to that one?!?  First of all, I want you to know that Iôm a believing 

Christian, and one of the things about my life that Iôve learned, and it was the hard way, 
and through my faith is, is that tithing is the equivalent or synonymous with ten percent.   

I believe everybody needs to look at either their company and/or their personal income.  
   

They should set aside whatever they feel comfortable with.  In my case, itôs over ten per-

cent, but whatever they feel comfortable with in tithing or giving back to their church or 
their synagogue, or back into the community if thatôs what they feel committed to doing.   

I feel good about it.  I love doing it; but more than that, Iôm on the Board of Directors of 
two different nonprofits.  I love giving to them and helping them, and sometimes Iôm the 

role of the coach, sometimes I have to button up my mouth and just wear the Board of  
Directors hat.  Iôm also on and involved with other nonprofit organizations and donate a lot 

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

 
I just think itôs part of life.  You get out of life greatness and this great country and this 

great time that we live in ï you get so much out of life, why wouldnôt you want to give 
back?  I find that every time I give something back, Iôm the one that receives the  

greatness.   
 

Learn more about Garyôs never ending passion 

for developing winning organizations and suc-
cessful business coaches.  

www.businesscoach.com  

http://www.businesscoach.com/go/bc/index.cfm


Kendall SummerHawk  

passionately believes you deserve to be finan-
cially successful by fulfilling your soulôs divine 

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 Youôre 

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.  Kendallôs business is the perfect model 

of creating a seven figure business.   
 

I:  Thank you for joining us.  What stops most entre-

preneurs from charging what theyôre worth? 

KS:   Yes, this is a great question.  What stops most 
entrepreneurs from charging what theyôre worth, 

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 donôt compare themselves 

and say okay, great, Iôm more experienced or better 
than they are or this or that, and I should charge 

more.  They usually compare themselves and then 
say oh gosh, I donôt have that level of experience, I 

donôt have that level of credibility.  They kind of tear 

themselves down and they end up really suppressing 
their fees.   

I think there are a multitude of reasons why entre-
preneurs really stop themselves from charging what 

theyôre worth and another reason that I find is really, 

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 
course, is whatôs the value of the transformation 

theyôre creating for their clients?  Whatôs the value of 
that transformation?   


