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Become a Writing Coach: Earn More and Promote Your Editing Business
Introduction
This content is based on my experience of adapting my group-training content and techniques to individual training for business writers, using process consultation (see E. Schein) and microlearning (see grovo.com) approaches.
About coaching 
You are an external, unbiased listener who will listen to and offer fresh insights, new points of view and new tools to your learners as they describe their work situation. (Sometimes, you’ll find that their “writing” problem is due to a work-environment challenge.) 
Benefits include fast learning; customized content; flexible delivery methods and pace; and committed learners (because of attention and feedback you give them).
Consider using the term “personal trainer” to avoid implying that you’re a “life coach” or “career coach.”
The goals of coaching
You’ll help your client to achieve
· efficiency on the job
· satisfaction with getting better at their work
· a desire to produce high-quality documents
· the ability and confidence to handle future writing challenges on their own 
through a respectful and positive process that allows them to retain their dignity.
The process consultation approach
1. With your client, jointly diagnose their challenges (they understand their environment and situation better than you do).
2. Give them the tools, skills and confidence to analyze their drafts and solve their problems in your session exercises—and in their future writing (equip them to work autonomously). 
Pricing and number of sessions
Start with a short number of sessions, and add more if the client’s needs warrant it.
I’ve charged $560 + tax per 1.5-h session (4.5 h of prep + 1.5 h of training = 6 hr = $94/h). 
Needs assessment
1. Ask your client to describe their situation as they see it. Avoid the words “problems” and “needs”: these can make your client defensive and cause you both to jump to diagnosis conclusions. Note: they might not want or be able to reveal everything (see the Johari Window).
2. As they talk, list the things you don’t know about their situation. Realize that their writing situation is part of a larger environment that entails a) the organization’s business and processes and b) the human elements of your client and the people around them.
3. Formulate questions to get answers to those questions. Ask for examples of situations. Avoid advice, judgments and emotions at this stage: you just want to understand their situation. 
4. Also ask about what is going well.
5. Together, diagnose their problem(s). Ask “What is your theory on why this is happening?” 
6. Together, choose the solution(s). Ask “What do you want to achieve?” This way, they own the problem and the solution and are responsible for solving it (and are equipped to diagnose and solve future related problems). At this point, refer them to another subject-matter expert, if appropriate.
These are challenges they may want to solve:
· statement of work: clarity and shifting sands
· working productively, meeting deadlines, dealing with distractions
·  selecting content
· organizing the content
· writing for the intended reader
· writing clearly, with an easy-to-follow flow
· keeping the reader engaged

Microlearning sessions length and frequency
1.5-hour sessions allow time to achieve a goal, yet they fit into a workday. “There’s always time for small wins.”
Microlearning units present content efficiently and effectively.
· Short content engages learners.
· Targeted resources adjust behaviour.

Meeting at one- or two-week intervals allows for:
· Spaced repetition: Repeatedly interacting with the content over time helps your client remember the skills and techniques.
· Variation: Learning a skill in a variety of formats and contexts enables your client to use it whenever the need arises.
· Interleaving: Encountering a variety of related skills in parallel, and having time to try them on the job and reflect on them, will help your client to learn, understand and apply that knowledge.

Choose your delivery method(s)
Meet in person or by phone, email, Facetime or Skype—or a combination.
Choose your content
Typical content for writing coaching includes mind mapping, know your audience and write to them, content selection, plain language, self-editing, tone, tools, varied sentence structure and vocabulary. 
Collect content, samples, quotations, links, lists of most common writing problems, pictures, etc. Store them in a folder or Evernote. Save your trainer’s grids and modules for re-use.
Create your modules
1. Ask your client for samples of their writing, and for their workplace style guide, etc.
2. Outline your topics into a logical, progressive order. Make sure everything is relevant.
3. Break the content into small, self-contained units that support a need.

4. Position the essential items first in each module, followed by supporting content (links, exercises, forms, references, examples, illustrations, etc.).

5. Make your sessions engaging:
· Select one idea: identify a small piece of what you want your client to learn.
· Think of a relevant event or scenario; use it as an example.
· Reminder your client what the session’s idea is, and show where it appears in the example.
· To connect the content to your client’s worklife, engage them. For example, ask them to think of similar examples they’ve encountered.
Select your presentation tools
Consider using a variety of media and resources: video (e.g., a TED talk on how mindmapping liberates brain creativity), sounds, music, books, mindmap paper, coloured paper, highlighters, sample articles.
Present your sessions empathetically
Realize that your client might feel ashamed that they “need help”, or defensive and dismissing of your contributions, or relieved that someone is listening to them and is going to help.
Present yourself as listening, supportive and trustworthy, and as an equal partner in analyzing and solving their challenges (re-establish their self-esteem by showing respect for their work; empower them rather than make them dependent on you).
Be aware of communication dynamics
1. Limits to what you and the learner reveal (see the Johari Window).
2. The filters that affect how you interact and what you perceive as “the truth” about a situation:
a. your self-image
b. your image of the learner
c. your definition of the situation
d. your motives, feelings, intentions and attitudes
e. your expectations
Deliver feedback in a way that preserves your client’s dignity and positivity
· Clearly express the goal for each session.
· Praise the things that your client has done well.
· Describe their writing and its results factually rather than judgmentally.
· Describe what you observe in specific detail.
· Talk about their work, not about themselves.
Assessment
During each session, monitor progress with your client. After the series, discuss or send a questionnaire.
Resources
For the trainer
Renner, Peter. The Art of Teaching Adults. www.heartmind.ca/the-art-of-teaching-adults/
Schein, Edgar H. Process Consultation Revisited: Building the Helping Relationship. Addison-Wesley. 
Stanier, Michael B. The Coaching Habit. Box of Crayons Press.
www.editors.ca/i/conference/2015/files/Accompagnement_Sandra%20Gravel_CongresACR2015_b.pdf
www.poynter.org/2003/the-coaching-way/11214/
Policy on Communications and Federal Identity www.tbs-sct.gc.ca/pol/doc-eng.aspx?section=text&id=30683
https://www.grovo.com/resources (free white papers on microlearning)
For the learner
Gray-Grant, Daphne. Top 7 reasons why you should learn time management for writers www.publicationcoach.com/time-management-for-writers/
Hale, Constance. Sin and Syntax: How to Craft Wickedly Effective Prose, Three Rivers.
Larsen, Gary B. Brief Writing Guide http://garbl.home.comcast.net/~garbl/stylemanual/betwrit.htm and Plain Language Guide http://garbl.home.comcast.net/~garbl/plainlanguage/
Morris, Jerod. How to Immediately Become a More Productive (and Better) Writer www.copyblogger.com/kaizen-writing/
Pinker, Steven. The Sense of Style: The Thinking Person's Guide to Writing in the 21st Century stevenpinker.com/publications/sense-style-thinking-persons-guide-writing-21st-century 
Williams, Joseph M. Style: Ten Lessons in Clarity and Grace, Pearson.
Zinsser, William. On Writing Well, Collins.
https://www.noslangues-ourlanguages.gc.ca/index-eng.php (quizzes, writing tools, tips)
www.publicationcoach.com/
www.dorisandbertie.com/goodcopybadcopy
www.copyblogger.com/writing-process/
www.thesaurus.com/
bethestory.com/2009/10/16/finding-the-right-word-7-unusually-useful-online-word-tools
www.slideshare.net/EFTBridges/varying-sentence-structure-21706765
Hemingwayapp.com; Juicystudio.com
www.dailywritingtips.com/50-plain-language-substitutions-for-wordy-phrases/
Seth’s Blog
European Union. How to Write Clearly and Claire’s Clear Writing Tips http://ec.europa.eu/translation/index_en.htm 
http://rainmaker.fm/audio/lede/seth-godin-podcast/

Sample forms

Trainer’s grid [notes for your eyes only]
[bookmark: Editing]Jill, Module 1, Families Agency, writing coaching
	# min
	instructor’s activity
	text p
	learner’s activity
	tools

	
2
	welcome, intro me. Freelance editor since 1995; EAC-certified in stylistic, copy ed, proofr. Trainer in business writing and editing, and network-building. Munic councillor in Chelsea.
	
	
	

	1

	Series: 
· How we’ll work
· Our roles
· Scope, goals
	1
	
	module handout

	1
	Today’s goals (these will help you achieve your goals, which are to “Efficiently write clear, concise documents”):
· work within the communication loop
· select your content
· plan how to express your content
In the next sessions, we’ll cover
· working to tight deadlines
· brevity
· efficient quality assurance process 
Note that today’s content is also equipping you to accomplish those goals. 
	1
	
	module handout

	1
	How we’ll operate: 
· methods: I intro and outline a topic, then you try it on your choice of your sample docs
· your questions; parking lot for this session or subsequent ones.
	
	
	

	
2
	Work within the communication loop. We deal with “how” under several topics:
· know your reader
· select your content and present it in an order that suits your reader
· tone, language level, plain language (in subsequent sessions). 
	1
	
	module handout


	5
	Get a clear statement of work for each doc you write. This will help you to produce the doc in fewer drafts.
For the briefing: maybe you needed to write 2 docs: a briefing and speaking notes for the phone call. 
	2
	Ans these 3 questions for each sample—esp for the briefing. Who is the content for, and what’s it meant to acheive?
	samples

	
1
	Select your content (1):
· dangers of too little and too much
· word count limitations
· what is “relevant content”?
· how to delete without fear
	2
	
	module handout

	5

	Select your content (2):
· name + describe the primary audience
· pick a person who represents them. Name and describe that person: everything that will affect their reading of your doc. (literacy level, situation + mood, interests, work requirements, etc.)
· Add more details about that person as you think of them.
Your brain is in the “Sorting Attention” state: your thoughts are wandering through information, comparing, digesting, trying to understand, weighing your options.
	2
	· Pick a doc (from the samples).
· Name the primary audience. 
· Pick + describe one reader.
· Repeat with your other samples.
	module handout; 
paper + pen

	15
	Select your content (3):
the “Need to Know” questions
(Note: order, tone, language level, copy editing don’t matter in a mind map. You apply them at a subsequent stage, with your mind in “Focused Attention” state: making decisions, attending to details, finalizing the product.)
	3
	Answer the 3 questions regarding that reader. On a mindmap paper, make notes about the content you should include.

Repeat for all your samples.
	blank paper, pencil

	
10
	Plan how you’ll express your content, to make it relevant and gripping, and to make sure you include a clear call to action that they’re likely to act on:
· What, So What, Now What?


	3
	Put your mindmap content from the above step into words and an order that answer these questions. (This is the first draft; tone, language level, copy editing still don’t matter.) 

Repeat for all your samples.
	blank paper, pencil

	5

	Refine the order: use these methods 
· Progression from familiar + simple  new + complex 
· Serial-position effect
	3-4
	· Look for places where you could apply these two techniques in your doc. 
· Apply them (rough draft).

	printouts of samples—esp briefing. Note how the order of content changed somewhat throughout the 5 versions.


	3

	Write efficiently
· List the 5 stages (note that you’ve done 2 + 3 in the techniques above).
· Always do all 5 (in simple projects, you’ll do some of the steps quickly).
· Do only one at a time (“writing + editing at the same time is like eating and washing the dishes at the same time”; proofread and “one-last-time” look-through is only to re-check your completed text).
	5
	
	

	
5
	Conclusion of this module:
· Questions
· Comments
	7
	Ask remaining questions + make comments.
	

	5

	Plans for the next meeting:
Goals: Efficiency (faster drafting, fewer versions); brevity
Content: 
· plain language, for brevity + for speaking notes docs
· shortening text
· self-editing +QA techniques
Date and time:

	6
	discuss; decide.


	

	1

	Thanks. Good-bye. See you next time.
	
	
	

	total: 67
	
	
	
	





Module handout for 1.5 h session [email to your client several days in advance]
Module 6: Write persuasively 

Today’s content
· Persuasive writing
· Any other writing challenges you’d like to discuss
· Plans for Module 7
Persuasive writing
Your goal: Influence the likelihood that your reader will do what you are asking when you have no control over them and limited “reward” to offer. 
Here’s how: Aim to create a win-win situation. Present a case that makes sense to your reader and that shows them the benefit of agreeing with you. 
1. As always, start by analyzing your reader and then planning how to reach them.
Who will read this email? ____________________________________________________________________________________________________________________________________________________________
What aspects of their situation will affect how they view my request?
a. Their ongoing situation ________________________________________________________________________________________________________________________________________________________________________________________________________________________
b. Short-term aspects that modify their long-term situation. ________________________________________________________________________________________________________________________________________________________________________________________________________________________
What am I going to ask them to do? __________________________________________________________________________________________________________________________________________________________________________________________________________________________________________



2. Now use some of the following techniques to re-draft your sample emails into texts that will persuade your reader.
Make your request clear and easy to read. Use the techniques you learned in Module 1 (select your content) and Module 5 (write in plain language—especially the action words).  
Consider using interrogative sentences (occasionally) to draw your reader into a “conversation” with you (varied sentence structure, in Module 3).
Write in an engaging, yet authoritative tone. Show that you’re speaking to your reader as a person, and show that you know what you’re talking about: present your case consistently, have your facts right, and cite authoritative sources, statistics, etc.
Repeat your request, if you can find a way to make your point in several different ways. (Examples: an anecdote, an example, a table or chart, in your lead-in statement and in your summary)
Explain why you’re asking for that action. (Examples: the goal that this leads to, the risks of not taking the action, the benefits of taking it, the fact that others in the Agency or outside it are taking this action) Provide evidence of why the action you’re asking them to take is worthwhile (and even urgent, if it is). Describe the improved future they will enjoy if they act on your request. 
Early in your email, make a statement that your reader likely already agrees with. Then make your case, relating your request back to the opening scenario that your reader has already agreed with.
Provide proof that other authoritative people consider your requested action to be a good idea. (Examples: other Agency staff or members of the Family Portfolio) This also appeals to people’s wish to be part of a group.
Emphasize the positive. Play up the benefits of taking the action, rather than the disadvantages and risks of not taking it. This positive tone can put your reader in a positive, agreeable state of mind.
Empathize with your reader’s situation. Show that you understand their situation. If you believe that taking the action you’re requesting will solve some problem for them, sell it that way. And if taking the action will actually add to their burden, express your sympathy.
Foresee and address your reader’s questions, objections and concerns. You’ve already analyzed your reader; in your mind’s eye, imagine them reading your email, and visualize their response. 
Offer a series of if—then options that foresee roadblocks and provide other solutions without requiring a series of back-and-forth emails. This allows your reader to take another slightly different path if they won’t or can’t fulfill your first request, but still one that would achieve your goals. (Example: Please send me your completed questionnaire on the Infant Health file by end of day Nov. 15. If you are not able to send in your questionnaire by that date, then please bring your comments to the Infant Health meeting on Nov. 24 and contribute them to the discussion. If you will be absent on Nov. 24, then please review and submit comments regarding the minutes, which the secretariat will circulate in draft form during the first week of Dec.)
3. Structure your message this way:
a. Write a clear subject line, mentioning that the message is for the reader to take action on.
b. Say what the topic is.
c. State your position: what you’re asking your reader to do.
d. Provide your reasons and evidence.
e. Use linking words to lead your reader from your evidence to your request. (Examples: because, therefore, consequently)
f. Summarize your message, repeating your request.
g. Thank your reader for reading your message and, you hope, carrying out the action you request.
Any other writing challenges you’d like to discuss (today or later)


Resources
www.dorisandbertie.com/goodcopybadcopy/38-powerful-writing-tools-and-resources/
www.theguardian.com/science/blog/2011/jan/19/manifesto-simple-scribe-commandments-journalists 
Conclusion of this module
Questions:

Comments:
Plans for the next meeting
Goals:
Content:
Date and time:

2

