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3.1. Discuss the philosophy or clinical/service approach that guides 

your work with participants and give specific examples of the approach 

in action (15 possible points) 

One-on-one coaching services are fundamental to our mission at The Financial Clinic, and everyone has a unique 

approach to their work. In my case, I find that two ideas drive every coaching session: 

 

1. Asset-development begins with the recognition that each human being is his/her own most valuable asset. 

2. The lasting impact of financial coaching goes beyond financial health, empowering people to achieve all kinds of 

goals. 

 

I believe these are powerful ideas to weave into each interaction with a customer, whether we are working on assets, 

banking, credit, debt, or taxes. For example, I encourage customers to see themselves as their own best resource 

and develop their personal strategies for applying new tools and insight. I remind them that it is a wise investment to 

allow room for personal health and family time in their spending plans, and reassure them that every challenge can 

be an important learning opportunity.  

 

Their empowerment is often quite visible, and I have the privilege of witnessing changes in the way customers carry 

themselves and how they choose to approach what lies ahead. Perhaps most amazing however, is to be able to see 

how one person’s empowerment can impact the lives of their friends and families, resulting in better parenting 

moments for instance, or leading to 2 or 3 new customers through compelling personal referrals. 

 

As a result, the potential impact of each coaching session motivates me to carefully build strong partnerships with 

each customer from the onset. I listen, probe, and often push customers to self-assess. I am also very intentional 

about at least appreciating the hopes and challenges that fall outside the scope of financial coaching. I believe that 

effective coaching should at least account for these dynamics, and build coordinated efforts with other service social 

service providers whenever possible. 

3.2. List the outcomes that you are working to help your participants 

achieve (15 possible points) Indicate whether baseline measures are 

used and the frequency at which outcomes are measured. Please note 

the target population served. 



 

At The Financial Clinic, our mission is to help people build financial security. Our target population falls within the 

wage gap: ineligible for public benefits, but unable to be self-sufficient. In our Financial Empowerment Center, where I 

serve as a financial coach, there is a remarkable range in our customer demographics. There is an even spread 

across customers 21-60 yrs of age, and while 98% of customers are US Citizens or Permanent Residents, almost 

25% of customers are coached in languages other than English. I coach a wide spectrum of customers, including 

most of the 18% whose primary language is Spanish.  

 

Perhaps the most interesting statistics that our database (ETO) helps us appreciate are around our customer’s 

education and living situation. Almost 53% of our customers are educated beyond the high school level, holding 

technical, undergraduate or graduate degrees. Nevertheless, they often reach us in a time of crisis, needing help 

moving out of shelters, or preventing eviction and foreclosure.  

 

The impact of coaching efforts is measured through 7 outcome areas defined as follows:  

1. Income and Expenses (at least a 5% increase in the I/E ratio) 

2. Benefits (accessing all eligible benefits) 

3. Banking (opens a checking or savings account) 

4. Savings (saves at least $250) 

5. Credit (at least a 10pt. increase in the credit score) 

6. Debt (at least a 10% reduction in debt) 

7. “Cash Value” (money in the customer’s pocket as a direct result of coaching)  

 

I am careful to baseline all my customers in as many of the outcome areas as possible by the end of the first session. 

For each in-person or phone session involving at least 20 minutes of coaching, I enter outcome updates and case 

notes in ETO. I document all other meaningful interactions in each customer’s hard copy folder. 

3.3. List the activities you engage in with your participants to help them 

achieve those outcomes (15 possible points) Be specific about the types 

of activities, their purpose and their frequency. 

Because I believe that outcomes are strongly reflective of customer-coach relationships, I establish trusting and non-

judgmental partnerships with each customer from the onset. To promote accountability, I also remind customers that 

they will be the ones driving the coaching process in light of their goals, their needs, and their commitment level. 

 

My approach with each customer first is to identify their goals and assess potential needs in all outcome areas. 

Passionately-held goals are particularly strong drivers of behavior change, and I strive to link these goals to as much 

of our financial development work as possible.  



 

 

I usually begin coaching by helping a customer construct a realistic budget. It is a fundamental financial tool, but more 

importantly it is a space that offers remarkable insight into each individual and family I serve – their priorities, their 

needs, and the reasoning behind their decision-making. As issues outside the scope of financial coaching arise, I 

offer referrals to other resources and suggest alternative avenues for the customer to explore.  

 

Before ending our first meeting, the customer and I outline a “map” of goals and how we will make progress towards 

them. One of the most important tools they walk away with is an Action Plan, highlighting priority outcome areas and 

specifying the realistic first steps the customer will take by their next coaching session (ranging from one day to 3 

weeks away). We work on some of these “milestones” together, but I support each customer in doing as much as 

possible on their own – maximizing experiential learning and self-empowerment. At every session, I keep an eye out 

for tiny barriers that could prevent their progress. I print out subway directions for instance, provide a mailing stamp, 

and reassure them that even the greatest challenges can be handled one day at a time. 

3.4. Describe what you track with each program participant to know you 

are doing high quality work - i.e. quality indicators, services data (15 

possible points): 

Each coach must largely take it upon themselves to accurately measure the quality of their individual coaching. I 

monitor my own progress every 3-6 months, pulling reports from our database (ETO). On a daily basis however, I 

keep track of individual customers through actual hard copy files.  

 

While session counts are important, I prefer to monitor quality over quantity and focus on tracking outcomes. I use 

ETO reports to analyze outcome trends within my own customer base, and once or twice a year across all customer 

bases if I am helping our site manager create Center-wide reports.  

 

This monitoring method has helped me make numerous improvements to my coaching. Within credit for example, I 

took the initiative to implement more consistent baselining with all credit customers and set-up systems for myself to 

update credit scores every 3-6 months. As a result, my I now have almost 3 times more credit outcomes than the 

average across all Center coaches.  

 

In addition to ETO however, I also have created a manual system for daily monitoring. Aiming for long-term financial 

security, I try to help each customer succeed in 3 or more outcome areas and developed an easy way to be able to 

see how close I am to reaching this goal. I created a small chart stapled into each customer folder, showing me their 

movement across each outcome area - within seconds of picking up their file. Additionally, I use markings next to 

their name on the file tab to note when they are close to achieving an outcome and again, when that outcome has 



 

been reached. Every couple of months, I simply open my file cabinet and scroll across file tabs to see which 

customers are likely ready to report an outcome and which customers are getting closer to financial security. 

3.5. Describe what data you track with each program participant to know 

they are successful – i.e., being effective, outcomes data (20 possible 

points) You may reference short term, intermediate term or long term 

outcomes or any combination thereof that is tracked through your work. 

For the most complete picture of a customer’s success, I look at a combination of quantitative and qualitative data. 

ETO is extremely effective in monitoring progress across the seven outcome areas. I can see how close they are to 

obtaining public benefits for example, or if they have established a banking relationship for example. ETO also helps 

me keep a record of each customer’s financial health assessment. I enter the baseline information at their first 

session, and contact them every 12 months to reassess where they are. 

 

I do not measure success purely based on our existing organizational model however. I must also consider and track 

each customer’s progress in light of their unique goals and skill development. For this kind of data, I have found my 

hand-written notes to be the most helpful. For example, if a customer’s goal is to save $1000 for their daughter’s 

tuition, I do not simply stop coaching when ETO reports an “outcome” at $250. I often turn to my paper files, where I 

have documented each customer’s goals from the very first Action Plan, and use my filing system to prioritize my 

caseload and customer contacts. In this way, I aim to continue working with customers even after they have 

accomplished organizational outcomes, and commit to helping others as long as they also remain engaged and 

committed to do their part. 

 


