
Index

4Mat System 265–268

Acting as If 12, 25, 39

Albert Mehrabian 69, 215

Anchoring 119

Awful Zone 4–7, 13

“Beliefs - limiting, 

empowering, changing” 32, 

40, 51–54, 57, 60

Brilliant Zone 4, 6, 10–15, 

21, 24, 26, 

Business Benefi ts 161, 163, 

164

Business Discovery Quiz 289

Calibration 235

Cause & Effect 40, 41, 43, 

44, 60

Change Management 11, 

106, 159, 160, 167, 169, 

179, 186, 188

Change Readiness 166

Coaching Model 150, 151, 

155, 221

Corporate programmes 26, 75

Courageous Conversations - 

courage sheet 137, 138, 140 

“Creativity - states, walt 

disney, mettalica” 118, 119, 

121, 122, 124, 125

Cultural Boundaries 212

Culture Change - rules of the 

game 168, 194, 196, 199, 200

Customer Service 120, 128, 

210, 219, 231, 242, 276–

278, 281, 287

Energy 261–264, 289

Eye Patterns 232, 250–252, 

256

Feedback Models 155, 222

Focus on what you want 29, 

57, 59
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316 Index

Frames of NLP 40 

Fritz Perls 170

Global organizations 211, 

213, 217, 225, 227

Goal Setting 60

Grey Zone 4–6, 8–10, 12,13, 

21, 26, 45, 289

Hierarchy of Ideas 130–133

Hofestede 222

John Grinder 31

Lateral thinking 129, 

Logical Levels of Change 

(Dilts) 182–184, 200, 209

Manipulation 232, 233

Meta Model 63, 161, 168–

170, 173

Meta programmes 88–90, 

102, 105, 218

Milton Erickson 63, 173

Milton Model 63, 173, 178

Modelling 63–68, 251, 288

NLP - an art and a science 287

NLP (defi nition) 16, 22, 31, 

32

NLP communication model 

48, 49, 187

NLP courses 26, 297

Pattern Break 189, 194–196

Perception is projection 46

Perceptual Positions 161, 

179

Performance Management 

139, 140, 196, 206, 209, 212

Personal Leadership Goals 4, 

24, 25, 29, 57, 78

Personal Leadership Vision 

16, 17, 22, 25, 29, 58, 78, 

162, 

Presenter State 261, 262, 

267, 268

Pre-suppositions of NLP 32, 

214

Principles of Success 29 

Questioning for Achievable 

Outcomes 111, 161, 169, 

170
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Index 317

Rapport 60, 63, 67, 153, 

173, 178, 217, 232, 233, 

238–242

Representational systems 

173, 243, 245, 250, 260

Responsibility for results 40, 

45, 60

Reticular activating system 57

Richard Bandler 31, 89

Robert Dilts 32, 121

Satir Categories 268, 269

Secondary Gain 23

Sensory acuity 232, 234–

237, 256, 260

SMART Goals 25

State Elicitation 110, 113

Strategies – TOTE 197–199

The Change Corporation 26, 

103, 150, 283, 285, 297 

Trompenaars 222

Values 47, 66, 68–70, 75, 86, 

108–112, 183, 184

Values Elicitation 113

Virginia Satir 63, 268

Virtual Teams 211, 214–216, 

218, 220, 227

Walt Disney Creativity 

project 118, 121
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