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Objectives: There is a need for a more comprehensive understanding of how coaching processes psychologically
operate. This paper presents the findings from a study aimed to characterise the coaching process experience
and to identify how specific experiences contribute to coaching outcomes.

Design: A qualitative design was adopted. Data was analysed by Interpretative Phenomenological Analysis
(Smith, 2008).

Method: Data was collected from 10 participants, this included coaches (N=4), coachees (N=5) and one
commissioner, three times along the coaching process. A total of 30 interviews were undertaken.

Findings: Coaching outcomes can be generated by three essential mechanisms: Projection of Future Self;
Perspectivation of Present Self; and Confirmation of Past/Present Self. Each mechanism’s name represents
a particular effect on coachee’s self and may evolve diverse coaching behaviours. Although they all can be
actively managed to generate sustainability of outcomes, each mechanism tends to contribute differently to
that sustainability.

Conclusion: The study provides a comprehensive understanding of the different methodological and
experiential ingredients of the coaching process and its implications. While most coaching research is focused
on identifying coaching results based on a retrospective analysis, this is one of the first studies accompanying
longitudinally the coaching process and capturing an integrative understanding of its dynamics. Moreover,
the study provides evidence of how coaching can differently deliver sustainable outcomes and be used as a
valuable developmental tool in organisations. The study contributes to our understanding of theory building
and raises questions for further research on the uniqueness of coaching interventions.
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Introduction

OACHING aims to help individuals
Cand organisations to become more

effective, by reaching positive and sig-
nificant results, through making intentional
changes in behaviour, thought or emotion
(e.g. Joo, 2005; Kilburg, 1996; Peltier, 2001;
Peterson, 1996; Zeus & Skiffington, 2004).
The popularisation of the term coaching,
the growing success of professional bodies
responsible for certifying coaches and the
high number of individuals practicing as
coaches, indicates that the activity involves a
shared identity. However, inspite of this our
knowledge of many aspects of coaching
remain unexplored (Feldman & Lankau,

2005; Maher & Pomerantz, 2004; Palmer &
McDowall, 2010; Zeus & Skiffington, 2004).
The emergence of coaching psychology
since 2000 has significantly contributed to
the development of an evidence-based
approach and a desire for a stronger theo-
retical framework (e.g. Grant, 2009; Latham,
2007; Peltier, 2001).

According to Grant et al.’s (2010) review,
the study of coaching outcomes has been one
of the most popular research issues. In gen-
eral, the results from coaching research show
that coaching; enables previous classroom
learning to be transferred to real work situa-
tions (Miller et al., 2004), positively impacts
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