
and several new internecine battles
regarding turf have broken out. Rather
than seeking out new territory, the inhab-
itants of our now-established town fight
over the existing territory: who is allowed
to do certain work and what are the
requirements, prerequisites or compe-
tencies associated with each type of pro-
fessional coaching strategy?

What’s next? Hard to say … most likely
the town called “coaching” is here to stay.
There will be nostalgia for the good old
days, as well as some justifiable concern
about this town losing its diversity and
creativity. But there is also a very good
chance that this town will continue to
grow, mature and develop, beyond being
merely a fad to becoming a viable and
valuable contributor to the overall econ-
omy and culture of the broader society in
which it was founded and to which its
residents offer valuable services.

Overcoming Obstacles

By Laura Berman-Fortgang, MCC

I was 29 and hanging out with peo-
ple 10 to 15 years older. Across the
conference room table, people

who you would now consider pioneers
and seasoned veterans of the coaching
field (some quite famous) were meeting
to share ideas on how to grow a solo-
practice as a coach. We also talked
about needing some kind of organiza-
tion that put ethics and standards to
this thing we called coaching.

I remember having slightly more
time in the field than half the folks in
the room (months!) but feeling intimat-
ed because I was so young and looked
even younger. Nonetheless, I had deter-
mination to succeed. I was leaving act-
ing (my dream) for this new career and I
knew that with two to three years in the

‘real world’ (versus the acting world) I
could be successful at whatever I did,
regardless of how few people had ever
heard of this budding field.

Working with actors for $50 a month
at the time, we all dreamed of earning
what Thomas Leonard charged – a
whopping $250 a month in 1991. I soon
realized that actors were not going to be
a lucrative target market, so I joined a
women’s networking group called
“Women on the Fast Track.” Week after
week I described my services and then
one day, the founder and leader of the
group hired me in front of everyone.
She was going to pay for three months
of coaching at $150 a month. I had
tripled my fee! And over the next year,
every single woman in that room
became a client.

That first woman’s vote of confidence
gave me the courage to pursue corpo-
rate clients, and I quickly met Thomas
Leonard’s fee and then some. With the
proper leveraging, one corporate client
yielded another and another. A reputa-
tion grew and media coverage followed.

And that’s how it started.
Nowadays coaches complain that

there is too much competition. I don’t
agree. If you are good at what you do,
there is little competition out there. My
obstacle was no one knowing what

coaching was. So I educated them, I
studied, and I became really good,
essentially setting a new standard.
“THIS is what coaching is,” I declared.
Just like a homesteader, I got to declare
the territory my own. 

The keys to success as a coach are still
the same as they were all those years
ago for me: have confidence in yourself,
become the best coach you can be,
carve out your territory, set a new stan-
dard for excellence, and don’t give up.

Coaching To 
Change The World

By C.J. Hayden, MCC, CPCC

W ho are your coaching
clients? This basic ques-
tion about how we prac-

tice coaching can be the most critical
factor in determining our impact on the
world around us.

If we choose to coach anyone who
can afford to pay us, the likely result is
that those with the most disposable
income will receive the most coaching.
Is this truly the impact we would like to
have on the world? On the other hand,
when we decide to coach a population
whose increased success creates a shift
we would like to see in society, we
become positive agents of change.

Over the past decade as the coaching
profession has matured, coaches have
begun to realize our potential impact

on the planet. Instead of simply focus-
ing on our own survival, many of us are
now seeing a much larger role for coach-
ing, and coaches, to play.

Cindy Reinhardt and Donna Zajonc
saw a new way for coaches to make a dif-
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Coaches complain that there is too
much competition. I don’t agree. If you
are good at what you do, there is little
competition out there.

Re
pr

od
uc

ed
wi

th
th

e
pe

rm
is

si
on

of
ch

oi
ce

M
ag

az
in

e,
ww

w.
ch

oi
ce

-o
nl

in
e.

co
m

Reproduced
with

the
perm

ission
ofchoice

M
agazine,www.choice-online.com



ference when they founded an ICF
Special Interest Group for political lead-
ership coaching in 2004. Cindy and
Donna envisioned “a world where politi-
cal leaders regularly call upon the exper-
tise of master coaches as they grapple
with the challenges of public leadership.”

Patrick Williams launched the initia-
tive “Coaching the Global Village” in
2005, with the goal “to create positive
social change for the underserved,
undervalued, underfed, undereducated,
and underappreciated in many of the
villages and towns of the world … using
the coach approach.”

In 2005, Virginia Kellogg became a
project partner for the “Coaching and
Philanthropy” venture initiated by sev-
eral major U.S. foundations. The project
aims to advance the application of
coaching in the nonprofit sector “as a
strategy for cultivating strong leader-
ship and building effective nonprofit
organizations.”

The backdrop behind each of these
prominent examples is that of individ-
ual coaches making the decision to tar-
get a new population as clients – one
that they recognized would create the
change they wanted to see in the world.
This is a decision any of us can make.

For coaches to make the greatest pos-
itive impact possible, we need to
choose our clients with that intention.
This is one area where the coach most
definitely gets to have an agenda.

Coaching As
Leadership

By David Rock

W hen I first recognized the
power of coaching back in
1996 it became clear that

coaching should be made accessible to

as many people as possible. I struggled
for years to see a way to do this. The
insight I needed came in 2001, when I
realized that large organizations were
the most fertile ground in which to
plant the seeds of coaching. Not in the
form of executive coaching for senior
leaders, which though helpful, generally
impacts less than 0.1 percent of people
in any organization. Instead, I focused
on developing lots of leaders as internal
coaches. As challenging as this sounds,
and it is mighty challenging at times, I
firmly believe that developing internal
coaches is the least difficult way to give
large numbers of people access to
coaching.

One company I know of wanted to
provide external coaching to leaders.
Yet the uptake was minimal. When they
brought this in-house, they were able to
develop over 100 leaders as formal
coaches, who now coach hundreds of
leaders each year. The coaches are part-
time, and it seems to have a positive
impact on their productivity. Learning
to formally coach others is an excellent
leadership development program.

I estimate that inside this one organi-
zation about 5,000 people each year are
discovering that their boss is being
coached on both business and personal
issues. Studies show a healthy trickle-
down effect: the employees of a leader
being coached become more coach-like
themselves. As people learn more about
themselves, they also learn about oth-
ers: self-awareness and compassion are
two sides of the same coin. People being
coached become more conscious and
less automatic, reflecting more on the
wider implications of their decisions.

This kind of change is urgent for many
reasons.

Ten years ago internal coaches were
unheard of. One study in 2005 showed
that around half of 55 large companies
surveyed were now using internal
coaches in some form, though in the
main, coaches were not being certified
or properly developed. The next step is
to ensure that these coaches are well
trained, but in a way that’s suitable to
the fast-paced corporate world. As this
begins to happen, I believe the ideas of
coaching have the potential to be a
deep force for positive change in the
lives of millions, and not just for a
select few at the top, but for a wider
base of people everywhere.

What Are We Not
Looking At?

By Ruth Ann Harnisch, CPP

“W hat are we not looking
at?” When I earned my
living as a journalist,

this was a mantra. Now that I am a
coach and a foundation executive, that
question is still vital in my work.

What are we not looking at in coaching?
Academic research. Researchers all

over the world are beginning to look for
and look at previously unobserved and
unrecorded subjects, identifying areas of
study which will become the foundation
of a recognized profession. Without
peer-reviewed academic research creat-
ing a believable underpinning for an
accepted set of practices, it will be

Studies show a healthy trickle-down
effect: the employees of a leader being
coached become more coach-like
themselves.
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