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C o a c h e s

By Jan Dean

We all want to do a good job. 
There’s nothing worse than 
being assigned a project you 

know is beyond you.  Or being promoted 
to a job that requires managerial skills you 
haven’t had the opportunity to develop.

That’s probably happening more often 
as many companies cut their workforces. 
The solution is giving employees the 
training to better do their jobs.

Corporate training programs can range 
from a day or two to programs more 
intense and longer programs geared to 
certifications.

And corporate coaches are invaluable 
mentors for both managers and employees.

Program options for companies include 
engineering, information technology, 
computers, auto cad, and construction 
safety. Coaches do team building exercises 
with companies where participants learn 
team skills while doing things like hiking, 
or even cooking.

There’s also training for municipalities, 
automotive, and even retail.

While the past year has been a bit slower 
for corporate coaches because of the 
economy, it’s starting to pick up.

In any business sector there can be 
leadership issues in management that can 
include motivation, time management, or 
communication that can be addressed 
through coaching.

Establishing good two-way communication 
between managers and the people they 
manage is a big issue for many. And a lot of 
managers have difficulty achieving a good 
balance – rapport without sliding into 
friendship.

Younger companies are often more 
proactive when it comes to recognizing issues 
and helping staff, and younger people are 
seemingly more aware of coaching. 

In more established industries like 
manufacturing, sometimes processes are 
valued more than people.

Corporate training has elements of 
coaching and usually includes a series of 
group sessions interspersed with individual 
meetings to iron out problems and work on 
strategies and solutions. 

Because it’s ongoing, it creates 
accountability.  

Because there is the need to report 
back to the trainer how the latest effort 
is going.

Corporate coaching is still evolving, 
but finding a good corporate coach is a 
case of ‘buyer beware’.

While coaching requires a lot of 
listening, it’s a lot different than bending 
the ear of a friend or family member 
because those people won’t hold you 
accountable. A coach does.

If he or she can make people look at 
themselves and situations differently, 
there’s a real opportunity for growth. 

 “Pushing yourself is energizing,” says 
one corporate coach. “It gives you pride 
and pride is very empowering.”

Training and development budgets 
are usually the first to go when the 
economy tightens, but local employers 
are still, “keen to continue to develop 
their staff, particularly when staff asks 
for it.”

Cont. on page 2
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By Sayward Spooner

Optimists in the business world 
seem to be able to agree on this 
one point: that recessions are 

merely a part of the economic cycle.  It is a 
time to reassess the way you do business and 
look for ways to do it better.  So why, on a 
mission to eradicate ineffective business 
practices, do companies continue to fall back 
on the same money-saving measures of old?  
Recessions are not pre-ordained.  We create 
them because the way we do business has not 
changed.  What if there was a way to survive 
without lay-offs, pay-cuts and all forms of 
slashing in general?  If there is a way, Lance 
Secretan, internationally renowned speaker 
and leadership consultant, has found it.   

“By and large, customer service and 
employee satisfaction, which is the key here, 
is in the tank,” says Secretan.  His Caledon-
based company, The Secretan Center Inc., 
has been working since the early ‘80s to 
bring it out of the tank.  Among the 
company's clients are 11 of Fortune’s Best 
Companies to Work for in America and 30 
of its Most Admired Companies.  

The Secretan Center has clients and teams 

secretan: Inspiration is key to business success  
of staff working all 
over the world, in 
places like Australia, 
New Zealand, Africa 
and England.  

“ W e ’ r e  v e r y 
r a d i c a l , ”  s a y s 
Secretan.  They reject 
the “old-fashioned” 
i n t e r e s t  i n  a n 
e m p l o y e e ’ s 
personality.  “Most 
organizations focus 
on motivation, which 
is about fear and 
about persuasion and 
about marketing and 
about controlling the 
behaviour of others, 
principally through 
compensation and 
incentives, bonuses 
and that  sor t  of 
t h ing , ”  e xp l a in s 
Secretan.  That, he 
says, is exactly why 
airlines and wireless 

phone companies 
“are probably two 
o f  t h e  w o r s t 
industries to deal 
with, at almost any 
level.”  

“What we really 
want to do is get at 
t h e  s ou l  o f  a 
person,” insists 
Secretan.  The soul 
requires inspiration 
r a t h e r  t h a n 
motivation and, he 
says, “it is about 
honour ing  the 
sacredness of other 
people.”  

While teaching 
leaders  how to 
inspire has been 
Secretan’s life for 
the past 30 years, 
he has already led 
t w o  o t h e r 
successful careers.  

With a Masters 

degree in International Relations from the 
University of Southern California and a Ph. 
D. from the London School of Economics, 
Secretan went on to turn the “baby” that was 
Manpower Ltd. into a successful enterprise 
with 72,000 plus employees. He then retired 
as CEO and began teaching at York 
University and McMaster.  

In his spare time, he wrote a book to use  
as a text in his own classes on leadership.  He 
was disappointed in what he calls the 
“antiquated” and “not relevant” literature 
typically used in business classes. They fell 
short of his own experiences, he said.  The 
book became a bestseller and suddenly he 
had business leaders approaching him to 
help them.  He gave up teaching to consult 
full-time.

When Secretan takes on a client, typically 
a team of about eight to 10 people made up 
of various consultants and advisors will do 
all but move in with the company.  They 
work designing internal training programs, 
running workshops and coaching leaders on 
the power of inspiration.  It’s a huge 
undertaking, no matter how willing the 
company or its leader may be.  As Secretan 
points out, it’s difficult to un-learn what we 
think we know. But that's exactly what needs 
to happen for the transformation to take 
place.  The results are staggering.  

On average, a company that learns to 
inspire rather than motivate doubles its 
profits while reducing staff turnover by about 
50 per cent.  “Inspired people suddenly roll 
up their sleeves and say, ‘I love it here and 
I’m going to do everything I can to make 
this place successful,” explains Secretan. 

 And when that happens, everything else 
falls into place.  He says that when a 
company is successful in what they do there 
is little to no need for marketing.  “The 
consumer becomes the advocate for the 
organization because they’re being served so 
well,” says Secretan.          

If a business leader decides to get in touch 
with Secretan, they’ll be whisked away to a 
mountain in Colorado where he lives and 
skis most of the winter.  This is not a cocoa-
sipping, warming-your-hands-by-the-fire 
kind of trip.  Secretan vows to teach you how 
to ski a double-black-diamond in one day.  
(Double-black-diamond refers to the extreme 
difficulty of a skiing trail; it’s un-groomed, 
with steep slopes, narrow trails and full of 
obstacles like trees and sudden drop-offs.)  
He insists that such a course is not that hard.  
We’re just used to learning and teaching the 
wrong way.  “What we’re doing on the 
mountain is demonstrating that we can make 
a significant, life-changing breakthrough in 
one day.  And then as we sit down and have 
the evening conversation, we say ‘why can’t 
we do this in the workplace?’,” explains 
Secretan.”  

But if Secretan isn’t a company’s first 
choice, chances are they’ll meet him anyway.  
Many have been victims of bad consulting or 
the poor implementation of quality control 
programs.   

Every company needs a dream, according 
to Secretan.  But it can’t be pulled from thin 
air.  It needs to be grounded and researched.  
You need what Secretan calls the “permission 
space,” which “is really the energy of all the 
constituents that are available."

Before Howard Shultz came along, the 
company we now know as Starbucks was a 
single coffee shop in Seattle. There was no 
dream.  It was while on a vacation in Italy 
that Shultz found his permission space.  In 
Italy and France and places all over Europe, 
people have a “third place.”  They have 
home, work and the café.  Shultz’s dream 
was to create a “third place” in North 
America using the Starbucks brand.  

Success, according to Secretan, is a matter 
of values.  If a telephone company honoured 
the sacredness of other people, would they 
need to call you every night during dinner to 
offer you special rates?  

Would General Motors and Chrysler have 
had to ask the government for billions of our 
tax dollars?  Would there be any room for 
recessions in the economic cycle if business 
leaders sought to inspire rather than 
motivate?  This recession is a time to set 
aside some space and really get to the soul of 
the matter.  Secretan has been soul-searching 
for the last 30 years. His method of inspiring 
is a formula for success.

The Secretan Center, Inc. is located at 1177 
Cataract Road Caledon. Call 519-927-5213, 

or email: info@secretan.com
www.secretan.com

Lance Secretan
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