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FOREWORD






Is this book for
you?


	
 Do you work
one-to-one with people who need information or advice?



	
As an expert in
your own profession, do you advise individuals on a one-to-one
basis?



	
Are you an
administrator or a receptionist whose job has developed into
providing information and advice?





If you have a
job that requires you to help move others forward in their lives
and use one-to-one interaction to do this, you will probably find
The One to One Toolkit a useful resource.

This book is a
practical guide for people working face to face with clients,
bringing together ideas we have found useful, most of which were
first developed by other people. It does not claim to be an
academic work offering new models or theories. In the bibliography
we have provided a list of the works written by the authors we
mention in the text, so if you want to read more detail, you can
look them up there.

It is written
principally for those whose job is in the field of IAG
(Information, Advice and Guidance for Learning and Work), but if
you work in another sector that involves giving advice or guidance,
you may well find tools and techniques that will add value to your
practice; in fact anyone who carries out the duties of an adviser
where the focus is to meet the needs of the client, or patient, or
learner, or enquirer (rather than to sell them something or
persuade them to do something), can use the approaches we offer. It
may well be invaluable if you have moved sideways into your role
from another profession, or if your job role has changed to meet
new agenda. It is aimed at those working with ordinary, or even
extraordinary, people but is not in sufficient depth for those
working with clients who have counselling or other therapeutic
needs.

The value of
supporting individuals through changes, encouraging them to reach
their potential and make the best of their lives, is high on the
political agenda for many reasons and this is reflected in many
developments in public sector roles.

You may work
for a…


	
Student
services centre



	
Learning
centre



	
Advice
centre



	
Careers
service



	
University
careers service



	
Outplacement
service



	
Job centre



	
Learning
provider



	
Library



	
Housing
Service



	
Law Centre










And your
professional role may be...


	
Careers
adviser



	
Guidance
practitioner



	
Learning
adviser



	
Coach



	
Mentor



	
Teacher



	
Lecturer



	
Tutor



	
Information
assistant



	
Librarian or
library officer/assistant



	
Student
services adviser



	
Admissions
adviser





What you will
all have in common is the awareness that carrying out an advice or
guidance interview is not as easy as it looks. An interview that
fully meets the client’s needs may appear to be just a natural
conversation. In fact the adviser will be multi-tasking with
considerable skill.

Those of us who
carry out helping interviews with clients often wonder how much use
we have really been. Some of the concerns we have felt are:

Of course,
there are many more things that worry us after a one-to-one
session, for example:

Of course,
there are many more things that worry us after a one-to-one
session, for example:
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Of course,
there are many more things that worry us after a one-to-one
session, for example:






I had so much
to tell the client that we ran out of time

I offered the
client a second meeting to help him further, but he didn’t want
it

The client didn’t do
any of the things I suggested, I felt I had wasted my time

I seem to take too
long over interviews, sometimes I get lost and find it hard to keep
focused

I am so worried the
client will ask me something I can’t answer, that I’m reluctant to
dig too deep

I hate it when the
client gets emotional, I can’t handle it

I know I talk too
much, but I don’t know how to deal with it

Sometimes right at the
end of the interview the client brings in a new issue which
completely changes the situation

And how does it feel
for the client?

Most of us can
recall going to an expert for help or advice and coming away
disappointed. Perhaps we felt the adviser did not seem to
understand what we were asking, was not really listening to us, or
that they loaded us with information but it was not what we
actually needed. We did not like to complain, but felt we were
wasting our time.



How this book
will help you






This book will
suggest ways to avoid some of these difficulties. It will give you
two well used models which you can use to structure your
interviews, so that you can build an open relationship with your
clients at the same time as remaining focused and providing them
with what they came for.

First and
foremost, it is about listening; it is also about thinking and
talking constructively. It will look at some of the common
pitfalls, and provide hints on how to avoid them.

In addition, it
provides a range of approaches and exercises to help you improve
your practice and equip you to really understand your clients - and
to help clients understand themselves. The tools are
cross-referenced to some of the types of client we often find it
difficult to help, so if you are looking for fresh ideas for
dealing with a ditherer or an unrealistic client, you can flip
straight to that section.

This book is
far from comprehensive; there are myriad other tools, theories and
models you can access in other places. What we are providing you
with here is a starting point of relatively user-friendly and
useful concepts to help you on your way. We hope you enjoy
experimenting with some of the ideas in this book, and that it
gives you food for thought, fresh ideas, and a new impetus to do
your very best for all your clients.
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Who are Julie and
Ann?

 We are independent
guidance advisers and trainers based in Cambridgeshire who first
met about 15 years ago working for the county’s Adult Guidance
Service, then went our separate ways until we met up again recently
and decided to join forces to form CareerTrain.

Why we wrote this
book

 Ann:

My guidance
career has included advising school leavers and further education
students, adult guidance, setting up a consultancy offering a
guidance service to employees in the workplace and training other
advisers through NVQ and short interview skills courses.

The one
constant throughout has been my one to one interviewing. I learned
good interview practice at college, but in the heat of the job,
under pressure to meet targets and people’s different expectations,
it’s easy to lose the thread. Re-visiting the models and theories
has helped me to see why and when things go wrong – did I rush in
too quickly without taking the time and trouble to build rapport,
did I forget to establish a clear contract, was I clear enough
about my own role, did I ask the right kind of questions, did I
listen, did I talk too much, did I summarise, did I give the client
time to tell his story?

For the last
eight years, training and assessing advisers, I’ve watched people
go through the same interview horrors as me, but I’ve also learned
from watching some really excellent practice. I have found it very
helpful to base interviews on a model structure, in fact I often
use two well established models to remind me what needs to be done
and in what order. In this book I share these with you as I do with
trainees, linking them to newer models now available to us, in the
hope that they will help you feel more in control of the interview
process and more able to keep the client at the centre of your
helping.

Julie:

Jobs involving
advice and guidance usually attract those of us who like to work
with others, yet the paradox is that the actual role can be a
lonely affair – sometimes we do outreach work and don’t see
colleagues all day long; even if we are based in a busy office, we
can still spend the best part of the day in an interview room with
a succession of clients passing through, yet no fellow advisers to
hand. Ultimately, you can end up wondering if you are doing the job
properly at all.

There can be
too few opportunities to meet peers to exchange ideas, compare
practice and support each other. I remember very lively team
meetings where we hurled thoughts at each other in a none too
orderly fashion - things we had found out, ideas, problems,
challenging cases, solutions - such was our enthusiasm to learn
from each other and improve our practice. Our manager was very good
humoured in keeping us focused while giving us opportunity to vent
our feelings.

When I began
training advisers, I soon discovered that the same questions, fears
and concerns arose time and again, and I increasingly became
interested in bringing together the tools and techniques that you
will find here. Some I discovered myself, some from colleagues,
others from students. Logically, it seemed sensible to give a sound
framework for practice in front of the tools: a solid foundation of
understanding is needed before the tools can be used.

Incidentally,
Ann and I teamed up to work together exactly because of the reasons
mentioned above. We both had successful businesses, but missed the
motivation and encouragement that working with like minded people
brings – so CareerTrain, and this book, came into being. We hope
you enjoy it.









PART 1

THE BASIC ADVICE INTERVIEW

What makes an
interview effective? If we can answer this, we are well on the way
to being able to assess and improve our own practice. In 2004,
researchers studied 50 guidance interviews. They asked clients,
advisers and an expert witness to rate how effective the interviews
were, and identified what actually takes place in guidance
interviews evaluated as effective (Bimrose, Barnes, Hughes and
Orton, 2004). They found that the best interviews incorporate four
main activities (incorporating ten sub categories), paraphrased
below:
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In an earlier
piece of research, a member of the then Department of Employment’s
Careers Service Inspectorate studied a large number of careers
interviews carried out in secondary schools. From this, he drew
conclusions about what made the difference between a successful
advice interview and a less effective one. He identified seven
activities that the adviser needed to do (Bedford, 1982).

While the 2004
research looks at three levels of helping: (Information, Advice and
Guidance), Bedford’s interview model focuses more on providing
information. His model is very similar to the later one in its
early stages, but in focusing on providing information rather than
in-depth guidance, it seems more relevant to people offering
information and advice. For this reason, we offer you Bedford’s
model here, and explore the full guidance interview in the next
section.

Bedford’s seven
activities are presented here in a list, and generally we would
expect them to occur in this order. However, we would never insist
on a rigid structure, so that you have the flexibility to decide
when it is appropriate to introduce a topic. Also, there are a
number of the activities that either should be happening throughout
the interview or re-occurring at various stages in the
interview.

Two of the
seven activities were identified as key for an interview to be
useful for the client:
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Creating a friendly,
encouraging atmosphere

and
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Identifying client’s
needs accurately


Structuring Your
Interview:


Bedford’s 7 Essentials
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1. Create a
friendly, encouraging atmosphere
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2. Establish
the broad purpose of the interview
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3. Gather
information from the client
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4. Identify the
client’s needs
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5. Give
information to the client

[image: tmp_9c9de9948f92d78bf5ad82a7061a28e6_hJ_ncP_html_m23e5edb9.jpg]

6. Summarise
progress made during interview
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7. Clarify the
next steps to be taken



1. Create a
friendly, encouraging atmosphere
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WHY?

What does this
mean?

Would you like
to be advised by someone who scared you? Or who disapproved of you?
Would you open up and tell them your real hopes, fears,
uncertainties?

Creating a
friendly, encouraging atmosphere was one of the activities Bedford
found to be a key factor if young people were to view their careers
interviews as helpful.

The work of
Carl Rogers reinforces this. He was a psychotherapist working in
the USA in the mid 20th Century. He revolutionised attitudes with
his philosophy of person-centred counselling, believing that the
quality of the relationship between client and helper was more
important than the skill and knowledge of the helper in enabling
the client to make progress. He asks us not to hide behind the mask
of professionalism, but to engage with the clients as ourselves, to
build a natural, genuinely empathic relationship with them (Rogers,
1967).

In order to
create this high quality relationship, he believed a helper should
be able to feel and demonstrate three things if the client is to
feel comfortable, relaxed and safe enough to benefit:

1. Empathic
Understanding

2.
Unconditional Positive Regard

3.
Congruence

These are not
easy concepts on first reading – we will explain!

1. Understanding or
Empathy

Who would we
choose to discuss our questions and worries with? Probably not
someone who would say Don’t worry, you’ll be OK. We’d prefer
someone who shows they can see why we are worried - even if the
same thing would not concern them. We want them to understand not
just the facts, but also our feelings. We need them to show in some
way that they have understood, not just by saying I understand but
proving it by the way they respond.

Ways to show
empathy include: reflecting back a summary, eg:


	
You are afraid
you'll lose your friends if you go away to college



	
You feel a bit
of a failure having to ask for advice?



	
You are afraid
of the treatment and you hate not knowing what to expect





It is not
always necessary to explain why we think they are feeling afraid or
angry or sad; in fact we should be very tentative about
interpreting the client’s feelings, if possible letting them expand
in their own words, for example:


	
It seems that
upset you quite a lot….



	
It’s
frustrating…



	
The way you
said that, you seem pretty angry





We don’t even
have to say anything: we can show empathy non-verbally with facial
expressions and movements that aim to reflect what the other person
is feeling, for example a gentle nod, a sympathetic frown, a sigh
or a wry smile.

2. Acceptance and
Liking or Unconditional Positive Regard

When we ask for
help, we do not want to feel judged or disapproved of. We want the
helper to feel positive towards us, even if we have made mistakes
or done things we are not proud of. Key phrases are
non-judgemental, respect and prizing. This acceptance needs to be
unconditional, meaning that we can still value a person even if
they have done or said things that we cannot agree with.

Of course this
is very hard (impossible?) to do in all situations, but the aim is
to see the person as separate from the deeds. If we have made
mistakes in our own lives, we would want our helper to be
non-judgemental, and see the person underneath. There will be times
when a person has done certain things or is expressing certain view
which make it impossible for us to feel positive towards them. In
such cases we need to recognise this and consider referring them to
another helper or agency, rather than try to continue working with
them, since we are also aiming to show…

3. Being Genuine or
Congruence

Have you ever
felt that although someone said they liked you or agreed with you,
you could not believe them?


	
Oh poor you,
it must be awful for you



	
Yeah?



	
Amazing





I can tell
whether you mean it when you respond to something I’m telling you,
just as I can tell you’ve probably lost interest when your eyes
wander to the other side of the room or you starting shifting
around in your seat.

As an adviser,
I may like to think that in situations where I cannot empathise
with a client or feel positive towards them, I can be professional
and act as though I do. But the client will know: our non verbal
communication or body language will almost always reveal our true
feelings. Research has shown that when there is conflict between
our words (It’s good to see you…) and our body language (scowl, no
eye contact), it is the body language that will be believed (see
Part 3 - The Toolkit – First Impressions).

It is important
to remember that words, voice and appearance need to send the same
message - which is what being congruent means. If we do not do
this, the recipient will either be confused or draw wrong
conclusions. In order to demonstrate empathy and unconditional
positive regard, we have to really feel them.

First Impressions
Last

There is a
generally accepted view, in the study of communication, that when
people meet for the first time, their first impression (in the
first few moments) has the most impact and colours their view of
everything that happens afterwards. If we accept this to be true,
it is clear that our feelings and attitudes towards the client are
the first things we need to work on. This will include not only
their perception of you, but also the organisation you work for and
the quality of the service you provide.


DANGER! Lack of Self
Awareness

Here’s a
true story. A woman went to her local Jobcentre. She was a single
parent, and as her youngest child had reached sixteen, she was
required to make herself available for work. As you can imagine,
she was very nervous, as she had never been to a Jobcentre before,
and had not worked for many years. The Adviser was word perfect in
taking her through the forms and procedures that needed to be
completed. Half way through, the woman
burst into tears and fled. The Adviser turned to a colleague: What
did I say?

The Adviser had said
nothing wrong – but she was completely oblivious to her tone and
manner. She had fired questions as if they were coming from a
machine gun, her tone of voice was harsh, her facial expression was
as hard as rock, showing no understanding or compassion. The moral
of the story is this: we need to be aware how our personal style –
voice, body language, appearance, impacts on our clients. It is not
easy to get an honest appraisal of the impact we make, but we need
it if we are to reflect on our practice.


How to Create a
Friendly, Encouraging Atmosphere

Publicity

You can begin
to create the right environment even before the client meets you.
The way you advertise your service in a leaflet, on a website, on a
poster, can make clients expect to feel comfortable with you. You
can use photographs and language, even accent, to make a diverse
range of your whole potential client group feel they will be
equally welcome. You can go to where clients are to advertise your
service, rather than wait for them to find you. For clients likely
to lack confidence, you can build a relationship first with those
who already work with them (community workers, health visitors...).
Sometimes, you can introduce yourself to clients in a group
setting, so they can take a look at you in the safe anonymity of
the group before meeting you face to face. Group introductions are
often possible in school or college settings, or at the workplace
during redundancy programmes.

Physical
surroundings

Here are some
things to consider. You may be in a position to influence the
surroundings in which you meet clients. If you can’t influence your
surroundings, you can be aware of how they might affect the client
and take extra trouble to make him feel at ease and welcome.


	
Finding the
way. Have clients been given clear instructions, can they park
easily, are the bus stops close by, are you well signposted?



	
Feeling at
Home? Clients may lack confidence, and will be most comfortable in
surroundings that feel familiar. This means different clients will



	



	



	



	



	



	



	








	



	



	



	


















	



	



	









	



	



	



	


















	



	








2. Establish the
purpose of the interview





















	



	







	



	



	







	



	















	



	



	



	



	



	



















DANGER! Over the
Boundary









3. Gather
information from the client





	









	







	







	







	







	








	



	



	



	








	







	



	



	



	



	














	



	



	



	







	



	









	



	






DANGER!
Assumptions











	






	



	



	



	



	



	



	










	



	



	



	



	



	



	



	



	



	











	



	



	



	



	



	







	



	







	







	



	








	



	








	



	



	



	



	



	







	



	



	



	



	



	



	



	



	



	



	








	



	













	



	



	



	



	



	





























DANGER! Face
value



4. Identify the
client’s needs











	



	



	



	



	



	



	



	



	









	



	



	







	



	



	



	






	








	












	



	



	







	



	



	



	



	











5. Give
information to the client







	



	



	



	







	



	



	



	



	






DANGER! Language
Timothy!






	



	



	



	







	



	



	



	



	



	



	



	



	









	







	



	



	






DANGER! Information
dumping






6. Summarise
progress made during interview







	



	



	



	



	






	



	






















Clarify the next
steps : the Action Plan


















	



	



	



	



	



	


















DANGER!
Ownership
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