Master Coach
Series

Volume 4

The fan club
game

Tap Your Most Powerful Resource
Enjoy a Full-Filling Practice

By Jay Perry MCC

“Supporting Coaches to Achieve Masterful Coaching”
“Supporting Clients to Achieve Masterful Lives”

© 2005 by CreativeU publishing.

All rights reserved. Printed in the United States of
America.

No part of this publication may be reproduced,
distributed, or transmitted in any form or by any means,
including photocopying, recording, or other electronic or
mechanical methods, without the prior written
permission of the publisher, except in the case of brief
guotations embodied in critical reviews and certain other
noncommercial uses permitted by copyright law. For
permission requests, write to CreativeU Publishing, PO
Box 3482, Laguna Hills, CA 92654

Ordering information: All Books published by
CreativeU can be ordered by calling 949-716-9267 or via
the Website at www.creativeu.com

ISBN: 0-9729877-6-2


http://www.creativeu.com

The Fan Club
Game

Tap Your Most Powerful Resource
Enjoy a Full-Filling Practice

By

Jay Perry

Master Certified Coach



Acknowledgments

I could not possibly acknowledge all the people who have
brought this book into being. Hereisarelatively short list of
contributors:

Michael Stratford, friend, colleague, and creator of the
Master Coach series; Bill Cumming, an inspiration of love
and a stand for every human being on the planet,; Nura
Yingling, goddess of grammar; my partner in writing and
creativity; Eric LeMay & Jennifer Pitts, authors of
Heidegger for Beginners (Dig Martin’s ideas re: authenticity
and being); All40neCoaching groups Alpha/Beta (see more
info at the end of the book); literary agent Jeffrey Kleinman,
who declined another book and convinced me to write this
one instead; Scott Wintrip, partner in simplyEffective and
co-creator of the Big Grin Goal; Gene Rogers and Der ek
Krueger, brilliant men whose presence in my fan club has
given me courage; Brian Bash, brilliant amateur coach who
challenged me to let go and set out on my first big adventure;
Thomas L eonard, a perfectly imperfect genius and my
mentor; Werner Erhard and his progeny, “assholes” who
opened my eyes to the beauty and abuses of the human
development movement; My wife Susan, son M ax, dog
Mozart and cat Shadow who surround me with love; and my
parents Mae and L eo for getting my ball rolling.

Table of Contents

Section | — The Fan Club Game

Chapter 1 — Everybody Wins
Chapter 2 — A Full-Filling Practice
Chapter 3 — The Fan Club Game
Chapter 4 — The Players

Chapter 5 — The Game Board
Chapter 6 — Beginning to Play
Chapter 7 - Game Board Strategies

Chapter 8 — Mini Games

Section Il — The Fan Club Game Skill Set

Vi

1. Game-ability

2. Authenticity

3. Generosity

4. Communication
5. Creativity

6. Consistent Action
7. Concretizing

8. Curiosity

9. Challenge

10. Love

©

CTTTTTCTTOTTD

.11

.17

.24

.32

.35

38

39
43
47
51
55
59
63
67
70
73



Section | — The Fan Club Game

| created the Fan Club Game in the early 1980s when | was
working almost exclusively with actors. My wife, afriend,
and | had developed a company called Actors’ Information
Project (AIP). Its purpose was to empower performers to be
fully responsible for their own careers and to see that,
although “acting is an art, finding work acting is a business.”
The Fan Club Game was an accessible marketing approach
for agroup of artists who did not see themselves as savvy
business people. Many coaches find themselvesin an
analogous situation.

Coaching was one of the services we offered at Actors’
Information Project. As no official coach training existed at
that time, we pretty much made up our own strategies. A
number of prominent coaches got their start at AIP, including
Henry House (co-founder of The Coaches Training Institute);
Rick Tamlyn (gifted emcee of many ICF conferences);
Michael Stratford (coach, author, and publisher of this book
series); Madeleine Homan (co-author of Leverage Y our Best;
author and head of coaching services for The Ken Blanchard
Companies); Laura Berman-Fortgang (coach, author, and
world renowned speaker); Cynthia Darst, David Darst, Eric
Kohner, Tom Politico, Valorie Hubbard, and Isabel Parlett.

I know that some of these people have formally used the Fan
Club Game in the last three decades with excellent resullts.

Since that time, The Fan Club Game hadn’t been in the
forefront of my thinking. But recently, when | put together a
new yearlong program called All4ONE Coaching, the idea
was rekindled. My vision was to create small work groups
whose members would be completely dedicated to each
other’s success. But | wasn’t sure how to inspire that sort of
authentic commitment in people who were essentially
strangers?

And then it hit me... the Fan Club Gamel

| developed atwo-day Fan Club Game retreat that challenged
the participants to discover what it would take to enlist all the
other participants in their Fan Club. The stakes were fairly
high: create a community of authentic fans that will spend a
year doing whatever it takes to make each other successful.
It’s like “Survivor,” in reverse - where the goa is to keep
everyone on your island and have them become your most
valued associates.

Thefirst retreat was a hit. Some of the players needed to get
over the “I’m not big on games” story, but once they did,
everyone played for real. Inthis version of the game, players
put stickers in the appropriate “squares” of each other’s game
board when a) they felt they had become aware of what each
did (awareness), b) they became interested in who they were
(interest), c) they had ataste of how each worked (taste), d)
they had a full experience of each other’s gifts (experience),
and e) they were ready to join one another’s Fan Club. Each,
of course, wanted everyone to wind up in her Fan Club, and,
in the end, after everyone connected with afresh level of
authenticity and generosity, they all did.

Now | live with a Fan Club Game board on my office
wall. It’sfilled with business cards and other “pieces” that
represent some of the thousands of people whose lives | flow
through. It helps me remember that I’m playing a game and
that | am surrounded by wonderful resources.

And does that result in afull practice? | never worry
about having afull practice. A full practice is not nearly as
useful as afull-filling practice. The full practiceis elusive.
On the occasions when | have reached my target for adesired
number of clients (1’ve worked with as many as 48 clients at
onetime), that result was always transitory. As soon asit was
reached, aclient would leave. The number of clients you have
is just one factor in your success as a coach. The Fan Club
Gameis best played with the objective of having afull-filling
practice each and every day. And that iswhat | wish for you.



Chapter 1 - Everybody Wins

Hopefully, our understanding of the power of community will
extend beyond our own rather insulated little groups... One
of the most beautiful things about basketball is that

devel oping this sense of community will eventually lead to
success on the court. In thelong run, nothing's more
important than the evolution of consciousness. Winning
championshipsis the greatest feeling in the world, but it
passes...What doesn't pass is the opportunity it offers each
individual player for personal growth and evolving

CONSCi OUSNESS.

Phil Jackson from More Than a Game

The Fan Club Game is a rel ationship based marketing tool.
When you focus on devel oping relationships, business success
becomes a natural by product. Y ou and the players on your
board are all enriched by the experience

Y ou could certainly set up the Fan Club Game to be a
competitive endeavor. Match yourself against another coach
and see who can create more fans in asingle month. Or create
apremier coaches league and see who can score the most
game board points.

| suspect most of us, however, would find the competitive
option non-essential to the game. In fact the beauty of the
game isthat everybody can win.

I’ve introduced the game to a number of my non-coach
clients. They find it useful too. The benefits of developing
relationships are universal.

The second half of this book focuses on the skills 1I’m
convinced are most essential to winning the Fan Club Game,
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skills that also transcend this particular game and contribute to
every aspect of our lives.

The Fan Club Game skill set also provides a devel opmental
template for a master coach:

MASTER COACHES are authentic human beings who are
generous, creative, and curious; are able to create and play
games, take consistent concrete actions, communicate
effectively, and challenge themselves and othersto perform
beyond perceived limitations. They love themselves, people,
ideas, and language and are grateful to be alive. And from
that place, that state of being, they coach.

Thelarger vision: an end to MOI

We live in aculture that prizes individual achievement. We
give people awards, and raise them to iconic levels. We want
to know everything about them, to chart their courses, to
discover their secrets of success so that we can become...
what? More like them?

Thisisall part of MOI — the myth of individual achievement.
In fact, nobody has ever accomplished anything by
themselves.

Y ou’ve probably seen award winning actors give their
acceptance speeches. They frequently credit their movie

success to their director, writer, cast, agent, producers,
parents, and God; a frank acknowledgement of the
collaboration necessary to pull off aquality motion picture.
But thisis just the short list. What of the movie’s other
credited contributors, to say nothing of the critics and the
media that promote the picture and help make it financially
viable; what about their teachers and spiritual leaders; the
politicians, musicians, philosophers, explorers, doctors,
scientists, inventors...ad infinitum. How egotistical must we
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be to even think that we’ve accomplished something
completely on our own?

But what of individuality? Ahyes. Each of us human beings
isaspecia spark in the cultural fire, a snow flake of unique
proportions, appearance, appetites, and desires. Areweto
negate the individual spirit in some misguided neo-communist
approach to accomplishment?

Thisis not a question of either/or; it is a matter of and. We
can honor and cherish the beauty of individuality and at the
same time recognize the inherent connection that we have
with people of all cultures, animals, plants...our entire world.
My simple assertion isthat individuality is not responsible for
individual achievement.

Human beings are not built as stand alones. We must
recognize our need for othersif we are ever to fulfill the
promise of our species.

The Fan Club Game isa small part of this larger vision that
includes the end of isolation and loneliness. It is meant to
poke alarge wholein MOI. To help chart apath back to our
sublime recognition of just how interconnected we are.

In the context of The Fan Club Game, the purpose of
developing individual skills is to enhance our ability to
connect. The game is over when everyone on the planet has a
universal Fan Club.

Chapter 2 - A Full-filling Practice

Man's mind, once stretched by a new idea, never regainsits
original dimensions.
Oliver Wendell Holmes

When coaches are asked why they chosen the profession, the
most common answers | hear are: | 've always been a coach. It
was what | ’d always been looking for. It’s such a perfect fit
for me. Few people answer that they coach solely for the
money, and yet at some point money does become a critical
aspect of being a professional coach. We not only need money
for survival, but to bring integrity to our work. We need it to
take care of ourselves, to help us create, and to model for our
clients. “How do | build a“full” practice?’ is the student
coach’s constant question. M ost training schools try to help,
and there is no shortage of good quality, well-intentioned
courses for coaches to learn “the” approach to building a
practice. Branding, niche-ing, networking are some of the
watchwords of the practice building guru.

Marketing is simply the distribution of messages to a group of
people that result in profitable actions for your products or
services. Sounds pretty easy.

Y et too many coaches still struggle with the notion that
“marketing” is not their thing. This has led budding coaches |
know to several possible conclusions:

1. | need to become good at marketing even though |
know it’s not my strength or my passion. The
people that struggle with this one usually fail.
Although it is possible to focus on addressing our
weaknesses, it’s probably not #1 on alist of priorities
we’d want for our clients. And of course we know
what mischief occurs when we organize around
“shoulds.”



2. | need to find someone else to do the marketing for
me. Thiscan work (I am part of acoaching company
where someone else is the primary “rainmaker”), but
it isthe exception. Most coaching companies expect
you to coach and bring in business. And hiring
someone to market for you misses the point that most
clients hire Y OU, not the concept of coaching.

3. | guess coachingisn’t really for me after all.
Certainly the decision not to be a professional coach is
an honorable one and the perfect one for some, but too
often | fear this decision isthe result of ablind spot,
rather than the “truth.”

Thereal problem, as| seeit, is the insistence that coaching
and marketing coaching inhabit two separate universes,
universes that require different skills, different language, and
different ways of being.

Coaches love making distinctions in language that help create
new perspectives and possibilities. 1’ve even heard it claimed
that a measure of our power is in how many distinctions we
can make. And yet, building and nurturing a practice is one
instance in which coaches have made one distinction too
many.

Consider the Distinction of No Distinction — If we collapse the
differences between coaching and marketing, we are left with
anew possibility:

We ar e the message!

Y ou can accuse me of heresy, idiocy, or simple naiveté, but |
don’t believe coaching is a service profession; it isamodeling
profession. We need to be the change that we want to seein
theworld. We need to model the behavior that we want to see
in our clients and our prospective clients.

It isn’t that we coaches aren’t good at marketing, but too often
we have tried to sell a“service” rather than master and model
the fundamentals of our profession that naturally result in a
thriving business. Since we coach human beings, let us stop
working in isolation and use the human resources at our
disposal to create the fulfilling practices that we desire.

And what better way to approach it than through play?
Perhaps we can involve ourselves in a game that plays to our
strengths and passions. Perhaps we can succeed by integrating
our own development with the development of a Full-filling
practice: this isthe essence of The Fan Club Game.



Chapter 3 - The Adventure Begins

Thetest of an adventure is that when you're in the middle of it,
you say to yourself, "Oh, now I've got myself into an awful
mess; | wish | were sitting quietly at home....

Thornton Wilder, The Matchmaker

At the heart of the Fan Club Game is an adventure, a quest to
uncover the deep connections that exist amongst people, to
discover our natural power, and to develop the skills that
promote our success in this enterprise. Asinall games, the
outcome is deliciously in doubt.

The Fan Club Game is derived from such classic childhood
games like cribbage or Chutes/Snakes and Ladders where the
object isto move atoken from a starting place to an end point
while experiencing an adventure blended with skill and
fortune.

Animage that originally inspired me to create the Fan Club
Game was the ubiquitous naval headquartersin black and
white British World War |1 movies. The centerpiece of the
room was always a large banquet-table sized map of the North
Atlantic with the known position of the Allied and Axis
navies. Uniformed men and women with croupier-type sticks
tracked all the ships and, | supposed, reported on movements
to coordinate the war effort.

The Fan Club board is similarly intended to identify, track,
and make the best use of all the human resources at our
disposal.

The simple notion of the Fan Club Game is this:

Connect with complete strangers and discover the
interactionsthat lead them to genuinely join your fan club.

When you master this game, you will have access to a deep
source of fulfillment and all the resources you need to develop
a successful and sustainable business.
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Chapter 4 — The Players

“Yacan't tell the players without a program.”. ..
mythical stadium vendor

It isimpossible to play the Fan Club Game by yourself.
People are to the Fan Club Game what chess pieces are to
chess. This is agame about devel oping relationships and
using those relationships to inspire, elevate, and fulfill
everyone involved. In order to play you’re going to have to
choose who you want to play with. Try this 3-step approach:

Step 1 - Make aniinitial list of all the possible candidates you
can imagine, such as current clients, past clients, friends,
colleagues, relatives, other professionals (i.e. dentist,
accountant, yoga teacher), people you’ve been out of touch
with for some time, and people you admire.

Step 2 — Choose 20 people to play your game with you.
Twenty is an arbitrary number. Y ou can add or subtract easily
as you begin to play. Certainly you know many people whom
you would not choose to play in your game, but that doesn’t
necessarily mean you don’t “like them.” One of my best
friends owns a small business and often asks me coaching-
related questions. Although | answer his questions, |
consciously choose to keep him primarily as afriend and not
put him into my practice-building game. Why? | suspect that
putting him in the game would have a negative impact on the
friendship. That’s not true of all my friends, just this one.

Before we can get to step 3, you will need to consider that the
players in the Fan Club Game fall into several categories of
development. Most truly connected relationships are not
created in one step. (“Hi. Nice to meet you. Wanna get
married?’ isn’t exactly commonplace.) So to play the Fan
Club Game, I’ve created some possible stages of
development.
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As you create your own game, rename or refine these
categoriesto fit for you. Here are the categories | like to use:

Strangers

People who do not know me, or are unfamiliar with what | do
and who | am, belong in this column. So how can | put the
names of strangers on my Fan club board? | mean, come on...
if they’re strangers | don’t know their names, right? Well,
there are any numbers of ways to add them to the list.

I could simply fill out blank cards for strangersx, y, and z.....
if for no other reason that to remind myself to identify those
strangers as | go about my daily business. When | figure out
who they are, | put their names on the cards.

| can also create a categorical moniker like accountant,
minister, actor, CEO, or attorney. Then when | am out and
about, I’ll be looking to find that person... not unlike a Fan
club scavenger hunt.

| am also aware of some people who lack an avareness of me.
They may be the CEO of Shmatas, Inc, mayor of my town,
my sister’s new brother-in-law, or afamous actor. All of the
peoplein this category share this commonality: they are
unaware of me and how wonderful it would be to know me
professionally.

Aware

The people at this stage are aware of me and what | do, but
don’t see any real connection between what they know about
me and what they need. There are hundreds or even
thousands of people like thisin my life: my extended family,
neighbors, golf buddies, people with whom | worship,
shopkeepers, parents of my son’s friends, and so on.

And wonder of wonder all of these people were a one time
strangers. How did they become aware of me and what | do?

12



Weasiit as part of conversation? Because of aworkshop |
offered? Could it have been the coaching session that | offered
as part of the charity auction?

I nterested

These are the people who have identified a connection
between my services and their needs and want to know more
about me and what | have to offer. These needs could be
physical, emotional, or intellectual, but in al cases these
“interested” players received a message from me, one of my
fans, or some other source in the universe and that message
caught their attention.

Taste

The people in this category are those who have had alimited,
but real experience of who | am and what | have to offer.
Whereas most American coaches | know speak about offering
sample sessions, my British colleagues often refer to this
introductory offering as ataster session. | lovetheword
“taste” in this context. The notion is that one can taste the
coaching soup before ordering it, discover whether it suits his
or her palate or needs to be more or less spicy. Thereisa
freedom that comes with the secure knowledge that not
everyone will find my coaching soup to his or her taste. And
since | only have afew tablesto fill a my restaurant, | don’t
have to keep changing the soup... just keep welcoming new
tastersto the table.

What does it take for people to taste my coaching soup? If

they know | have the soup (awareness) and they’re hungry for
soup (interest), it only takes an invitation.
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Experienced

These are the people who have taken the opportunity to know
me in depth and savor what | have to offer. They have
probably hired me and worked with me for awhile. Or
maybe they’ve attended a long workshop that 1’ve led or been
in anumber of my classes.

In the Fan Club Game, it’s an important step to populate the
experience category, but even having 30 paying clients
doesn’t necessarily mean that one has won the particular
game. Therelationships | am able to create with my clients,
the service they experience from me, and the ensuing results
in their lives all have an impact on whether or not they join
my Fan Club. In fact, there have been many people who have
experienced me fully and not joined my Fan Club. Some
people have high-tailed it back to the stranger category as fast
they possibly could. I’ve had to accept that | can not be all
thingsto all people. What arelief!

14



Fan Club

Fan is generally thought to be a derivative of the word
fanatic: Someone overly enthusiastic about or
irrationally devoted to a cause. Fanatic comes from the
Latin fanaticus - "inspired by divinities" or from fanum -
"temple.”

Although I am aware that some might think that the
term “Fan Club” smacks too much of a teeny bopper
infatuation, | love the image that the term inspires:
people in the world who are divinely inspired to be
enthusiastic and devoted to my cause.

True fans want to know what we are up to, want to
participate in our next workshop, and are delighted to
help us in any way they can. They want to see us be
successful and share in that accomplishment because
they feel connected to us; they are stakeholders in our
success.

Now we can move on to step 3.
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Step 3 — Place each of the twenty people in your list into
one of the developmental categories: Strangers (S),
Aware (A), Interest (1), Taste (T), Experienced (E), or
Fan Club (FC). When you are finished your player list
should look something like this:

Alice M (FC) Claire

Scott (FC) Jessie

Susan N (FC) Susan D (FC)
AliceR Roger (E)
Anne-Sophie (T) Jill (FC)
Jeanne(FC) Ben (1)

Ron (A) Margaret (FC)
Terry (FC) Darshan Kaur (FC)
Michael S (FC) MichaelN
Sarah (FC) Cecilia (FC)
Juely— Patricia

Ben Dan (A)
Linda (FC) Bill (FC)

Val (FC) Karen

I listed 28 possible players, chose 20, and designated
their respective category from Stranger to Fan Club. All
of these people are potential resources for my game.
To activate that potential we're going to need a
structure: a game board!

16



Chapter 5- The Game Board

The creation of something new is not accomplished by the
intellect but by the ‘play instinct”’ acting from inner necessity.
The creative mind plays with the objects it loves.

Carl Jung

There are brilliant chess players who are able to see the board
and all the piecesoniit in their mind’s eye. They can see 10 or
20 moves ahead and anticipate the moves of their opponents.
Mere mortals like me find it useful to actually have agame
board onwhich to play. | need to constantly remind myself
who’s in the game and who needs my attention if I’m to
develop astrong and loyal fan club.

The simplest classic board is a series of columns much like a
spread sheet. Each column is a category of development and
the purpose of the game is to move people in two directions-
up the columns, and from left to right, ultimately ending up in
your fan club.

The classic board might look something like you see on the
top of next page:
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Strangers | Aware | Interested Taste Experience | Fan Club
People People People People who | Peoplewho | People who
who have | who whothink | havehada | are have been
been know that there limited currently or | thrilled by
referredto | what | may be experience | have been their
me do, but something | of what | clients experience
People | don’tyet | | havethat | door who! | attended a of me, who
admire seehow | they am; classor love me, and
People itapplies | would find | hopefully workshop would love
whose to them valuable they want that | have to support
positions People more led my SUCCesS.
or titles|| who They find
know know my requests

my for help to

name, be gifts

but not

what |

do

An art project...or not

Some of you might enjoy approaching the game board design
asan art project. You can makeit as simple (draw boxeson a
sheet of paper) or complex (fill your dining room table with
little Lego people to represent your players) asyou like. Y ou
can use colors, different materials, and technology. Y ou can
even reinvent the way the game board looks. (See variations
1-4). The most important part of this exercise is for you to
find the approach that works best for you.

Currently my favorite board livesin my officewhere | seeit
many times aday. It is made of green felt stretched across
two foam boards (30”x40”). Foam board is light and
inexpensive and you can find it at any craftsstore. | use
business cards to represent my players and | keep them on the
board with Velcro dots that are sticky on one side. Because
the sticky end goes on the business card and the Velcro side
onthefelt, | can easily move the cards around. If | don’t have
abusiness card for someone, | write the player’s name on the
back of old business cards that were going to be thrown out
anyway. Uhoh... I’'m becoming Martha Stewart.

Of course, there are many creative variations of the classic
board. Here are afew that my colleagues have invented.

18



Variation #1

Fary Club

Taste

)
Experienc
Interest

Strangers

Thisisawonderful visual if you think of the Fan Club Game
as working with circles of influence. Players begin outside
the circles and move closer to the heart as relationships
develop.

19

Variation #2 — The Molecular Model

FAN CLUB
Shel
Dorothy

On board:
Claudia

On the bench: FANS on the bench:
Paulette Von
Amanda Roger

Erica

In variations #2, the molecular model, and #3, the M obius
mode, fellow coach Va Boyko continues the circular theme.
Make note of her “on the bench” additions. This reminds her
of players not currently in the game that she could call on as
needed.

20



Variation #3 — The Mobius Model

FAN CLUB Strangers
Shel
Dorothy ”
7
On board: Aware:
Claudia Mike
perience: A Tagte:
Wendy George g
Mindy John m-a
Jenw Lynne
On the bench: FANS on the bench:
Paulette VON
Amanda ROGER
Erica

One of the things | love about this model is the visual

reminder that the Fan Club is not a final destination but, can,
asthe arrow indicates, be instrumental in leading me to meet
new strangers who will one day be in my Fan Club... and who
will introduce me to new strangers...

21

Variation #4 — The Mind Map

wiho are they?
where are they?

website
articles
links on ather websitas

remaotely

newsletters

claszes
in person nietworking

*_ in daily life

intercuttural colleagues

strangers

how to connect?

coaches
through friends

referrals

articlear newsletter

Fan CIUH capture their contact info
link

talk about coaching

: coaching conversation
taste offer them something r—g—kee ——

e edicate finform

experience

This mind map, another of Ms Boyko’s creations, adds a layer
of strategy to her category breakdown.
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ToBoard or Not to Board

Now it’s your turn. Create your own board. Y ou can use
elaborate materials or draw some lines on awhite sheet of
paper..... But do make a board! (If you want to get ataste first
try the blank board on pages 33-34.)

If it doesn’t work for you, toss it out, but please don’t fall prey
to the Fan Club Game monster:

BOARD AVOIDANCE

There seem to be several strains of board avoidance.

First, there isthe non-believer. There’sjust no way that a
silly board with people’s names on it is going to help me with
my business. Well, I’m here to testify that non-believers who
create boards often turn into believers. Seeing is believing.

Second, there are those who fear humiliation. When | put up
my board | ’ll seethe awful truth about the state of my
business and have to face how little | am doing to move
forward. The facts are your friends.

Third are those who fear success. The board is so concrete.
If I putit up I’ll have to stop fantasizing and do something
about it. Just do it.

Y ou may think this step is unnecessary or even silly, but there
is something about the concrete nature of the board that has
even the most intelligent people see their business in anew
and productive way.
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Chapter 6 - Beginning to Play

And the band begins to play.
The Beatles, Yellow Submarine

Now that your board is set up, it’stime for the playersto take
thefield. Take the 20 players from your list and place themin
the proper categories on your board. Of course, you may have
some question about which category a particular player is
“proper.” Use your best guess for now and you will be able to
check your assessment as the game unfolds.

Now, step back and look. Really look.

There are so many things that you might see. Look at the
board in much the same way that you listento a client. What
do you notice? What story is your board telling you? What
guestions occur as you look?

Here are three more possible game board ideas. Take note of
your own observations before you read mine.

Board A
Strangers | Aware | Interest | Taste | Exp Fan
ZM Club
(N
Vk P“
X V‘\d VB V]
A AP ,\ZOK
ALY pAY
NVINAY AX
AP & A
de
v“d WX
TR
\\IVAZOK
T xpd
"/
NAE
:0:<(g
U4




Here are some of the questions that arose in my mind when |
first looked at this board.

Is this the game board of a coach who has not yet come out of
the closet? Isit accurate? Doesthis coach really have only 3
fans? Is there something this coach is ashamed or afraid of?
What ’s the best way for this coach to begin making people
aware of her value? Does this coach need more training...
mor e colleagues in the coaching community... more
opportunities to coach? Is this coach making the best use of
his Fan Club? Has he asked them for anything? The stranger
category feelslikeit’sready to burst. |Isthere any opportunity
there?
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Why are so many people aware of this coach and not
becoming interested? Has the coach failed to articulate
the benefits of coaching? Not walking the talk?
Working in a very narrow niche? Were a lot of the
people in the “aware” column at a workshop? How did
they become aware of the coach? What would it take to
“interest” a sizeable number of the “aware” people?
The Fan Club is small compared to the “experience”
column. Is it just too soon for there to be more people
in the Fan Club? Is there some level of disappointment
in the experience people are having? Are more people
needed in the stranger column to insure a steady flow
of prospects?
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Board C Board D
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This board seems strange to me. Why are so many
people interested without ever getting a taste or a full
experience? Are they not getting a clear invitation?
What's the relationship between this fairly strong Fan
Club and all the interest people are showing? Is this
coach actually slowing down the flow? (Intentionally?)
Is there some barrier of which the coach is unaware,
such as availability, fees, or desire?
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Try adding to the 20 players on your board. Does it
change with 30 or 40 players on it?

Taste

Exp

Fan Club
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GameBoard as Coach

Even though my dominant learning styleis not visual, when |
look at my game board, questions occur to methat | find
valuableto ponder. Here are afew more interesting questions
that my clients and | have asked as we’ve looked at our game
boards:

Isit possible to have the pieces on the board jump one or
mor e categoriesin one fell swoop?

What’s the best way to use my Fan Club?

What are the messages that seem to create the most interest in
me and my work?

Isthere anyone else I’d like to see on my game board?

I's there someone on the game board that | would like to pull
out of my game?

What’s the one thing that would make playing the game more
fun for me...more exciting...more powerful...more
dangerous?

Have | used everyone on my game board 100%?

Can | work with someone in my Fan Club and create joint
opportunities?

How can | increase the number of playersin the Aware,
Interested, Taste and Experience categories?

Where does my strength lie? Isit in sharing information
(aware and interested) or is it through hands-on experience
(taste and experience)? And how can | really build on that
strength?

What is the purpose of my game board?
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Do the people on my board suit my purpose?
Who belongs on my game board?

Are there strangers | would like to meet to add to my game
board?

Am | right about where | have placed the players on my game
board? How can | seeif they agree with me?

What interaction can | create that would give me and a
specific player more information?

What approach suits that player?

How could that interaction change their position on my game
board?

Which of my strengths show up on the game board? How can
| capitalize on them more?

What strengths do | have that are not yet fully in play? How
can | put them "on the field"?

What happens when | ook at my board as flowing from right
to left, instead of left to right?
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Chapter 7 - Game Board Strategies

I've learned that you can't have everything and do
everything at the same time.
Oprah Winfrey

There are many different strategies you can use when
playing the Fan Club Game. Different categories may call
for different approaches. The language you use to interest
someone may not be the same language you would use
when actually coaching them. Each individual player on
the board may respond differently to any approach you
take.

You can’t effectively focus on all at once. So pick afew
strategies that appeal to you. Here are just afew genera
strategies that have worked for me or for others | know.

Consistent action — This strategy istried and true. Taking
consistent action keeps you in the game and when you’re in
the game good things can happen.

Finding and capitalizing on leverage points— As you
look at the progress you are making on your game board
you’ll notice that there are categories or activities that seem
to have the most leverage. | always found the taste
category to be my leverage point. When my focus would
shift to other columns the game board flow would slow.
Other people | know have found that a newsletter or e-zine
isthe place to put there energy. Not ssimply because it was
the easiest or most attractive to them, but because that was
the leverage point that increased their game board flow.

Discovering your personal style — Each of us has a style
that seemsto fit best. Some of us are light, others more
serious; some of us favor the spiritual, others the world of
tables and chairs; some of uswill only work in person,
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others prefer the telephone. And of course we manifest
these styles in our own ways as well: newsletters, books, e-
zines, web sites, public presentations, assessments,
breakfast meeting. The strategy here isto discover the way
that works best for you rather than listen exclusively to
what has worked for others.

Wrap around, top down, and jumping levels— When
you stop thinking of the game board as linear, other
strategies become possible. If you think wrap around
you’ll see your Fan Club as the category after Experience
and just before Stranger. 1f you turn the board on its side
The Fan Club becomes awaterfall that can trickle down
into all the other categories. If you folded the paper a each
category line you can see the possibility of moving people
directly from stranger to interest or from aware to taste.

Branding, Niches, and M essages— Ah yes, the familiar
marketing terms. When seen in the context of the Fan Club
Game they have additional power. You can see clearly
how each of these can contribute to your Fan Club Game
flow.

Solitaire, Competition, and Team Work — Here are 3
possible approaches to playing the game. Do it by yourself
(not recommended, but probably the best for some people),
set up a competition (if competition makes you come alive,
don’t ignore this strategy), or work with a team (my
personal preference... www.All4ONECoaching.com).

Rewards and Motivation — Do you need to raise the
stakes to make the game more interesting? Do you need a
Ben and Jerry’s after each movement on the board? How
about an ocean cruise when you reach a certain number of
Fans? If pleasure’s not your thing, try writing a $500 check
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to acause you abhor. Giveit to atrue friend with
ingtructions to mail it if you don’t meet your objective.

Different boardsfor different projects— One board may
not suffice for all the projects you have on your plate. | use
different game boards for different game. | choosethe
playersthat | think will work best for each. When I’m
selective about which players | put on my board, I’m more
likely to use them.
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http://www.All4ONECoaching.com).

Chapter 8 — Mini Games/Big Grins

Break it into little bits.
Konstantin Stanislavsky

Whereas the larger Fan Club Game is all about turning
strangers into raving fans, we still need engaging “mini”
games to drive the action and give us structure. Nothing |
know of makes a “mini” game more engaging than a Big
Grin Goal.

A Big Grin Goal focusesintention and “fits” so perfectly
that the person who sets it automatically experiences
passion, excitement, enthusiasm and joy; it calls forth our
best; it asks usto dretch, invent, and breathe.

Goal setting, when used wisely, helps us focus our attention
and energy for maximum performance. But | see too many
clients setting goals that actually inhibit their progress.
These poorly focused goals are intellectually sound, but
don’t inspire the passion and joy that great players bring to
agame. They are often shoulds, woulds, and coulds,
conditional objectives that attempt to overcome present-
time dissatisfaction with a future accomplishment.

What makes a Big Grin Goal different? A Big Grin Goal
creates a game with tremendous value both in the potential
outcome and the moment by moment process that is the
game itself. Inthisway aBig Grin Goal is part of creating
both a future and a present that are worth living.

A Big Grin Goal helpsto create a game of vibrant energy
that attracts others who want to play and contribute to your
success. The energy may appear as a quiet smile, atoothy
grin, or afireinthe belly. But inall cases, The Big Grin
Goal will spur you forward rather than create resistance.
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Thisis your game, so you get to invent the objectives and
rules. Make it challenging, winnable and flexible. Even the
International Olympic Committee changes the rules of
games and competition when they see fit. Let the grin be
your barometer.

| am frequently asked to give an example of aBig Grin
Goal. Thereis no cookie cutter approach that |’ve been
ableto find...what gives me agrin, might not do it for you.
When | set goals, or help people refine theirs, | listen for
the sound of the voice, the energy, lightness, or enthusiasm
that accompanies a possible Grinner. Even small
adjustments can have a great impact on the size of the grin.

Client: | really want 20 new clients by the end of the year.
(logical — flat voice)

Coach: Any kind of clients?

Client: Professonal types. They seemto appreciate me
right away. And they generally don’t gag at my fees. (a
little humor and a bump in energy)

Coach: OK. You want 20 new professonal type clients.
There’sa bit of a grin there. What would make the grin
bigger?

Client: Hmmm. | lovetotravel. Wouldn't it be great if
each of the 20 clients was in a different country? Then |
could plan to visit themall. (voice sounds transformed.)

Once you’ve found the big grin, it is easy to create concrete
“mini” games. Here are four approaches to creating
concrete “mini” games.

1. Focuson actions— Challenge yourself to take a
certain number of actions each day or each week.

2. Focuson time spent — Block out a certain amount of
time that you will spend exclusively on coaching
business.
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3. Focuson results— Play to register a certain number
of new clients or to move a certain number of
people forward into new categories.

4. Focus on points— Award yourself points for various
actions and accomplishments. Play to earn a certain
number of points each day or each week.

(You’ll find more examples of these kinds of games in the
“Taking Consistent Action” section on p.63.)

Winning the larger game depends on winning these “mini”

games. And winning the “mini” games depends largely on
developing a strong set of skills.
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Section |l - The Fan Club Game Skill
Set

With regard to excellence, it is not enough to know, but we
must try to have and use it.
Aristotle

Every game has a set of skillsthat allows its playersto
excel. Inchessatop player must have a great memory,
concentration, and an ability to visualize potential moves.
A tennis player needs strong legs, stamina, quick reflexes,
and avariety of shot making techniques.

This section lays out the most essential skillsthat | believe
are needed to excel in the Fan Club Game. | draw direct
correlations between my practice of excellence in these
skills and the health of my coaching business. The
development of these skillsis, in essence, the game within
the game. If you fully develop the following ten skills, you
will likely be a master of the Fan Club game and a master
coach aswell. And the natural result will be afulfilling
practice.

Each of these skills could easily be the subject for a series
of books. Herel have simply attempted to create some
awareness and interest about the skill and to offer you an
exercise or two if you are interested in further exploration.

Caution! 'Y ou may have an emotional reaction to the
following section. When | told the truth about where |
stood with the consistent practice of each of these skills, |
was humbled. No matter how far I’ve come with each one,
| sill have so much to learn. The good news is that these
skillsare al thingsthat | am interested in developing, not
only to fill acoaching practice, but to help create aworld of
connection, peace, and play. | hope you find them both
useful and attractive.
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Skill 1 - Game-ability

Thereisalways an inner game being played in your mind
no matter what outer game you are playing. How aware
you are of this game can make the difference between
success and failure in the outer game.

Tim Gallwey

A great coach has a deep understanding and appreciation of
games. She knows that games are not frivolous, but rather
the way that humankind creates meaning in life. She
knows that to be human is to find ourselves as participants
in many games. And she knows that we have the ability to
create and play games that bring out our best, allow usto
win, and make life worth living.

Every time you set agoal, you create the framework for a
game. If you are smart, you set goals that light a spark in
you and you use those goals as tools, not only to spur a
single moment of accomplishment, but to enjoy the entire
process of accomplishment. But how often do those goals
deteriorate into obligations and bad habits - last year’s good
idea for which we no longer feel an ounce of passion? And
how many of our goals are simply the expectations of our
parents, our peers, or our culture? How many games are
we playing, that we never wanted to play or no longer want
to play? How many games are we playing that we are not
even aware we are playing? Where are we trapped by
notions that there is a correct and an incorrect way to play
certain games?

Take the game of tennis. Of course thereisa“correct” way
and “incorrect” way to play tennis. You are supposed to
stand behind the service line and, using aracket, initiate a
point by hitting the ball over the net and into the opposite
box on the fly. Then you and your opponent keep hitting
the ball over the net and inside a larger box as long as you
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can. The last person to do so successfully wins the point.
Win enough points and you win the game.

Have you ever taken a 3 year old out to atennis court and
watched the games they invent with the same resources?
There’s Can | hit the ball over the fence and Can | twirl
around and go boominto the net and my favorite How
many times can | throw the racket before Mommy and
Daddy pay attention to me?

In his classic coaching book, The Inner Game of Tennis,
Tim Gallwey beautifully shares his successes as a tennis
teacher through designing a distinct tennis game for each
student; a game challenging enough to grab the student’s
focus yet perfectly winnable. And in The Inner Game of
Work he brings these same notions of game design to
business situations. The ability to bring the freedom and
inventiveness of play to all situations is something that
great coaches model.

A great coach can name the game that the client is playing,
help him play that game better, or recognize that thereisa
better game to play. If you name the game, you can shape
it. If you don’t name the game, it tends to shape you. Y our
ability to name the games you are playing and to create
games that bring out your best is at the heart of your
professional success.

A game is not aformulaor an algorithm. As one of my
clients put it, “A gameisa...because | said s0.”

The Fan Club Game is one game that you can choose to
play as you develop and maintain your coaching practice.
And of course you can adapt the form, rules, and objectives
to fit for you. Why? Because you say so.
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The Salf-Assessment Game.

Here’s a game you can chooseto play as you read this
book. Regarding each skill conduct a self assessment. This
is not science. I1t’s simply your honest evaluation of where
you are currently on this scale that goes from incompetence
to mastery. Play it any way you like, but here are afew
possibilities:

1.

> w

Fill in the bar chart (not drink orders) with a
beautifully colored marker begin on the left end of
the dotted line and keep drawing until you get to the
appropriate box. Even better...color in the boxes.
Cut them out, put them on your wall and chart your
progress.

Use the dots on the dotted line as incremental
improvements worth 1 point each. Focus on earning
5 points per week.

Focus on one skill--strive to develop mastery in it.
Play to seeif you can gain competency in every
skill.

Reward yourself for reaching different skill levels
or for the skill level you have already attained.
Ignore the skills I’ve said are important and create
your own set.

Form a partnership (could be your coach) or ateam
to play the game with.
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How developed are your skills in the area of Game-ability?
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Here is an exercise that can support you in moving ahead
on the scale of mastery. Bring the results to your coach.
Invent your own exercises.

Exercise

Create and play your own Fan Club Game. Play around
with the rules until they fit for you. What constitutes a
win? Who do you want to play with? Do you wear certain
clothes or use certain equipment when you play?

Relevanceto the Fan Club Game

To forget that we are playersin the game of life leaves us
lost inthe grand illusion. Many times clients are drawn to
coaching when they have lost their sense of game and play.
They have no need to engage another lost soul. They need
us to be players who are on top of our game.
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Skill 2 - Authenticity

Heldegger thinks that care provides an alternative to the
technological attitude. When we care for an individual
being, we care for it as part of Being as a whole. ...this
allows usto live authentically. Eric LeMay and Jennifer A.
Pittsin Heidegger for Beginners

We are always being ourselves. Who else could we be?
But there is a difference between being strategic and being
authentic. Since childhood we have developed amazing
strategic selvesto cope with basic fears. (i.e. | must bea
good girl or Mommy won’t love me, if | act and talk tough,
nobody will hurt me...) These strategic selves, although
useful to a point, can become habitual. We run the risk of
creating a false belief, for ourselves and others, that these
acts are the real person.

Our authentic selves tend to emerge when we are
surrounded by people who love us (no matter what), when
we have nothing to fear; these selves are without armor,
unstudied, vulnerable. Perhaps the biggest obstacle to being
authentic is our cultural determination to be perfect. To be
authentic is to recognize the perfect imperfection of our
humanness.

Y ears ago, when | was a participant in a transformational
workshop, | had one of those “Ahas” that are meant to
occur in that kind of setting. | waived my hand in the air
feeling an urgent need to share my original and brilliant
insight. When the Indian gentleman who was leading the
course called on me, | jumped to my feet and announced, “I
seeit so clearly now...l amaJerk!” Asthe laughter
settled, the leader looked directly a me and said in his
charming accent, “No, no Jay. It isnot that you are a Jerk.
It isthat you will always be a Jerk!”
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And, asthe laughter settled for a second time, a strange
thing happened. | felt at peace.

| instantly saw that it was my need to overcome being a
jerk that drove me. It drove me to attend more courses,
read more self-improvement books and medicate myself in
inappropriate ways. The more | struggled to overcome my
inner (and outer) jerk, the less people were attracted to me.
People described me (all five foot four of me) as
intimidating, scary, and over intellectual.

But if | would always be a jerk (the perfectly imperfect me)
then there was nothing to do, but embrace it. | could give
up the struggle, the need to hide, the ardent mission to
convince people that | wasn’t ajerk. It wasinthat moment
that | discovered the possibility of authenticity and, in bold
relief, could see how much | had invested in the
development and the protection of my strategic selves. the
acts and masks designed to camouflage the jerk.

Astime went on how interesting it wasto experience the
paradox play itself out. The more | tried to make people
think 1 wasn’t a jerk, the more they thought | was. The
more | embraced my “flawed” being, the more easily |
seemed to attract the kinds of people | wanted to connect
with the most...including potential clients.
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How developed are your skillsin the area Authenticity?
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Exercise— Name Your Selves

Use this exercise to name your authentic and strategic
selves. Your authentic name ought to grant you the room
to be exactly who you are, warts and all. I’ve always
wanted to name my business Wartzinall Coaching, but
never had the nerve. Y our drategic name is more likely to
be idealized. My authentic name is The Jerk and one of my
strategic names is Professor Perry.

Answer the following questions:

When you are being authentic, who are you being? (Include
positive and negative characteristics.)

Where, when, and with whom are you most likely to be
authentic?

When you are not being authentic, who are you being?

What do you observe about these selves? What does each
self attract? |'s one more powerful? Does one provide more
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access to fulfillment? What does each one Does one cost
you to maintain?

What name would you give to your authentic self?

What name/names would you give to your strategic
self/selves?

Try on these names for aweek and see how they feel.
Notice if the different names impact your perspective or the
way othersrelate to you.

Relevanceto the Fan Club Game

Authenticity grants authenticity. When you are being
authentic with me, it is easier for me to drop my masks and
be authentic myself. And potential clients are attracted to
that. It may be the one thing that people want most of all:
to have the freedom to be authentic, to express them-selves
fully, and to know that they will be honored, loved,
respected, and safe when they do so.

Authenticity is afertile culture for the growth of a Fan
Club.
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Skill 3 - Gener osity

Generous coaches struggle. Coaches who master the flow
of generosity prosper.
Jay Perry

In the 1980°s my coaching company led 13 hour business
planning workshops for nearly 5,000 actors, some of whom
now star in moviesand TV series. These were usually done
in atheatre setting with groups of 30-50 people. On these
challenging days we asked performing artists to think
deeply about their purpose, to set concrete goals, and to
create amarketing plan. In the evening we required each
actor to step on stage at the front of the room for areview
their picture, resume, and audition presentation.

The final question we asked each person was, “For what
would you like to be acknowledged. They knew that, no
matter what they said, they would be acknowledged by a
full round of applause and that they were to remain
standing on the stage until the applause had stopped. This
proved to be the hardest thing they did all day.

These actors worked hard and put up with so much so that
they could pursue their dreams. Often their only payment
was around of applause, and yet, in this case, they did
everything possible to avoid receiving the offered
acknowledgment. Rushing off the stage after just afew
seconds became such common behavior that we had to
position people in the front row to push people back on
stage to complete the exercise. The crossing of body parts,
gazing away, and silly, distracting acts were the order of
the day. We soon discovered that these people, who were
SO generous in giving acknowledgment, were, amost to a
person, unableto receive it.

a7

Coaches long to contribute and can only do so when there
are people who are willing and able to receive those
contributions. As coaching is not a service profession, but
amodeling profession, it is critical that we develop our
ability to receive aswell as contribute. This
giving/receiving principle iswhat creates a flow of
generosity

How developed are your skills in the area Generosity?
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Exercise— Generosity meets Referrals

We all know that most of our best clients cometo usvia
referrals (often from our Fan Club). Asking for what you
need is great modeling for a coach. Giving people who love
you an opportunity to give you what you need is a profound
act of generosity. Put the two together and ask your fans
for referrals.

In the early 90°s Thomas Leonard introduced me to this
Seven Step Plan:

Step 1 - What isit you really want or need? Thisis
adifferent question than what do | think | could get
or what do | think | deserve. You may never even
have to ask for it, but be clear about what it is you
do truly want: 5 names by 6PM, an hour to review
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you fan’s contact files? Be as bold as you like, but
by all means, be truthful.

Step 2 - Make alist of your true fans

Step 3 — Place the phone call or initiate the
conversation. Insist on the time and environment
you need for adedicated conversation. Thisisnot a
conversation you want to have on the fly, tacked on
to the end of another conversation, or when either
one of you is feeling rushed.

Step 4 — Be vulnerable and ask for help. Be
prepared with a truthful opening line like “I’m
building my coaching practice and | really need
your help” or “Thisisacritical time for me and my
business and | need my friends’ support.”

Step 5 — Discover what your fan is prepared to do
for you. Listen for the response/reaction. Arethey
enthusiastic, hesitant, or do they need your help
more than you need theirs? Tell them what you
need. Agree on what actionswill be taken. If my
fan has aperson in mind, | ask the fan to speak with
that person to seeif he/she would welcome my call.
Then | get the phone number and take it from there.

Step 6 - Create afollow up agreement like “If |
don’t hear from you by Friday can | give you a
reminder call?’ Y ou want your relationship to
flourish from this conversation; for your fan to
become a stake holder in your success. A follow up
agreement will help to insure that neither party
disappoints or feels badly if things don’t go as
planned.
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Step 7 — Communicate your gratitude. This might
be a simple thank you, asmall gift, or perhaps
turning the table and asking how you can best
support them. (Notice what happensto you if they
say that they don’t need anything)

Relevanceto the Fan Club Game

And so it seems that coaches are much like actorsin this
respect: We love to give and may not have developed our
receiving skills. It isthe ability to receive aswell as give
that promotes the flow of generosity. Imagine aworld in
which we all want to give, but nobody needs anything.
Talk about atrade imbalance. If you could only do one
thing to increase your business, tell people what you need
and be gracious when receiving it. Stop serving and livein
aflow of generosity.
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Skill 4 - Communication

In most situations true communication (from the root “to
commune”) israre and valuable. And, in the land of
coaching, it is the common currency.

Jay Perry

How do we hear the soul of aclient? No matter what goal
they’ve spoken, what is it they truly want? What word,
message, metaphor, or question will help unlock some
unrealized potential? How does “who we are being” alter
the communication and the way the client receives it?

To many of usthe challenge of communication begins with
the name of our profession: coaching. | wish | could rewind
the clock and find the person who first began calling us
coaches. For aprofession that isbuilt on communication, it
seems odd for usto use a name that doesn’t easily
communicate.

There are agrowing number of people in our audience who
have some understanding of what we mean when we say
we are coaches. And till REALLY communicating what
we do remains somewhat elusive. So what are our options?

A. Coachingislike— We can relate coaching to what
people already know. Coaching islike practical therapy
for people who arewell. You know the way Michael
Jordan had a coach... It’slike consulting, only coaches
focus on the who, rather than the what (now that’s
masterful communication...lol)

B. Coaching isits features— We can attempt to tell people
what we do and what takes place. A coach listensto you
generoudly, tells you what they hear, asks you to take
actions, and holds you accountable for what you say you're
going to do.
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C. Coaching is benefits— We can suggest some of the
things they might experience. A coach isyour partner that
helps you discover and actualize your natural abilitiesto
make more money, feel completely alive, and fulfill your
biggest dreams.

Or you could combine all three of these into some kind of
communication stew. All of them can be extremely
valuable. Still, nothing seems to communicate the power of
coaching like the experience itself.

D. Coaching as an experience —
The classic story: Balance and the Bicycle.

Dad: Here Janey..... put your leg through here, sit down
on this little seat, put your feet on the pedals.... That sit.....
I’ve got you.... Now you re going to start pedaling..... all
you have to do is keep your balance and you'll befine.
Good, now balance....balance. balance.

Janey: .... Ok.... My leg through there... got it... sit down
on this skinny thing.... Ooh that feelsweird...feet on the
pedals..... these things? OK.... Yikesthat s wobbly....
Ok.... That better ... aslong as you're holding on.... Sart
pedaling? OK.....just get this one over thetop.... Oh my
god we’re moving....I Il befineif | balance.... What's
balance? OH NOOOOOQ!.... Yikes.... He caught me.... |
thought | was going down for sure.... Why does he keep
saying “balance”...... | gotit? Got what? Oh my gosh he
let go..... I'mriding....... Sothis must be balance.

No matter how much Dad triesto explain, Janey needed to

have the experience of balance to really appreciate what is
was.
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Clients, prospective clients, and referral sourcesall have an
experience of who we are as coaches and human beings.
This communicates as much or more to them than any
descriptive verbiage we use.

No matter what technique you employ;, it is essential that
you find away to communicate to othersthe value that you
bring as a...coach.

How developed are your skills in the area of
Communication?
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Exercise— Stop Talking About It

Try thisexperiment: Stop talking about coaching for a
month. Do not try to communicate what it’s like nor what
features it has and benefits it offers. At every opportunity
do invite people to have an experience of coaching.
There’s no need to be weird or mysterious about it. Simply
say something like: It’sa lot easier to experience than to
explain. |°'d be delighted to set up a time when we can chat
for 30 minutes.

Notice if anything has shifted in the development of your
coaching practice.

Relevanceto the Fan Club Game

Most of us communicate the value of coaching much more
easily and effectively by giving people the experience of it
rather than explaining it or talking about it. People will
move more quickly along the fan club game board if you
focus on giving them a coaching experience. Make sureto
be appropriate (I have felt violated by some coaches who
were intent on giving me an experience without my
permission. It isimpossibleto get atrue experience of
coaching when you feel you are under attack.)
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Skill 5 - Creativity

Creativity is not the finding of a thing, but the making
something out of it after it isfound.

James Russell Lowell

True creativity is, in the abstract, the act of turning nothing
into something. Cosmologists wrestle with this alchemical
conundrum when they consider the origins of the universe.
Y et for you and | on adaily basis...writing a poem, drawing
apicture, and inventing a new approach to business or life
...It may be practical to think of creativity as something
more accessible: theidentification and full, inventive use
of resources.

Y ears ago | was directing an operawith world class
musicians. The production was to be held in abarn at a
summer festival. When | walked into the barn |
immediately saw that there was a large post right in the
middle of the stage. | vented, | protested, | expressed my
needs, | told the management how wrong they were to
choose this barn for the production. And then | realized
that this “dumb” post was holding up the roof and wasn’t
going anywhere. | wasresigned. Over night | was able to
accept the existence of the post and the fact that 1°d just
have to work around it. Then in the middle of the first
rehearsal | began to think of the post, not as an obstacle, but
as areally amazing resource. | made the choice to include
it inthe opera. | assigned the post magical properties and
ingtructed the singersto sing like they were plugged into a
wall socket every time they touched it. The audience loved
it and the New Y ork Times critic raved about the
production in hisreview.
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We have all the resources we need to accomplish
everything we dream of. |f we’re unhappy with the
progress we’re making, it may very well be that we have
not identified or are not fully using all of the resources
available to us.

How developed are your skillsin the area of Creativity?
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Exercise— Identify and Use Y our Resources

Y ou may very well have all of the resources you need to
develop atruly full-filling practice. It will take identifying
and creatively using those resources to make it happen.
Use thislist to inventory your resources and to seeif you
are using them to their fullest potential.
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2. Take stock of the other resources and one at atime

PEOPLE THINGS PLACES determine how fully you are using them. 20%,
Examples: Examples: Examples: places, 50%, 100%? What else could you create with these
colleagues, friends, technology, toals, organi zations, cities, resources? How fullv can vou use them?
co-workers, products, inventory, buildings, - ) y y :
employees, family, | supplies, equipment, destinations 3. Mix resources from different columns. At random
acquai ntances, ideas, books take one people resource, one thing resource, and
refc‘f)rrf'ngf' one place resource and see what possibilities you

can create from this cross pollination.

Relevanceto the Fan Club Game

Relevance to the Fan Club game? Relevance to the Fan
Club game? Relevance to the Fan Club
game?

It is the Fan Club game!

When you’ve filled in a number of these boxes:

1. Noticeif there are any resources that you’ve never
thought to use before.
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Skill 6 - Consistent Action

It is because we have at the present moment everybody
claiming the right of conscience without going through any
discipline whatsoever that there is so much untruth being
delivered to a bewildered world. ... Mahatma Gandhi

There are several different types of change. Rearrangement
(moving items in a fixed paradigm), transformation
(substituting assumptions to create new paradigms),
evolution (slow inevitable progress comprised of small,
seemingly random alterations), and transition (the journey
from one state of being to another). All of them may be
present as you play the Fan Club Game, but there is one
type of change that is fundamental to the game:
development (growth that is dependent on consistent
action).

Y ou develop as a coach, you develop a coaching practice,
and you develop a Fan Club.

There is no short cut for development. Musicianship,
fluency in aforeign language, healthy weight loss, building
muscle, meditative peace and mastery in martial arts all
require consistent and disciplined action. Coaching and
developing a coaching practice are no different.
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How developed are your skills in the area of Consistent
Action?
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Exercise— Develop a Daily Action Pack
Daily Action Pack

The Daily Action Pack isagroup of actions that you take
each day (at least 5 days per week) that, if completed, give
you anear certainty of winning your games. It isintended
to give you the consistent action you need to accomplish
what’s truly important to you. It also gives you away of
completing your work each day, of punching out, of
knowing that you did your share.

The Daily Action Pack can be expressed in time (spend 2
hours a day writing), in number of actions (make 12 phone
calls), results (close 2 sales per day) or acombination
(make 8 phone calls, close 2 sales, and spend 1 hour
reading industry related materials).
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Sample Daily Action Pack (A)

Play for an hour

Write or journal 2 pages in my notebook

Spend a minimum of one hour coaching clients
Move 3 players up at least one column on my game
board

Clean and organize my office before leaving for the
day

Add one accomplishment to my “TaDa” list.*

* Colleague Susan Drouilhet has coined thisterm for her
growing list of accomplishments. One difference between
atodo list and atadalist isthat you want to finish the todo
list and throw it away; you want to keep adding to the tada
list and keep it prominently displayed.

If there are a number of varied and valuable actions that
you would like to take, consider devising a point system.
Each day your daily action pack might consist of different
combinations of useful actions. Each action taken would
earn you points and your daily action pack would be
completed when you reached 100 points.

Sample Daily Action Pack (B)

Play for an hour (5 points)

Write or journal 2 pages in my notebook (10 points)
Conduct coaching session (10 points)

Take a coaching class or have a session with my
coach (10 points)

Full day coaching related workshop (75 points)
Clean and organize my office before leaving for the
day (10 points)

Move a stranger into the aware column (2 Points)
Move a player into the interest column (5 points)

61

Move a player into the Taste column (10 points)
Register anew client (25 points)

Move aplayer into my Fan Club (40 points)
Spend an hour on marketing materials (10 points)
Complete my self-care list (15 points)

Spend 30 minutes reading a coaching related book
(20 points)

In this case your Daily Action Pack would be complete if
you:
Conducted 2 coaching sessions 20 points

Took a coaching class 10 points
Moved 2 players into Interest 10 points
Registered 1 new client 25 points
Completed your self-care list 15 points
Spent 30 minutes reading 10 points
End of day clean up 10 points
Total 100 points

Relevanceto the Fan Club Game

I magine what would be possible if you completed thiskind
of list each day for 3 months. When you talk about
development, there is no substitute for consistent action.
Fan Clubs are developed.
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Skill 7 - Concretizing

Just the facts Ma’am.
Police Sergeant Joe Friday

Communications psychologist George Gerbner says that
humans...are unique because we tell stories - and live by
the stories we tell.

Our clients may love when we engage them in high level
philosophical and spiritual conversations. They also want
concrete results. The coach needs the ability to take stories,
concepts, and imagery and refine them into concrete,
definable language, objects and actions.

Concrete Language
How many concrete words are in this short exchange?

Coach: How are you doing?
Client: Pretty well.
Coach: That’s great.

That’sright. There are zero concrete words. Concrete
words describe things you can count, touch, taste, and see.

What is different about this exchange?

Coach: How many playersin your Fan Club Game have
you moved from the interest category to the taste
category this week?

Client: |1 spoke with six people from the interest category
and scheduled three taster sessions.

Coach: That'sgreat. You have a 50% conversion rate.
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Here’s the same exchange with the concrete words in bold
face.

Coach: How many playersin your Fan Club Game have
you moved fromthe interest category to the taste
category this week?

Client: | spoke with six people from the interest category
and scheduled three taster sessions.

Coach: That’'sgreat. You have a 50% conversion rate.

Using concrete language will help keep your clients
grounded and lead to powerful actions.

Concrete Actions

In his provocative book Five Love Languages author Dr.
Gary Chapman asserts that many relationships break down,
not because love isn’t present, but because people have
these five different ways of experiencing and interpreting
love:

Words of Affirmation
Receiving Gifts
Quality Time

Acts of Service
Physical Touch

agbrwdE

Which of these languages speaks most clearly to you?
How important is it that love is expressed to you in
concrete ways? Have you been expressing love
conceptually or concretely?

Great coaches know the difference between being well-
intentioned and taking concrete actions. They ask their
clients to take concrete actions and experience the

difference that their concrete actions make in the world.
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Concrete Objects

Money is both an idea and a set of concrete objects. For
professional coaches it also provides a critical area for
examination and development. Money enters into the
coaching conversation in a multitude of ways. Clients
often hire coachesto help them make more money.
Finances often present an issue when clients entertain
hiring and how long they are going to retain a coach. And
coaches want to make a good living doing what they love to
do. | have found, however, that many coaches are not
primarily motivated by money and this creates some
interesting challenges. If you find yourself challenged by
the concrete nature of money, | urge you to do the financial
exercise that follows.

How developed are your skills in the area making things
concrete?
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Exercise— What Money Meansto You

Make alist or achart of concrete things that you want to
manifest: avacation in Spain, abirthday present for your
sister, or a zero balance on your credit card.

For each one determine where that money is going to come
from. The fee from one client may be dedicated to
reducing your credit card debt. The fee from aworkshop
may go directly to pay for your vacation in Spain. In many
cases you will not know where the money will come from.
But it will come more easily if you know, in concrete
terms, where you want it to go.

When it comes to money: the facts are your friends.

Relevanceto the Fan Club Game

The idea of the game is very different than taking the
concrete actions necessary to make progress and achieve
objectives. When things aren’t moving as quickly as you
like, check to make sure that concepts and stories have not
overwhelmed concrete language, objects, and actions.
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Skill 8 — Curiosity

The true voyage of discovery consists not in seeking new lands but in
having new eyes.

Marcel Proust

Curiosity isthe coach’s source of learning, discovery, and
gaining fresh perspectives. It demands listening, seeing,
and intuition. | have seen the crib sheets: printed lists of
guestions that coaches can ask clients. But the great
guestions come from authentic curiosity.

Coaching is a mixture of art and science (at this point more
art than science) and curiosity isa quality that great artists
and scientists share.

Compare these two coaching scenarios:

1. A new client shares her goals with you. You
enthusiastically identify the problems, begin to lay out a
strategy and plan for her to accomplish them as quickly as
possible. It’s great to know that aclient has clearly defined
goals and that you know how to help her move forward.

2. A new client shares her goas and you listen with the
curiosity of aloving skeptic? Y ou ask questions about the
purpose of those goals, what energy is behind them, and
what might be possible if those goals were achieved. Inthe
presence of your curiosity the client discovers a better way
to articulate one of the goals, sees that one goal was simply
a ‘“should,” and awakens to the possibility of asoulful goal
that she had not been able to see.

The first scenario features problem solving and what the

coach already knows. Not bad, but the magic of coaching
ismissing. The coach is acting more like a consultant.
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In the second scenario, curiosity drives the coach to learn
what istrue for the client; where the passion lives. The
coach is in the moment and responding in present time.

Curiosity breeds presence and life happens in the present.

How developed are your skillsin the area of Curiosity?
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Exercise— The Onion

A. Spend an hour with an onion. “As nearly as possible
now, try to look at it asif you have never seen an onion
before. Try, in other words, to meet it on its own terms, not
to dictate yoursto it...” The Supper of the Lamb, Robert
Farrar Capon. Mr. Capon’s instructions go on for several
pages. It’s well worth reading to see how far we might go
with our curiosity and rediscovering those things that we
think we know.

B. Review each of your clients and ask yourself the
following five questions... substitute at will.

1. What isthe biggest vision | can hold for this
person?

2. What belief do | hold about them that is
standing in their way?

3. What story have they told me that perhaps |
ought not to believe?

4. How isour relationship making an impact in the
world?

5. What do | need from this client?

C. Ask the people who have chosen not be your clients
about their process. Be curious about why people hire you
and why they don’t.

Relevanceto the Fan Club Game

| often see coaches struggle and suffer for fear that they
don’t know enough to help aclient or potential client. This
lack of confidence can slow the growth of your Fan Club to
acrawl. When you are grounded in curiosity, discoveries
abound for both coach and client. The energy created in
the discovery process accelerates the development of your
clients and the growth of your Fan Club.
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Skill 9 - Challenge

Lifeis either a daring adventure or nothing. Security does
not exist in nature, nor do the children of man (and woman)
as a whole experience it. Avoiding danger isno safer in the
long run than exposure.

Helen Keller

Which of these two statements hold more truth for you?
Choose A or B!

A. | want a coach who tells me how wonderful | am,
approves of everything | do or say, and always
makes me feel comfortable.

B. | want a coach who respects and champions my
cause, asks for my best, and chalenges my
assumptions, stories, and excuses.

If you are not challenging your clients you are probably not
thriving as a coach. There is an excitement and athrill of
having someone believe in you enough to challenge you.

Do you seek out challengesin your life? Do you have
people in your life that challenge you?

Do you challenge your clients to be their best or do you
stay within their comfort zones?
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How developed are your skills in the area of Challenge?
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Exercise— A Challenge Circle

Put together a group of colleagues, friends or supporters
with the intention of giving each other the challenges you
need to accomplish your most important goals.

Y ou can do this exercise in person or on atelephone bridge
line. (often available through your coach, your training
school or the ICF)

Here are the three aspects of the Challenge Circle:

1. Safety - We want the challengers to feel safe to speak the
truth about what they see you need to accomplish your
goals...and we want the person being challenged to feel
safe in the middle of the circle. So we’ve instituted two
rules:

When you are in the middle of the circle, please respond to
each challenge by saying thank you. Please do not
comment on the validity of the challenge or on your
inclination to accept it.
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Within 24 hours get back to each challenger and let them
know whether you do accept their challenge, want to accept
it with some modification, or choose not to accept it at this
time.

2. Challenge - To be human isto have a limited view of the
world. To be our best we need othersto tell us, from their
points of view, what it will take for usto succeed. When
making a challenge do not limit yourself to what you might
be willing to do or what you think others might be willing
to hear. Speak your truth.

3. Respect - We believe that it is aprivilege to be
surrounded by people who are willing to tell us the truth
and ask for our best in akind and caring way. Please honor
them by responding.

Relevanceto the Fan Club Game

Which coach would have the better chance of being in your
Fan Club?

A. A coach who tells me how wonderful | am, approves
of everything | do or say, and always makes me feel
comfortable.

B. A coach who respects and champions my cause, asks

for my best, and challenges my assumptions, stories,
and excuses.
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Skill 10 - Love

The human mind is sick with a disease called fear...The
real usispurelove, we are Life.

Don Miguel Ruiz, The Mastery of Love,

The only prerequisite for a professional coach is self-love. |
am not referring to egotism, but to afull and complete
embrace of who we are as perfectly imperfect beings.

| cannot speak from experience about the absence of fear. |
am not that enlightened. But there is a difference between
the ways fear and love shape our actions, our relationships,
and our lives. Some crippling fears and phobias might best
be addressed through modalities other than coaching, but it
amazing how powerfully love can displace fear.

Great coaches love life and its many wonders: language,
ideas, art, physical forms, pleasure, food, laughter...

And of course we love others.

Several years ago | was delivering the keynote presentation
at aregional coaching conference. The subject was love.
Asaclosing exercise with over 100 coaches | led asimple
dance where the participants wereto wak in acircle, touch
hands and look into one another’s eyes. They did very well
walking in the circle and touching hands, but almost no one
was able to look into the eyes of the other coaches.
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If we are afraid to look into the eyes of our brothers
and sisters how can we possibly be the change that
we see for the world?

I have been told that there are some cultures where
looking into the eyes of strangers would be
inappropriate or even offensive. And yet | cannot
help but think that we succeed as coaches not by
fitting into an existing culture, but by creating a
culture; a coaching culture firmly rooted in love.

How developed are your skills in the area of Love and
Care?
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Exercise: Lovethyself
Daily Habits— Most coaches are aware of
some form of daily well being habits. Inthis
case think of everything you put on thislist
and every action you take as an act of self
love.

Key Points

Only choose habits that you want to do.
Maybe you are already doing some of
them, but not with consistency.

Never select thingsthat you should do.
Keep your habits simple.

Choose habits which give you energy.
Have fun with your habits.

Modify your habits as you wish.

These will be habits which you look forward
to and give you pleasure, but normally you
would forget without this type of focus. Make
alist of those habits you wish to develop and
check them off daily. If you find you are not
doing one or a few, change them. Hereisalist
of some possible habits to give you some
ideas:

Acknowledge someone

Drink herbal teainstead of coffee

Have 5 vegetables

Read to your kids at night

No eating after 8:00pm

Make a bold request of someone

Have something to look forward to every day after work
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Daily Habit Grid

1. List 10 habits that you would love to do every day (at
least 5 days aweek) and that add to your quality of life.

2. Check off the ones you do each day.

3. If you find yourself not being drawn to do 1 or more of
the habits, take them off the list and replace them with
othersthat you would loveto do. Thisisnot alist of
things that mother, doctor, or clergyman told us would
be good for us. Itisalist of thingsthat you really
enjoy.

4. Keep using the grid until all of the habits are fully
formed.

Habits Days1-21

1.

2.

3.

10.
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Exercise— LoveThy Life

There is something in your life that you love, a food, an
activity, aplace that you have been under indulging.

Thisweek indulge. Next week indulge. The week after
indulge. Indulge until you completely rediscover your love
of life. You deserve to enjoy your life TODAY!!

Exercise - Love Thy Neighbor

In 1969, the summer | went to Woodstock, | took yoga
lessons in the woods from a man named George Rhoads.
George was, and is, akinetic junk sculptor who makes
beautiful, playful things out of found objects. Y ou may
have seen or heard one of hisinstallationsin a public place:
billiard balls falling onto metal bellsand rising againin
seemingly random motion.

One day in the parking lot before alesson George walked
up to me, looked me in the eye, and said, “Would you like a
cucumber?’ Since then I’ve received many gifts, but very
few were given by someone who looked into my eyes with
love. I’ve forgotten hundreds of gifts, but not that
cucumber.

Try it thisweek. The cucumber is optional.
Relevance to the Fan Club Game

Coaches are professional lovers. If you’re struggling to
build a Fan club, repair the holes in your love shack.

s

Fan Club Game Skill Assessment Summary

Transfer your individual skill assessments to this page for a
snapshot of your strengths and developmental
opportunities.
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All4ONECoaching.

All40ONE is a select and challenging year-long mentor
coaching program for beginning, intermediate, and
advanced coaches who are on the road to advanced
certification and are committed to making a big difference
inthe lives of others. It is based on the simple premise that
you, a powerful individual, are infinitely more powerful
when you are surrounded by supporterswhose job it isto
see you succeed. What drives All 4 ONE is the passion and
care that participants have for each other. In AII4ONE, all
the people in agroup are fully responsible for the success
of everyone in the group.

The first two groups, Alpha/Beta, have been the living
experiment of the The Fan Club Game. Their participation,
their feedback, their struggles, and their successes have
given these theories a basis in reality.

Alpha Group

Linda Bark, LBark7777@aol.com

Susan Drouilhet, suedrou@juno.com,

Alice Meisels, ameisels@umich.edu

Jill Pickett, jpickett@iapc.net,

Cecilia Strahle-Enquist, coachingexcellence@comhem.se

Beta Group

Val Boyko, valboyko@comcast.net

Darshan Kaur Khalsa, darshankaur@hotmail.com Jeanne
Lee, JeanneRLee@aol.com

Susan Newman, Soozn304@aol.com

Each of them has contributed something to the book. They
are al models of authenticity and generosity and | am a
grateful beneficiary. Y ou might do well to connect with
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any of them if you want to find out more about the
All4ONE process or if you are looking for a great coach.

| must especially thank Val Boyko for her assistance with
Fan Club Game graphics and Alice Meisels for her
passionate belief in me and my principles. We all deserve
to have people like these in our lives.

For more information visit www.All4ONECoaching.com
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About the Author

Jay Perry, (founder of The Coaching Collective) isan
ICF Master Certified Coach who helps people take
advantage of both business and personal challengesin
unique and powerful ways. His clientsinclude business
executives, entrepreneurs, and creative artists. Heis
also known as one of the world's leading mentorsfor
new coaches seeking to attain professional certification.

Since 1979 Jay has led workshops for thousands of people
acrossthe country on topics as diverse as business
planning, leadership, transformational change, coaching
skills, communication, and career planning. In 1991 he
began working with legendary coach Thomas Leonard and
participated in the creation of Coach University where he
remains the dean of faculty.

His professional experience also includes ownership of a
New Y ork theater, running an interactive computer
company, and for 12 years presiding as president of AIP,
Inc., atraining and consulting company in New Y ork and
Los Angeles.

In the corporate arena he has developed and led Coach
Training Programs for 3 Fortune 500 companies. He
specializes in coaching senior executives to advance their
careers, think creatively, and keep their priorities straight.

Jay works with entrepreneurs to create sustainable,
profitable businesses. He is an expert facilitator and often
helps small business owners find ways to get the most from
their team.

Asamentor coach, Jay works with both individuals and
small groups.
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Jay's greatest value as a coach has come down to his
unwavering belief in me: the belief that | can live thelife
choose... Michael Stratford, author of Magterful Questions

He mentored me in my previous career asan actor and as
my coach, helped me make some of the biggestchanges of
my life: getting married, leaving my old career and starting
a new profession... Laura Berman Fortgang, author of Take
Y ourself to the Top and "Now What?': 90 Daysto a New
Life Direction

Jay iskind, gentle, funny, and most of all insightful. His gift
isto be ableto see things in a new way, to ask the questions
that have never been asked and to uncover possibilities and
per spectives that would have otherwise remained hidden.
John Seiffer, past president of The International Coach
Federation
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Other Booksin the Master Coach Series:

Master Coach SeriesVal. 1 Hungers: The Hidden Motivators

"What If...there was something that kept derailing peopl€'s actions,
godls, visions and dreams? What If...that something was able to be
addressed as completely as breathing addresses our body's need for air?
and What If...that same something was one of the most powerful
motivators we al have, and if used well, could propel usto realizing
our vision, mission and purpose in the world?

Master Coach Series Val. 2 Directed Evolution: Taking Charge of
Change

From the Paleozoic Epoch of beginning creatures to the Cenozoic Era
that includes human beings, evolution has been at work. It was either
present in the existing environment or it was affected by a variant
introduced into the environment at random. This book is about
minimizing the randomness of ones persona evolution. With simple
tools and ideas, people can gain influence in not only how they evolve,
but aso how to sustain that evolution. "If you're evolving anyway,
wouldn't you want to have a say in how, when and where you do it?"

Master Coach SeriesVal. 3 Magerful Questions: Getting to the
Heart of the Matter

Thereisaquestion at the heart of each life advancement. One of the
most powerful things a coach can listen for is the question their client
needs them to ask. Masterful questions come from a deep connection
to the client. Thisbook is about creating questions, but more
importantly it's about where the questions come from and the
relationship to the present moment that creates them.

For more information about other books or programs in the series or to
purchase the books/e-books go to the bookstore &t....

www.cr eativeu.com/book store.html
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