
Conscious Coaching Highlights 

General Good Quotes 

 Successful interventions begin with successful interactions 

 Coach from the “inside out” e.g., influence the person inside the client 

 Compose rather than control 

Four Elements of What Makes a Conscious Coach an effective teacher and communicator 

 Buy-In (trust): trust is the impetus for growth, progress and action. 

 Relationships: starts through first demonstrating an interest in others. 

 Social Intelligence: exclusive ability of humans to navigate, negotiate, and influence social 

relationships and environments. You will stimulate physiological responses that trigger feelings 

of connectedness and relaxation just by listening to and acknowledging someone. 

 Time: within the coaching compass refers to the notion of having patience. Not just the ability to 

wait but how we behave while we’re waiting. A combination of consistency, care and the ability 

to let go. 

Stages of Internal Identification 

 Reflection: Questioning who you are 

 Inspection: Examining who you are 

 Progression: Owning who you are 

 Coaches who struggle to find an identity of their own don’t take the time to go through the 

above stages of identification. 

 Through continual reflection and inspection we will perform the groundwork necessary to stay 

on a specific and targeted path towards achieving our goals as leaders, coaches, and 

communicators. 

 Learning about yourself and then strategically deploying various parts of your personality 

depending on the context. 

Motivations vs Drives 

 Motivation is temporary and non-indelible in nature. A drive is deeper and more lasting. Drives 

are etched into our nervous system. 

 Drives link the subconscious parts of our brain found in the limbic system to conscious areas of 

the brain such as the prefrontal cortex. 

 A drive originates in the brain core, permeates other levels of the nervous system and emerges 

as either feelings or non-conscious biases to guide decision making. 

 You may be able to motivate someone for an acute moment, but to change one’s chronic 

behaviour, you need to help them discover what’s driving them in the first place and bring that 

to light. 

Impact 

 When you interact with others for the first time you must find authentic ways to make it 

impactful. 



 Successful interactions with others are underpinned by our recognition of their individual drives 

and desires. 

Archetypes 

 17 different distinct archetypes (personality types) were described, with some traits crossing 

over multiple personality types. 

 Examples: the sceptic, the free-spirit, the soldier, the underdog. 

 Each type has predictable patterns of personality, once you know the type adjust your coaching 

style accordingly. 

 The Golden Rule of treating others how you would like to be treated is a misnomer, as it 

assumes that everyone is like you, perceives things in the same manner you do, and is driven by 

the same things you are! The reality is that you must treat people the way they want to be 

treated! 

13 Coaching Mistakes to Avoid 

1. Focusing on your agenda only 

2. Always wanting to be the “expert” 

3. Wanting to be their friend 

4. Force feeding 

5. Swimming in your own social bias 

6. Letting their emotions and moods dictate the session 

7. Secluding yourself from other coaches 

8. Failing to regularly reflect on your craft 

9. Being too “clean cut” (lack of adaptation) 

10. Being a course/certification junkie 

11. Expecting too much, too soon 

12. Not asking your athletes (clients) opinion 

13. Taking things too personally 

The 3 R’s Approach 

 Serves as a natural and authentic way for you to build bridges with your clients through doing 

the necessary reconnaissance about their lives and views, and in turn, communicating with 

them in a way that shows mutually aligned values or shared experiences. 

 Research: asking open-ended questions and reflectively listening in order to figure out what 

matters to the client on the deepest level. 

 Relate: create a shared perspective and rapport so they feel more comfortable in your 

interactions and with the interventions you will employ down the road. Use of social proofing at 

this stage. 

 Reframe: Alter the clients frame of reference regarding their beliefs toward a given construct. 

Etch a newly presented construct into their minds over the long-term so that they begin to 

connect the dots for themselves. When you frame something in a way that is personal and 

purposeful, it becomes powerful. 


