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A

Abraham, Jay, 267-273

Abrahams, Harold, 161

Action, getting commitment to, 300-302.
See also Forwarding action

Action coaching, 205-219; interview on use of,
209-219; team-based, 206, 207-209

Action language, 88—90

Action plan, 30-day, 17-19

ADT, 147-148

Adpvice, giving, 79-80, 93

Allaire, Paul, 133

Allstate Insurance, 261-266

Amazon.com, 140

Analogies, to draw out creative thinking, 83—84

Apache Oil Corporation, 136

Apple Computer, 10, 33. See also Jobs, Steven (Steve,

Apprenticeships, 234238

Arden, Paul, 66, 140

Argyris, Chris, 59, 60, 122, 305n7, 308n3

Assessment: before using Masterful Ccacning
Method, 97-98; coaching conversations for,
77-78, 93; fact-based. abcuu breakdowns, 121;
of readiness for becomiig masterful coach,
xxv—xxviii; of talent, 10, 11, 29, 78, 106—107;
360 feedback for, 38, 78, 115, 172—174; What’s
So Process for, 35,78, 192—-193

Assumptions, questioning, 85—86

Auerbach, Red, xvii, 7

Avedon, Richard, 67

Axelrod, Beth, 10, 13

B
Ba“al Shem Tov, xvii

Backcasting, 190

Ballmer, Steve, 22

Bannister, Roger, 26

Beaman, Dean, 67

Belichick, Bill, 97

Benchmarking, avoiding, 134-135, 197

Bennis, Warren, xvii1, 7, 8, 61, 70

Binkley, David, 240, 255-260

Binton, Thomas, 12

Blanchard, 231

Bloomberg, Micha-l,140

Body language; 48,49, 50, 132

Bohr, Niel, 28

Books. 229-230

Bocnacss: coaching younger people, 262-263; as
unrecognized consumer majority, 143, 144-145

bossidy, Lawrence (Larry), 9, 205

Bower, Marvin, 58

Brands: coaching to design distinctive, 285-286;
getting people to join, 137-138; power, 285

Branson, Richard, 100—-101

Breakdowns: defined, 227; forwarding action and,
177-178; how to handle, 226—228; observing,
and intervening, 119-123, 178-180; as
opportunities for learning, 168, 263, 264-265;
as opportunities for reframing, 85, 87

Breakthrough goals, following up on, 118-119

Breakthroughs: business, 110-114, 215, 216; leadership,
111, 114-116, 215216, 217; leadership circle for
producing, 232; phases of, 207-208; technology,
mandating management breakthroughs, 23.
See also Catalytic breakthrough projects;
Imagination breakthroughs process

BrickRed Technologies, 136

Brodovitch, Alexey, 67

Brown, John Seeley, 32
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Buckingham, Marcus, 61

Buddha, xvii

Buffet, Warren, xxi, xxiii

Burns, James (Jim) MacGregor, 7, 230

Bush, George H. W, 23

Business assessment, 78, 192—193

Business breakthroughs, 110-114, 215, 216

Business context: altered, and rules of game, xv;
changed, for management, 24; coaching
conversation on, 193—196; for coaching in
selling organizations, 294-295

Business gurus, 155

Business models, dramatically different, 197-199

C

Calendarizing coaching, xxii, 12, 110, 158, 297

Calloway, Wayne, 11

Canadian Imperial Bank of Commerce (CIBC),
276277, 280

Capital, as source of wealth, 5

Caps. See Six-Cap Coaching System

Career, taking charge of your own, 150-151

Catalytic breakthrough projects (CBPs): coaching
on setting up, 200—-202; as element of soviten
document, 187; examples of, 36, 175--175;
forwarding action with, 35-36

Cause, mission as, 32

CEOs as coaches, 3—20; characterisucs of, 20; how
to become, 15—19; role models for, 10—14; shift
to, 3, 4-5; time spent coaching by, 9, 11;
unrecognized importance of, 13—14. See also
Coaches; Executive coaches; Masterful coaches

Certification programs, masterful coaching, xi, 96,
219-220

Challenging, and supporting at same time, 45

Change insurgents, 139-140

Change. See Transformation

Charan, Ram, 194, 205

Cheng, Grace, xvi—xvii, 154, 162

Index

China, leadership gap in, 12

Cicero, Marcus Tullius, 37

Cirque du Soleil, 135

Clemens, Tanya, xviii

Club Med, 135, 146

Coachable moments, 65, 104, 168, 169, 180, 298

Coaches: caution for, on ideas of bosses, 98; early
examples of leaders as, 5; leaders vs., 15; new,
advantages of, 97. See also CEOs as coaches;
Executive coaches; Masterful coaches

Coaching: at Allstate, 262—-266; calendarizing (sched-
uling), xxii, 12, 110, 158, 297; getting started
with, 17-19; by Hubert Saint-Onge, 278-279;
by Jay Abraham, 265-271; lack of standard
practices in, xvi=xvi1; as main activity of leaders,
16—17; meptoriug vs., 18; myths of, xx—xxiii,
161; of pecule who design, 283-289; at
Soufiiwest Airlines, 251-253; time spent, by
masterful coaches, xix, 9, 11, 19; at Whirlpool,
257-260; of younger people, 262—263. See also
Action coaching; Executive coaching;
Masterful coaching

Coaching caps. See Six-Cap Coaching System

Coaching communication: committed listening in,
66—67,70-73, 74; committed speaking in,
6670, 73=74. See also Coaching conversations

Coaching contracts, 297

Coaching conversations, 63—94; for articulating
teachable point of view, 167; for assessment,
77-78, 93, 191-193; for building dreams and
motivating, 76—77, 93; on business context and
trends, 193—196; categories of, 94; characteris-
tics of, 65—66; for clarifying impossible future,
163, 188—191; committed listening in, 66—67,
70-73, 74; committed speaking in, 6670,
73—74; for devising game-changing strategy,
196-199; for drawing people out, 81-84, 93;
for executing strategy, 199-203; for forwarding
action, 87-90, 93; managing, 91-93;



opportunities for, 64—65; for reframing, 84—87,
93; role models for, 156; for teaching and
advising, 79—-80, 93; for team strategy session,
listed, 188; on winning strategies, 170-172.
See also Dialogue

Coaching model. See Masterful Coaching Method

Coaching relationship: in executive coaching,
158-159, 161, 163—164; in Masterful Coaching
Method, 108—110; when coaching sales teams,
296-297

Coaching sessions. See Executive coaching sessions;
Masterful Coaching Method

Coca-Cola, 136, 166—167

Coffin, Charles A., 11

CollabLabs, 206

Collaboration. See Creative collaboration

Collaborative inquiry, managing by, 57-60

Communication. See Coaching communication

Competition: made irrelevant, 134—135; in today’s
business world, 133; value innovation vs.,
197-199. See also Winning

“Computer for Every Child” program, 27-28

Concept of the Corporation (Drucker), 23

Conditions of satisfaction, for business
breakthroughs, 112

Consumers, new majority, 143—145

Context. See Business contex®

Conversations. See Coaching conversations

Courage, needed to reach goals, 223-224

Creative class, 7—8

Creative collaboration: guiding principles for, 33—34,
185—186; masterful coaches as architects of, 8,
10, 60—62

Creative minorities, 10

Critical Path Strategies (CPS), 291-302

D
Dalai Lama, 229
Darshan, 228—229

Dayton, Douglas, 61-62

Demosthenes, 37

Deneuve, Catherine, 143

Design: brands and, 137-138; coaching, 283289

Developing countries. See Emerging markets

Dewey, John, 89

Dialogue: guidelines for, 36; real, for creative
collaboration, 62. See also Coaching
conversations

Difterences, honoring, on teams, 46

Disney, Walt, xxi, 22

Disraeli, Benjamin, 82

Drawing people out, coaching conversations for,
81-84,93

Drucker, Peter. 4 23, 230, 275

E

E-bisinesses, reinventing businesses as, 141-143

}oneil: coachee and leader-as-coach conversation
via, 217-219; as follow-up to executive
coaching session, 164

EBay, 140

Economist Intelligence Unithas, 61

The Effective Executive (Drucker), 23

Elderly people, as unrecognized consumer majority,
143-145

Emerging markets: catalytic breakthrough projects
in, 36; coaching leadership in, 12;“Computer
for Every Child” program for, 27-28; GEs
growth in, 31-32, 36; hiring talent in, 257

Emerson, Ralph Waldo, xix

Employees, masterful coaches as providing
self-development for, 6,9, 10

Enrico, Roger, xix, 11

Enterprise communities, 61

Eskew, Mike, 104-105, 166, 241-245

Ewing, Patrick, 67

Executive coaches: Fortune 500 companies using,

xvi, 17; qualifications for, 156

Index
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Executive coaching, 153—182; creating coaching
relationship for, 158—159, 161, 163—164; sample
clients for, 154; unique nature of, 155. See also
Coaching; Masterful coaching

Executive coaching sessions, 159—182; for articulating
teachable point of view, 165—169; creating lead-
ership roadmap in, 174; for declaring impossible
future, 160, 161-163, 164; designing catalytic
breakthrough projects in, 175—-176; five, listed,
159-160; for forwarding action, 176-178;
observing breakdowns in, 178—180; providing
TPOVs in, 180—182; 360 feedback in, 172—174;
on winning strategies, 170—172

Experiences: providing gaspworthy, 145—146;
translating, into teachable points of view, 102

Exxon Mobil, 5

F

Facts, interpretations vs., 86

Federal Express (FedEx), 10,26-27, 99, 138

Feedback: guidelines for, 123—125; Hot Seat exercise
for, 232-234; providing, with candor, 70.
See also 360 feedback

Fettig, Jeff: on calendarizing coaching, 158; coiehing
advocated by, 256, 258, 259, 260; ceniniziment
lived by, 240; mentoring by, 41; as-role model
for CEO as coach, 12; time speat coaching
by, xix

Financial results, provided by masterful coaches, 6,
9,10

Five-Step Coaching Model. See Masterful Coaching
Method

Follow-up: on breakthrough goals, 118—119; on first
executive coaching session, 164; importance of,
215; management by, 118

Ford, Henry, 4

Ford Motor Company, 283—289

Fortune 500 companies: characteristics of, xviil—xix;

using executive coaches, xvi, 17

Index

Fortune at the Bottom of the Pyramid (Prahalad), 36

Forwarding action: with catalytic breakthrough
projects, 35—-36; coaching conversations for,
87-90, 93; in executive coaching, 176—178; as
step in Masterful Coaching Method, 116-119

Fowler, Tania, 72

Free John, Da, 228

Friedman, Thomas J., 150

Friis, Janus, 141

Future. See Impossible future

G

Galvin, Frank, 119, 120

Game plans: coaching conversations for creating,
188-203; as elemner 't of source document, 187;
for impossikle 1uture, 34—36; mission statements
vs., 34; threesstep process for, 203; of UPS, 242

Gardner, I1oward, 80

Gates. V1) xxiii, 8, 22, 28, 107

Gediiis, David, 76, 96, 305n10

Geezers, as unrecognized consumer majority,
143-145

General Electric (GE): growth in emerging markets
by, 31-32, 36, 135; market value increase of, 9;
masterful coaching at, 10; talent reviews at, 10,
11. See also Immel, Jeff; Welch, Jack

Gfesser, Andy: as example of executive coaching
client, 154, 161-162, 222; on masterful coaching,
xx1v; statement by, in source document, 203;
stood up to union negotiator, 223—224; in team
strategy session, 183—184, 187,190, 197, 199

Gfesser, Anton, 183

Gfesser, Stefan, 183, 184, 199

Gfesser, Tony, 183, 184, 190

Ghosn, Carlos, 35, 97

Gibson, William, 134

Gladstone, William, 82

Goals: breakthrough, following up on, 118-119;

combining impossible and possible, 99;



helping team set, 298—300; setting high, 225;
talking about, 69—70; waterline, 191

Goethe, Johann Wolfgang von, xi, 25, 44

Goff, Greg, 179, 203

Goizueta, Roberto, 10, 166—167

Goldsmith, Marshall, 130

Google, 8,133

Greatness, standing for, 44

Groups, great: masterful coaches and, 6, 8, 10;
organizing, 31-34

Grove, Andrew (Andy), 6, 10, 167

Guo, Haiyun, 200-202

H

Handfield-Jones, Helen, 10, 13

Hargrove, Robert, 184, 186

Harmon, Butch, 109

Harrington, Richard, 194

Hawking, Stephen, 84

Heiman, Miller, 292

Hewitt, Dave, 45

Hillary, Edmund, 21, 25

Hiring: for fit vs. stretch, 29, 257; focusing ozi
strengths when, 46

Holmes, Joan, 61, 192

Holstead, Mike, 184

Honda, 83

Hopkins, Tom, 202

Hot Seat exercise, 232—234

Human resources: innovation in role of, 275-281;

invitation to professionals in, x

I

Imagination, 17-18

Imagination breakthroughs process, 110

Immelt, Jeff, xxvi, 31-32, 65, 97

Impossible future, 21-38; clarifying, in team strategy
session, 188—191; declaring, 98—100, 160,
161-163, 164; examples of, 10, 96-97; game

plans for, 34—36; great groups organized for,
31-34; hiring masterful ninja coach for, 37-38;
imagining what you would do in, 22; impossible
thinking for, 25—28; inspiration when facing, 21;
language to describe, 68, 99; masterful coaches as
bringing about, 6, 7; power to handle, 23; prac-
tices for achieving, listed, 25; source document
of, 187, 202—203; standing for, 43—44; talent
required for, 28-30

Intel, 28

Internal commitment model, 123

Internet: reinventing business using, 141-143; small
companies acting fast using, 136

Interpretations, facts vs:, 86

J
Jackson, #1160

Jaegei. René, 276

lefierson, Thomas, 7

Jeos, Steven (Steve): brought back to Apple, 97; as
CEO as coach, 5; on design, 137; energy and
enthusiasm of, xxvi; as great leader, xxi, xxiii;
impossible thinking by, 25; as master, xvii; as
masterful coach, 6, 10; results emphasized by,
33; Sculley and, 32, 99; vision of, 130

Johnson, Clarence (Kelly), 5, 6

Jones, Steve, 67

Jordan, Michael, 32, 67

K

Kaiser, Tom, 58—59, 116117

Katzenbach, Jon, 57

Kaufman, Jeff, 41, 103—104, 240, 261-266

Kelleher, Herb: airline begun by, 21, 138; as CEO as
coach, 5,247-249, 250, 251; commitment lived
by, 240; on lack of time for coaching, xx; as
masterful coach, 39; TPOV of, 168, 169

Kelley, Tom, 6, 238

Kennedy, John E (Jack), 7, 25, 68

Index
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Kim, W. Chan, 134, 197
King, Rollin, 21, 138, 248
Kistiakowsky, George, 28, 33
Klammer, Steward, xxviii

Kumins, Barry, 209

L

Ladder of inference, 59—60

Lamarre, Daniel, 29, 41-42

Lampert, Edward, xxvi

Language: action, in coaching conversations, 88—90;
body, 48, 49, 50, 132; to describe impossible
future, 68, 99; of old vs. new leadership, 185;
power of, for transformation, 48—49; for source
documents, 203; for TPOVs, 103, 167-168, 231

Laraba, Teresa, 169, 249253

Laskin, Emma, 80

Leaders: coaches vs., 15; coaching as main activity
of, 16—17; early examples of coaches as, 5;
extraordinary, “acid test” for, 5-10

Leadership, old vs. new, 3, 45, 185

Leadership agility, self-test on, 62

Leadership breakthroughs, 111, 114-116, 215-21,
217

Leadership circles, 232

Leadership declarations, 48—49, 174

Leadership development: importance ¢f, 13—14; pull
vs. push approach to, xxi; as roie of masterful
coaches, 53-55; when hiring for stretch, 29.
See also Self-development

Leadership roadmaps, 49, 174, 226

Leadership style, transforming, 114-116

Leadership triangle, 162

Learning: breakdowns as opportunities for, 168, 263,
264-265; executive, TPOVs for, 181-182;
providing, 123—125; triple-loop, 122

Learning organizations, designing, 276277,
279-281

Left-hand-column exercise, 189—190, 308n4

Index

Life experiences, translating, into teachable points of
view, 102

Lincoln, Abraham, 7

Listening: committed, 66—67, 70-73, 74; to draw
people out, 81-84; importance of, to coaching,
19,42

Lombardi, Vince, xvii, 7

Lumet, Sydney, 119, 120

Lunches, never wasting, 29, 108, 151

Lynch, Peter, 105

M

Macadam, Steve, 13

Making a difference, 64,.31-132, 151

Management: by collob¢rative inquiry, 57—60;
context for-24: by follow-up, 118; shifts
required 161, 24; technology as mandating
breakihroughs in, 23

Manga., Manuel, 210

Muiactan Project, 32. See also Oppenheimer,
Robert

Marchetti, Steve, 19

Marketing, selling vs., 147-149

Mashburn, Jamal, 45

Masterful coaches: “acid test” for being, 6—10; as
architects of creative collaboration, 8, 10,
60—62; clients chosen by, 157; defined,
xvii—xviii; how to become, xxviii—xxix, 15—17;
interlocking roles of, 51-52; leadership
development by, 53—55; ninja stealth of, 37-38;
as performance maximizers, 55-56; quiz on
readiness for becoming, xxv—xxviii; as thinking
partners, 57—60; time spent coaching by, xix, 9,
11, 19. See also CEOs as coaches; Coaches;
Executive coaches

Masterful coaching: certification program for, xi, 96;
as “fundamentalist” coaching, xxiv—xxv; mind-
set for, xxiv; philosophical principles of, 17.

See also Coaching; Executive coaching



Masterful Coaching Big 8, 42—47

Masterful Coaching enrollment card, xii, xiii

Masterful Coaching Method, 95—125; assessing and
hiring talent, 105—110; creating coaching
relationship, 108—110; declaring impossible
future, 98—100; developing teachable point of
view, 100—105; forwarding action, 116-119;
observing breakdowns and intervening,
119—-123; prerequisites before using, 96—-98;
providing feedback and learning, 123—-125;
setting business breakthroughs, 110—-114; setting
leadership breakthroughs, 111, 114-116; steps
in, listed, 96. See also Executive coaching
sessions

Masters: defined, xvii; studying with, 234-238

Mauborgne, Renée, 134,197

Maximizing, 268-269, 271-273

Mays, J., 284289

Mental models, 2627

Mentoring, coaching vs., 18

Metaphors, to draw out creative thinking, 83—84

Michaels, Ed, 10, 13—-14

Microsoft, 5, 8, 22

Miller, Steve, 53—55

Mind-sets: masterful coaching, xxiv: prevailing,
about coaching, xix. See also Winner’s mind-sets

Mission: cause as, 32; conflict.vczoived by, 33;
implicit, 33

Mission statements, game plans vs., 34

Moore, Geoftrey, 240

Motivation, coaching conversations providing,
76=77,93

Muhammad, xvii

Muktananda, Swami, 228

Murdoch, Rupert, 129

Mussabini, Sam, 161

MyGamePlan, xi, 96, 116, 219-220

Myhrvold, Nathan, 13

Myths of coaching, xx—xxiii, 161

N

Naester, Brad, 206

Nantucket Nectars, 136
Nardelli, Bob, xxvii—xxviii, 106
Negroponte, Nicholas, 27-28
Newman, Paul, 119, 120
Nokes, Jim, 108—109

Norgay, Tenzing, 21

(@]

Observing breakdowns, 119-121, 178-180
Omidyar, Pierre, 140

Onetto, Marc, 56

Online coaching syscern, xi, 96, 116, 219-220
Ono, Taiichi, 5

Oppenheimer, Robert, 5, 6, 28-29, 33

The Organization Man (Whyte), 5

Ozawa Seiji, 97

Crzie, Ray, 8

P

Pace, Jeff, 299

Pasteur, Louis, 26

Paterno, Joe, 39, 40

Path forward, as always possible, 47

Patrick, Danica, 131

Patterson, Bill, 179-180, 208, 231

Patton, George, 87

PepsiCo, 11

Perez, Juan, 183, 199

Performance maximizers: Jay Abraham as, 268;
masterful coaches as, 55-56. See also Maximizing

Performance reviews, 124—125

Peters, Tom, 133, 150, 230

Pitino, Rick, 45

Planning: bypassing, 24, 35, 103, 117, 139, 140-141,
186, 199; coaching conversations for, 91; focus
on, in past, 5, 13, 23, 24; succession, 19, 252

Plummer, Bill, 72

Index
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Porter, Michael, 232

Powerlessness, using power of, 139-140

Prahalad, C. K., 36

Presence, listening with, 70-71

The Principles of Scientific Management (Taylor), 4
Procter & Gamble (P&G), 142

Prototypes, 24, 35,103, 117, 139, 140—141, 186, 199

R

Rajneesh, Bhawgan Shree, 228

Ramsay, Jack, 234-236

Reading list, 229-230

Reagan, Ronald, 26

Redstone, Sumner, 129

Reframing, coaching conversations for, 84—87, 93

Riley, Pat, 43—44, 68, 132, 304n1

Rinpoche, Chogyam Trungpa, 80, 228

River stories, 73, 305n9

Robinson, Jackie, 7

Role models: for CEOs as coaches, 10—14; for
coaching conversations, 156

Roosevelt, Eleanor, 248

Roosevelt, Franklin D., 7

Royal Dutch/Shell, leadership development by,
53-55

Rules of engagement: defining, 109-110; designing,
158—-159; sample, 159

Rut stories, 73, 305n9

S

Sacherman, Jim, 110-111

Saint-Onge, Hubert, 276281

Scan, focus, act model, 187,203, 308n3
Schafter, Robert, 118

Scheduling coaching, xxii, 12, 110, 158, 297
Scherer, Emma, 169, 249-252

Schnepp, Jim, 183

Schrage, Michael, 79

Schultz, Howard, 27, 31, 166, 168

Index

Schwarzman, Stephen A., 129

Scott, Bill, 154, 161, 163,171,172, 173-176

Sculley, John, 32, 99

Self-development: coaching as ultimate, 221222,
225; providing, for employees, 6, 9, 10. See also
Leadership development

Selling: coaching on, 291-302; marketing vs.,
147-149

Seniors, as unrecognized consumer majority, 143—145

Severance, Richard, 153, 205-206

Shakespeare, William, 33

Shaktipat, 228-229

Sharer, Kevin, 78

Shaw, George Bernard, 52

Shaw’s Supermarket. 193

Six-Cap Coaching System, 74—91; assessment in,
77-78, 95; vuilding dreams and motivating in,
76=77.95; drawing people out in, 81-84, 93; for-
wa-ding action in, 87-90, 93; possible extensions
of, 91; reframing in, 84—87, 93; teaching and
advising in, 79—80, 93; value of, 74-75

Skype, 140, 141-142

Sloan, Alfred P, xvii, 4, 230

Smith, Frederick W. (Fred), 8, 10, 29, 136, 138, 222

Source documents, 187, 202203

Southwest Airlines, 21, 138, 169, 247-253. See also
Kelleher, Herb

Speaking, committed, 6670, 73—74

Special classrooms, at PepsiCo, 11

Spirituality: books on, 229-230; coaching and, 223,
228-229

Starbucks, 27, 135, 137, 166

Staubach, Roger, 130

Stern, Howard, 99

Sterns, Frank, 206-207, 209-219

Stevenson, Adlai, 37

Stewart, Martha, 130

Strategy in action, 192-194

Structures for fulfillment, for breakthroughs, 113, 115



Success, standing for, 45

Supporting, and challenging at same time, 45

T

Talent: to achieve impossible future, 28—30; focusing
on strengths of, 46; impact of higher level of,
13; investing in relationships with, 105-110; as
obsession of masterful coaches, 6, 7-8, 30; as
source of wealth, 5

Talent reviews: to achieve impossible future, 29; as
assessment tool, 78, 106—107; at GE, 10, 11

Taylor, Frederick, 4

Taylor, Gail, 199

Taylor, Matt, 199

Taylor, Robert (Bob), 5, 6, 140

Teachable moments, 65, 104, 168, 169, 180, 298

Teachable points of view (TPOV): articulating,
165169, 230-231; communicating, 68, 104-105,
228-229; defined, 101; developing, in Masterful
Coaching Method, 100—105; examples of, 68,
103—-104, 168, 181-182, 231; of Jack Welch, 41,
64, 168; of Jeff Kaufman, 103—104, 261-262;.0f
Mike Eskew, 244; providing, in executive
coaching, 180—181; way of being and; <%

Teaching, in coaching conversations, 75=80, 93

Team strategy session, 183—203; assessment in,
191-193; clarifying impessibi= future in,
188—191; coaching coi.versations for, listed,
187-188; coming up with game-changing
strategy in, 196—199; critical success factors for,
186; discussing business context and trends in,
193-196; example of coaching, 183-187;
executing strategy in, 199-203

Team-based action coaching, 206, 207209

Teams: honoring differences on, 57; sales, coaching,
291-302

Tennyson, Alfred, 108

Test: for being extraordinary leader vs. masterful

coach, 5-10; on leadership agility, 62

Thinking: big, by small companies, 135-137;
drawing out creative, 83—84; impossible, 25-28;
reframing, 87

Thinking partners, masterful coaches as, 57-60

Thompson, John, 67

Three-peat, 44, 304n1

360 feedback: as assessment tool, 78; in executive
coaching, 172-174; to help define leadership
breakthrough, 115; interviews for, 38, 172—173.
See also Feedback

Toll, John, 217

Total return to shareholders (TRS), for CEOs as
coaches, 9

Toynbee, Arnold, 16

Toyoda, Kiichirc, 5

Transformation:as always possible, 47; leadership
dec’aravion as beginning of, 48—49; three-step
process for coaching, 49-50

e ndler, Inc., 183—187, 190-191, 193, 195-196,
197-198, 199, 203

Trends: coaching conversation on, 193-196;
importance of recognizing, 133

Truman, Harry S., 28

Trump, Donald, 131

Turner, Ted, 129

U
UPS, 135, 166, 241-245

Vv

Value innovation, 197—-199
Vanderheiden, George, 105
Vernon, William, 184

VW Beetle, 286

w

Wagoner, Richard, 22
‘Wal-Mart, 133, 135, 137, 142
Walsh, Scotty, 301

Index
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Waterline goals, 191

Watson, Tom, 85

Way of being, 39—62; as architect of creative collab-
oration, 60—62; choosing, for coaching sessions,
50-51; importance of, 39-42; as leader who
develops other leaders, 53—55; listening for, 72;
Masterful Coaching Big 8 as ground for, 42—47;
as performance maximizer, 55-56; as prerequi-
site for using coaching model, 96; as thinking
partner, 57—-60

Wealth, capital vs. talent as source of, 5

‘Wegmans, 198

Welch, Jack: authentic communication by, 65; on
fanaticism about quality, 100; financial results
achieved by, 9; impossible thinking by, 25-26; as
master, xvii; as masterful coach, 6, 10; meetings
transformed into coaching opportunities by, 64;
performance maximization by, 56; as role model
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