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C h a p T e R  8

Outside forces in the 
coaching room: how to 
work with multiparty 
contr acts

David Skinner

Abstract
Coaches choosing to work with executives in large commercial organisa-
tions must recognise and accept that they face many dilemmas arising 
from the influence of relationships outside the coaching room. The purpose 
of this chapter is to explore the potential impact on coaching relationships 
of organisational politics and interpersonal influences that executive 
coaches and their coachees might experience during their work together. 
In the concluding part of this chapter, I draw on field experience to propose 
pragmatic ways executive coaches might manage the dilemmas they face 
for the benefit of their coachees, their organisational clients and 
themselves.

The focus of the exploration is on coaching relationships between execu-
tive coachees and those coaches in particular who adopt a relational approach 
to their clients. Through this relational approach, coaches make an active 
effort to empathise and understand the subject matter contributed to the 
here-and-now coaching relationship by the coachee’s past and present rela-
tionships (De Haan 2008).

In addition, business realities can mean that coaches and coachees will 
find themselves sharing relationships with the same multiparty stakeholders 
within the organisation. So, coaches can also bring into the coaching room, 
unknowingly as well as consciously, their own emotional aspirations, fears 
and fantasies related to these stakeholders in the organisation. Whether 
recognised or not, the ebb and flow of complex and messy tensions will 
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surely continue to affect the nature of the relationship between coach and 
coachee throughout the period of the contract.

In the event that executive coaches successfully demonstrate personal 
credibility and effectiveness within their targeted client organisations, over 
time they are likely to win a continuing flow of contracts, and possibly even a 
range of different types of developmental interventions, from within those 
same clients – because they become known and trusted by the wider commu-
nity of line executives involved. In such commercial organisations, 
particularly multi-national ones, decisions about investment in coaching, 
funding sign-off and coach selection usually involve a number of people. As a 
result, each of these individuals will become external stakeholders in 
coaching relationships, albeit perhaps with differing levels of interest in the 
conduct and outcome of the coaching process. 

In the previous chapter, Charlotte Sills describes the way in which unrec-
ognised psychological contracts and implicit expectations can lead to hidden 
agendas, both within the coaching room and with the wider stakeholder 
group. In the back of their minds, some coachees might hope their coach will 
contribute to their positive-impression management within their employer 
organisation. Line executives signing off the funding might hope coachees 
will be persuaded to behave in a way that they think will drive business 
growth. And some coaches might feel tempted to ‘put on a good show’ for the 
people they see as external stakeholders so they win the next piece of work 
from the client organisation.

Context – organisational politics
Regardless of whether they choose to acknowledge it or not, coaches funded 
by large organisations to work with executive coachees will find themselves 
operating in a political environment with many powerful stakeholders. At 
the point of initial administrative contracting some of these stakeholders 
might not be visible to the coach, or even to the commissioning manager. 
However, in highly competitive commercial circumstances these stake-
holders will, in some way, show an interest and bring their influence to bear 
on coach and coachee alike before, during and after the administrative 
contract is enacted. 

The political forces from outside the coaching room can have many 
drivers. For example:

•	 Line executives are likely enthusiastically to support the growth of 
their chosen coachee(s). They will be hoping for increased contribu-
tion to business performance from them as a direct result of the 
coaching and their own performance contract will probably include a 
‘people development’ component.Co
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•	 Corporate policies usually require at least one third party to sign off 
the financial investment for the coaching. That individual signatory is 
likely to be in a position of power within the organisational hierarchy. 
However, once they take the decision to sign off the administrative 
contract they will carry some sense of accountability and even 
personal risk related to the success of the coaching work.

•	 Most line executives will not have had either the time, or perhaps 
even a reason, to become knowledgeable in detail about the standards 
and practices that accredited executive coaches typically adopt as a 
result of their specialised professional education. This can lead to 
widely differing and unspoken expectations on the part of coachee, 
coach and external stakeholders about the intended outcomes, 
boundaries and relationship-management processes involved.

•	 Others in the organisation might perceive that they might be 
impacted, either positively or negatively, by any behavioural changes 
the coachee chooses to make.

•	 Executives are usually highly competitive and their peers, even 
though not directly involved in the coaching, might consider it as 
aiding the chosen coachee to increase their personal power, status or 
chances of advancement to secure scarce promotion opportunities.

•	 Continuously turbulent economic conditions might, during the 
period of the coaching contract, lead to rapidly changing perceptions 
of the coachee’s business performance, even though many of the 
factors involved are outside the control of the individual.

Vignette 1

“Hi, I’m Laura – new secretary to Rolf, the general manager. He noticed you 
working in the conference room with Alex earlier and he would like a quick 
chat with you before you leave. 

“[Light-hearted tone] Don’t worry, I think he just wants to make sure he is 
spending his development budget wisely – especially as Alex’s business unit 
is having such a tough time. If you could possibly come up to the top floor 
right now I could get you 10 minutes or so with Rolf…”

Human nature being what it is, the stakeholders carrying the sense of 
accountability, personal risk or aspiration for beneficial outcome from the 
coaching work are likely to try to influence every stage of the process. As a 
general rule, the higher the level of the coachee in the organisation, the Co
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stronger will be the external political forces impacting the relationship 
between coach and coachee.

The corporate decision-making environment 
– business realities
For line executives who might commission coaching, particularly in large, 
sophisticated organisations, the need to achieve ever-increasing productivity 
while reducing costs is usually a key goal. At the same time they will feel 
driven to promote and protect their personal brand in the eyes of all the 
stakeholders whom they perceive as having some influence on their own 
career advancement. 

Due to the typical scale and geographic reach of their organisations, plus 
the relentless demand for their hour-by-hour attention to operational 
matters, line executives will be left with much less time than they would 
want to concentrate on the development of their people. These continuous 
performance pressures lead to high stress levels and under these conditions 
people-development decisions are understandably made more frequently on 
the basis of expediency than deep objective analysis. As a result, while the 
theory regularly espoused (Argyris 1991) by line executives acknowledges 
the importance of investment of appropriate resources in people develop-
ment such as coaching, the theory more realistically in use is – do what is 
possible in the short time available, and work if you can with suppliers whom 
you already know and trust.

These time and logistical pressures, in addition to the political forces 
described earlier, can lead line executives to sponsor or initiate coaching 
activities for their direct reports for any of the following reasons: 

•	 To help the coachee to develop in line with business performance and 
career development plans

•	 To demonstrate that as senior leaders they are acting as good corpo-
rate citizens in following the company’s learning and development 
strategy

•	 To reward their direct reports (where the organisational culture 
views having a coach as a signal of being a high-potential person)

•	 To absolve themselves of the responsibility of confronting poor 
performance or non-compliance with expectations or requirements

•	 To invite external help to resolve relationship tension or conflict with 
the coachee

•	 To convey a warning signal that performance is not meeting 
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expectations (where the organisational culture views having a coach 
as a sign of a remedial need)

•	 To signal performance values and expectations to the wider team

•	 To change a communication- or leadership-style approach where the 
need for change is based on differing cultural expectations

•	 To build the willingness and/or capability of their team members to 
share the responsibility of taking on a new challenge with which the 
senior executive has been tasked by the board.

Regardless of background, the taken-for-granted assumption that senior 
executives often bring is that coaching will quickly persuade their direct 
report to behave and perform in a way that better meets, or exceeds, their 
performance expectations. Having made the decision that coaching will 
produce the desired developmental result, they will usually initiate the coach 
selection procedure by involving the person within the HR team with whom 
they feel it is quickest, easiest and most productive for them to interact. 

In mature organisations, corporate procedures usually require ‘Learning 
and Development’ departments to take responsibility for the design and 
arrangement of executive coaching programmes. L&D directors, or in some 
cases human resource vice presidents will be involved in gaining line-execu-
tive approval for coaching budgets. They do this by demonstrating – or more 
accurately, by promising – that hurdle rates of commercial return can be 
achieved through strategically aligned investment in development programmes 
of which coaching frequently forms a part. It is at this point that these HR 
executives become stakeholders in the successful outcome of the coaching.

Without any negative intent on the part of the individuals involved, 
personality types and interpersonal styles can also start to impact the 
communication between the line executives and HR leaders involved in the 
contracting process (Sills & Wide 2006). For example, imagine that the line 
executive initiating the request for coaching has personality factors leading 
them to a personal preference for a high degree of affiliation with their peers 
and superiors. This will probably cause them to work collaboratively with the 
HR personnel, putting effort into understanding and following agreed corpo-
rate procedures for the commissioning of coaches. If they had previously 
built a trust-based relationship with an external coach or an organisational 
consultant, then they might use their collaborative approach with HR 
personnel to influence the selection of that trusted person to provide 
coaching services for their direct reports. 

Alternatively, a line executive with a strong need for personal recognition 
might, for example, respond to the combination of intense time pressure and 
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corporate politics by operating from a ‘rebellious child’ ego state (Berne 
1966). They might use their position power to push through a coaching 
strategy, or even choice of individual coach, without sufficient consultation 
with others who actually carry functional responsibility for coaching policy, 
budgeting or coach selection.

With the added complexity of differing interpersonal styles and different 
psychological contracts, implicit expectations and tensions can be estab-
lished between stakeholders even before coaches are selected or briefed. 

Illustration
Although not representative of all coach selection and administrative 
contracting approaches the quote below is intended to illustrate some of the 
dilemmas and complexity an executive coach might face as they set up and 
manage coaching contracts. This statement was delivered hurriedly by a Vice 
President of a multi-national company in a corridor of the corporate headquar-
ters. He was widely respected in the company for his passionate commitment 
to the success of the business and to the employees whom he supported…

Vignette 2

“Hey David, didn’t know you were in – give me a call soon because we need to 
talk about one of our high-potential guys. You worked with him once in a 
team session and you seemed to get on alright together. I think he’s great but 
the Chief isn’t so sure. Could be a bit of a culture clash really, but you need to 
sort him out for me – I have a lot riding on his success.

“Oh, and by the way, the Regional Leadership Conference is coming up and 
you and I need to talk about a design. I’ve left it late to get started on that but 
you always pull something out of the hat for us. Must dash, talk to Candice 
about a date for us to get together…” 

It would be interesting to speculate about this particular client’s intent 
based on the nature or content of this quote. However, it is essential for 
coaches operating in such circumstances to be sensitive to the potential 
implications for the eventual coaching relationship emanating from the 
spoken and unspoken messages in communication like this. 

Relationship between coachees and their 
external stakeholders
Potential coachees in large organisations generally perceive the news that 
they will be given a coach as a signal of their status (Rock 2009) in the eyes of 
their line executives. If the prevailing norms and beliefs in the organisational 
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culture position coaching as a positive signal, then the coachee will usually 
become enthusiastically involved in the coach selection process. He or she 
will work either through official or unofficial channels to influence the choice 
of coach that they believe will be most beneficial to them. 

Despite the best efforts of coaches to maintain client confidentiality, 
gossip within the organisation will usually imbue them with a personal 
brand and projected position within the corporate hierarchy. Typically, the 
unwritten rules of the game (Scott-Morgan 1994) imply that coachees have 
higher status if they are seen to be coached by individuals who are already 
known to be well established in coaching senior executives within their 
organisations. 

If they secure a coach that they believe sends the right signals about 
their personal status, coachees will then often use subtle means to share 
within the organisation any detail regarding their coaching relationship 
about which they feel positive. In no time this largely invisible communica-
tion process can conspire to create a positive reputation for the coach 
which is not necessarily based on the efficacy of the service they actually 
provide.

Conversely, in organisational circumstances where the engagement of a 
coach is taken as a signal suggesting that line executives see coachees as 
having a remedial need, those nominated to be coached can attempt to 
undermine the coach selection process. Some might even encourage selec-
tion of a coach whom they construct as most likely to collude with them to 
show their line executives that coaching was not necessary for them in the 
first place.

Perspective of the coach 
Executive coaches wanting to build their practices in large client organisa-
tions will soon find that their personal success results as much from selling 
themselves effectively as it does from delivering their coaching service effec-
tively and ethically. The successful coach is likely to be comfortable taking 
the initiative to network within their target organisations to prospect for fee-
paying work. He or she will probably consider that deep knowledge of the 
organisation’s culture, decision-making processes, internal political forces, 
unwritten values and rules, business aims and challenges, as well as trust-
based relationships at all levels will be a key advantage to help them be 
frequently contracted into the coaching room.

Providing they use this knowledge of the organisation in a mutually bene-
ficial way they are likely to be trusted by key executives. As a result, given the 
time pressures impacting executive decision-making processes, such coaches 
are likely to be selected as vendors of choice from the wider range of possibly 
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unknown and untried alternatives available. Contracts can continue to be 
awarded over many years on this basis and so the coach will naturally come 
to see the organisation as an ‘important customer’.

Tenbrunsel et al. (2010) describe the existence of a cognitive bias they call 
“bounded ethicality”. They show that where circumstances are uncertain or 
stressful, for example, because of the potential for large gains or losses from 
important customers, then individuals are likely to predict that they will 
behave more ethically than they in fact do. And when reflecting on their 
behaviour after the event, they are likely to assess that they behaved more 
ethically than they did. 

Vignette 3

Maxine prides herself on her very strong commitment to maintain confiden-
tially and boundaries with all the clients she has coached over the years 
within MultiCo Inc. She knows she is trusted because the CEO and other 
members of his team tell her so quite regularly.

One day the HR VP sees Maxine in the car park and asks, “How’s your work 
going with our problem-child finance guy in Spain then?” Maxine looks 
slightly skywards, rolls her eyes and replies, “Oh please, just don’t ask”… Then 
she grins cheekily and walks away. The following day Maxine emphasises to 
her supervisor how hard she works to maintain boundaries in the organisa-
tions she works in.

Implications for the coaching relationship
The external factors described here will act strongly on both the coachee and 
the coach as their relationship develops and grows. Despite their best inten-
tions, any coach would be naive to believe that they can simply establish 
some kind of “three-way contract” (English,1975) once and for all at the 
beginning of a relationship with an executive in a large organisation – and 
then be left alone to manage it without external interference. Especially when 
they are working to win new contracts within a client organisation, executive 
coaches need to be mindful of stakeholder expectations that might develop 
as a result of their personal interactions or reputational influences. These 
stakeholder expectations are almost certain to come back to haunt their rela-
tionships when they start to work with coachees. 

Vignette 4

“Oh hello, so you’re the coach working with one of my team in the marketing 
department. I signed off the budget for the coaching because I’d heard you Co
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always produced results really fast. Not heard about much change in the 
marketing guy yet, and we are already a couple of months in… let’s talk about 
it shall we?”

Line executives accountable for the funding and commissioning managers 
who originally conduct the coach selection and administrative contracting 
might behave in a way that has a positive effect once the coaching is 
underway. They might conspicuously demonstrate their efforts to respect the 
procedural and behavioural standards and boundaries agreed with the coach 
and the coachee during the initial contracting discussions. This behaviour 
should hopefully have an encouraging effect on the quality of one-to-one 
learning that goes on in the coaching room.

Alternatively, external stakeholders might be driven either unknowingly 
or deliberately to behave in response to personal goals, fears or aspirations 
regarding the coaching relationship. Overly enthusiastic line executives can, 
for example, show excessive interest in the progress of the coaching and this 
can be perceived within the coaching room as pressure to meet certain 
growth expectations that might never have been contracted with the coachee 
in the first place. 

Coachees will probably notice this intense external stakeholder interest 
and their willingness to open up in the coaching room might be affected, 
even if they have an underlying level of trust in the integrity of the coach and 
their commitment to confidentiality. 

Influences with potentially positive or negative effects on the coaching 
relationship can be targeted by stakeholders towards the coachee or the 
coach driven by motivations of which those stakeholders are not consciously 
aware. For example, if any of the commissioning managers is operating from 
the psychological role of ‘persecutor’ (Karpman 1971) then they are likely to 
apply more negative pressures to the coaching dyad itself, or to attempt to 
undermine the perception of the coaching relationship within the wider 
stakeholder group.

Vignette 5

“Even though people say she is a high performer this girl really needs to 
change her ways – I’m tired of hearing everyone complaining about her arro-
gance. Her line manager won’t do anything so I’m going to confront her, for 
her own good of course – and you need to help me with that.”

On the other hand, commissioning managers operating unknowingly 
with a ‘rescuer’ tendency (Karpman 1971) will possibly try to offer uninvited 
help to support the coaching process – or engage in positive impression 
management about it within the wider organisational context. Co
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Vignette 6

“Ahmed is a really great guy. He has always put his heart and soul into the 
business and he’s built up teams for us over the years in some of the toughest 
emerging markets. Because of his promotion he has to operate in the head-
office environment now and I’m watching his back while he smoothes off 
some of his rough edges. I know you coach his boss too, so perhaps you could 
put in a good word for him… but only when it seems appropriate… don’t 
make it too obvious. I usually find a way to do it for him myself during exec 
meetings, but people listen to you more sometimes because you are an 
outsider…”

External stakeholders will sometimes create their own psychological 
contract that the coach is going to persuade the coachee to change their 
behaviour in a way that will quickly show up in measurably improved busi-
ness results. This can lead to a sense of disappointment quite soon in the life 
of the relationship. Powerful stakeholders with this perception can view the 
coach as ‘letting them down’ and will sometimes make ulterior references to 
the potential for future work for the coach within the organisation if persua-
sion of the coachee is not soon evident.

As described earlier, perceptions and evaluations of them by the external 
stakeholder group are usually of central importance to the executive coachee. 
As a result they will surely bring their own mental construct of the organisa-
tional forces acting on them into the coaching room. The degree to which 
they construct their key stakeholders as being positively supportive, or 
potentially threatening towards them, will in turn influence the way they 
react to their external influences on the coaching relationship.

Executive coachees will almost certainly want their coach to help them 
with some degree of impression management with their stakeholder group – 
even if they do not overtly include this wish in the contract. This could be 
anywhere along a spectrum from an un-healthy attitude expressed as “I don’t 
really want to change, I just want to make my bosses like me” through to 
“The way I will prosper in the company is to demonstrate my capacity to 
learn and grow in line with a carefully aligned personal development plan”.

Coachees with a negative assessment of their stakeholders might take 
longer to build trust with their coach and so might require an extended time 
before they are prepared to talk openly – in case anything inadvertently 
leaks from the coaching room to their stakeholders, despite assurances of 
confidentiality from the coach.

Coachees with a positive perception of their stakeholders might be keen 
to share their thoughts and experiences and will, on occasions, even invite 
some of those stakeholders into their discussions in the coaching room 
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Outside forces in the coaching room

– possibly to ‘show how well they are doing’. Interestingly, this positivity can 
lead to scope-creep* from the original focus of the coaching contract. 
Invitations from the coachee such as “Why don’t you come and talk to my 
team about this because they can benefit too” can potentially be seductive for 
the coach, but can at the same time lead to loss of focus and unintended 
boundary crossing. 

Pragmatic approaches to managing the 
dilemmas
As we have seen from the exploration so far, political influences, organisa-
tional time and performance pressures, complex decision-making 
processes, interpersonal style differences, psychological contracting and 
cognitive biases are among the many possible factors that can lead to 
differing implicit expectations and resulting stakeholder influences on 
coaching relationships. 

External interest in the coaching work will not come to a stop when the 
administrative contract is signed. In different ways this interest will continue 
throughout the life of the work and, given the perceptions or sensitivities of 
the coach or the coachee, at any point the impact can be either positive or 
negative. 

For reasons already described, organisational clients generally want to 
commission coaches they feel they can trust and so they prefer to commit to 
suppliers who already know their organisation and have established personal 
credibility with key stakeholders. Coaches who establish themselves as 
favoured suppliers within a client organisation might find that they are in a 
highly lucrative position with significant potential for future growth in their 
income as well as professional fulfilment from the work. In these circum-
stances their own cognitive biases will surely bring temptations and have 
some effect on their judgement that reference to boundaries and codes of 
conduct alone might not be able fully to mitigate.

So, coaches choosing to work with executives in large commercial organi-
sations do well to recognise and accept that they face many dilemmas arising 
from the influence of relationships outside the coaching room.

The experience-based guidance that follows is intended as a pragmatic 
approach to meeting the needs, and sometimes competing expectations, of 
the various multi-party stakeholders outside the coaching room – with the 
sole intent of maximising the value and ethical maturity of the work that 
goes on within it.

* ‘Scope creep’ is a term originating in the project management function. It refers to a 
phenomenon where uncontrolled additions to a project’s objectives evolve without 
approved additions to budgets or time deadlines.Co
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part III

Executive coaches should find it beneficial to themselves, their organisa-
tional clients and their individual coachees if they:

•	 Accept that they have a professional duty to the organisational client 
providing the funding as well as to the individual coachee

•	 Approach multi-party contracting not as a one-time event at the 
beginning of the contract, but rather as a continuing and evolving 
process requiring vigilance and regular re-negotiation with interested 
parties to maintain alignment in the turbulent commercial environ-
ment (see Vignette 1 as a practical example of where this approach 
would be key for continuing mutual benefit of all parties involved)

•	 Build their self-awareness so they can recognise and better manage 
their own perceptual, emotional and behavioural patterns as well as 
the impact of their communication in response to the stresses and 
temptations they might experience when dealing with complex, 
politically charged dilemmas (see Vignettes 2 and 3 as examples of 
situations emphasising the importance of deep reflection by the 
coach, taking account of regular client feedback, to ensure their 
sensitivity to the potential impact of communications – their own, as 
well as those of their stakeholders)

•	 Work diligently during the phase before administrative contracting 
to identify the external stakeholders and understand as much as 
possible about their business as well as personal interests that relate 
to the conduct and outcome of the coaching

•	 Take account of the personal style and behavioural preferences of 
stakeholders where possible – thereby better enabling them to assess 
the probable intent as well the impact of those stakeholders on their 
coaching relationships

•	 Recognise and surface for productive discussion at an early stage any 
implicit expectation by external stakeholders that the coaching will 
be used to persuade the coachee; note that the coach should not take 
personal responsibility to protect the coachee from this attempted 
persuasion – experience shows that coachees might well choose to be 
persuaded to perform in a certain way if they feel this is in line with 
legitimate corporate expectations, and it might aid their chances of 
advancement in the organisation (see Vignette 4 as a practical 
example of how stakeholder expectations might be communicated to 
the coach in a potentially unsettling way)
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Outside forces in the coaching room

•	 Remain mindful that their focus should be first on adding value 
through support for learning and growth in the client organisation 
avoiding any fixation on what might be their own process preferences 
or future business-development opportunities 

•	 Pay attention, notice and raise through discussion first with the 
coachee any perception of external interference that either party 
assesses as having a negative impact on the progress of the coaching 
relationship (see Vignettes 5 and 6 illustrating examples of very 
different causes of such interference)

•	 Use supervision to be watchful for any boundary crossings or 
violations they may feel coerced or tempted into committing through 
application of external influence; remember that, by its very nature as 
a cognitive bias, their own tendency for bounded ethicality is difficult 
for any professional to identify without the involvement of a trusted 
third party.

Conclusion
Executive coaches need to realise that in coaching an executive while being 
funded by their organisation they are making an intervention in a complex 
adaptive system – even though they might not feel comfortable seeing it that 
way. As a result of their entry into a multi-party system, forces will be applied 
continuously from outside the coaching room on both the coachee and the 
coach. 

The coach does not serve his or her various client stakeholders well by 
simply adhering with positive intent to boundaries or codes of conduct. 
Business realities frequently drive those stakeholders to behave in unex-
pected ways and not necessarily the way the coach feels that they ‘should’. 

One way for the coach to address the dilemmas they might face in any 
intervention is to refuse to engage in relationships outside the coaching room 
once initial administrative contracting is complete. A coach taking this 
approach might feel they are respecting and protecting their own profes-
sional standards. However, in the event they will probably discover that they 
do not actually serve any of their stakeholders interests well – and as a result 
they are unlikely to win continuing work from the commercial organisation.

On the other hand, coaches who do choose to engage widely with the 
client organisation must notice and have the courage to respond effectively 
to any influences from outside the coaching room that negatively impact 
their ability to support productive learning and personal growth for coachees 
– balancing the best interests of that organisational client as well.

Co
py
ri
gh
t 
©
 2
01
2.
 L
ib
ri
 P
ub
li
sh
in
g.
 A
ll
 r
ig
ht
s 
re
se
rv
ed
. 
Ma
y 
no
t 
be
 r
ep
ro
du
ce
d 
in
 a
ny
 f
or
m 
wi
th
ou
t 
pe
rm
is
si
on
 f
ro
m 
th
e 
pu
bl
is
he
r,
 e
xc
ep
t 
fa
ir
 u
se
s 
pe
rm
it
te
d 
un
de
r 
U.
S.

or
 a
pp
li
ca
bl
e 
co
py
ri
gh
t 
la
w.

EBSCO Publishing : eBook Collection (EBSCOhost) - printed on 10/10/2022 1:07 PM via HULT
INTERNATIONAL BUSINESS SCHOOL
AN: 749069 ; De Haan, Erik, Sills, Charlotte.; Coaching Relationships : The Relational Coaching Field
Book
Account: s9309202



Co
py
ri
gh
t 
©
 2
01
2.
 L
ib
ri
 P
ub
li
sh
in
g.
 A
ll
 r
ig
ht
s 
re
se
rv
ed
. 
Ma
y 
no
t 
be
 r
ep
ro
du
ce
d 
in
 a
ny
 f
or
m 
wi
th
ou
t 
pe
rm
is
si
on
 f
ro
m 
th
e 
pu
bl
is
he
r,
 e
xc
ep
t 
fa
ir
 u
se
s 
pe
rm
it
te
d 
un
de
r 
U.
S.

or
 a
pp
li
ca
bl
e 
co
py
ri
gh
t 
la
w.

EBSCO Publishing : eBook Collection (EBSCOhost) - printed on 10/10/2022 1:07 PM via HULT
INTERNATIONAL BUSINESS SCHOOL
AN: 749069 ; De Haan, Erik, Sills, Charlotte.; Coaching Relationships : The Relational Coaching Field
Book
Account: s9309202


	TCDC2022_Skinner
	Skinner_1

