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tried to leave your boyfriend three times. You feel like a failure when this

happens and that further attempts are worthless. It might help you to know
that most people in your situation on average make 5-7 attempts at leaving

before they are able to do so permanently.”

3. Agreeing with a Twist. Offer initial agreement with the client’s statement
but then add your own twist. This is basically a reflection followed by a
reframe. (Example: “I agree with you that it is up to you to decide how to
raise your children and that it is not helpful when you feel like other people or
telling you what to do. You need to be a fully involved partner in the process
in order to succeed.”)

4. Emphasizing Personal Choice and Control. Firmly and enthusiastically
remind the client that, in the end, it is she or he who determines what will
happen. (Example: “The agency requires me to give you this informational
pamphlet and condom to encourage you to have safer sex but it’s completely
up to you to decide if you want to read, accept, or use these.”

5. Coming Alongside. In this strategy developed through an understanding of
paradox and “reverse psychology,” the therapist assumes the client’s argument
that he or she should not change and names it, often freeing up the client to
think and feel the other side. This is really a special form of amplified
reflection, used strategically. (Example: “It may not be worth it to you to
lose weight even though you risk having more diabetes-related complications.
You hate exercising and enjoy good food, and you’d rather enjoy your life
than focus on changing right now.”)(Example: “I agree that this program
would not be right for you. It doesn’t sound like you want to be here or that
what we offer is that relevant to you. In order to succeed here, you’d need to
be motivated and clear you wanted to do this, and I’m not convinced you’re
there yet.”
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“I’ve worked with people before who have made dozens of attempts and seen
them eventually succeed.”

“There’s a saying: ‘If life knocks you down 12 times, the only thing that
matters is that you get up 13.” What do you think about this?”

Hypothetical Change
If the client struggles with practicalities, it can be helpful to move them into
hypothetical thinking.

Examples:

“Suppose you did succeed and are looking back on it now: What most likely
is what worked? How did it happen?”

“Suppose that one HUGE obstacle wasn'’t there. Then how would you feel
about making this change?”

“Clearly you are feeling demoralizes and discouraged, so let’s use your
imagination. If you were to try again, what would be the best way?”

Responding to Confidence Talk

It is useful for the client to make the argument about how he or she can
succeed with change. When this confidence talk happens spontaneously or
because you have evoked it, it is important to respond in a manner that
reinforces and consolidates it. This is often done through reflective statements
and summary statements that intentionally repeat growing confidence.

As confidence grows, it can also be useful to raise possible problems and
challenges that may be encountered and to evoke anticipatory solutions which
further nurture confidence. Example: “In a worst case scenario, if
happened, how could you respond?”

Radical Change

When a client has a number of interrelated complex problems which is often
the case with social work populations in the public sector, successful change
might involve huge changes in several areas simultaneously. The only way
some clients might believe in the possibility of change is if they imagine or
envision dealing with every problem simultaneously and making an enormous
change of environment. Some clients succeed best with incremental change;
others with radical change.

“An MI approach for enhancing confidence differs from traditional advice-giving or
skill-building strategies. While is it not at all incompatible with giving advice or teaching
new skills, a motivational interviewing method places its main bets on the person’s own
resourcefulness. Confidence is not imposed but rather is evoked, literally calling forth
the person’s own words and ideas. . . Finding hope and confidence for change is a
collaborative process in which the counselor is privileged to participate.” (p. 125).
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Key Values: “The Essential Spirit”

m Collaborationr Working in partnership, the
interpersonal process is a2 “meeting of
aspirations, which frequently differ”

® Evocation: Listening more than telling or
asking, eliciting and drawing out the client’s
innate msight and wisdom

= Autonomy: Responsibility for change is the
client and the client’s alone — period.

Principles Behind the Techniques

m Express Empathy

® Develop Discrepancy
® Roll with Resistance
n

Support Self-Efficacy

Opening Strategies (OARS)

] Open Ended Questions (Wide Open)
m Affirm
B Reflective Listening o

B Summarize

The Flow of Change Talk

Mi

Elicits % 1.1 About Change:
Importance of (Willing)
Ability to (Able)

Readiness for (Ready)

A

Commitment

Change

Mitler W R {2004} Toward a of Matvational I

Evoking Change Talk

1. Evocative Questions 5. Looking Forward

2. Decisional Balance

(=

. Querying Extremes

3. Ask for Elaboration 7. Importance Ruler
4. Looking Back 8

. Explore Goals, Values




The Importance Ruler

® “On a scale of 0 to 10, how important is it to
you right now to (change goal) where zero
means “not at all” and ten means “extremely
important”?

® Why are you not a zero?

® What would it take to move you from (current
number) to (one or two numbers higher)?

The Confidence Ruler

® “If you decided right now to change
how confident do you feel about
succeeding with this? 0 means not at all and 10

means very confident.

Rolling With Resistance

m Rebellious precontemplators can provide
animated verbal responses

® When a client begins to verbally argue against
change, they talk themselves out of change and
fortify resistance

® They project their desire to change onto you,
allowing them to remain comfortable in the
status quo

How To Roll
m Simple Reflection & Shift Focus
8 Amplified Reflection ® Reframe

& Double-Sided Reflection @ Agree with a twist

8 Emphasize personal
control and choice

m Come alongside

Putting the Sequence Together

Evoke Change Talk
Evocation/

Develop Discrepancy

it

Roll with Resistance
Asdonomy

In the Last Two Weeks

® What have you tried?
m What was your experience?

® How has this changed your work?
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Eliciting Confidence

w Sometimes change is more important to our
clients than they let on. Because they have
repeated experiences of failure, however, they
often don’t believe they can change. When this
is the case, they devalue change to protect their
self-esteem.

® Question: Is the barrier that change is not

important to you? Or that you don’t believe you
will ever succeed?

The Flow of Confidence Talk

Mi
Elicits h) Talk About Ability to Change:

Past Successes, Positive Attributes,
Reframing Failures, Creative

Possibilities . . .
Commitment
Change

Miller, WR (2004) Toward a Theory of Mofvational Interviewsng matvationalintervievang org |

Evoking Confidence Talk

= Evocative Questions (the ® Giving information and
answer to which builds advice (CAVEAT)
confidence) ® Reframing Failure

® Confidence Ruler ® Brainstorming

® Reviewing Past Successes g Hypothetical Change

® Personal Strengths and m Radical Change
Supports

& Brainstorming

Responding to Confidence Talk

m Reflect, reflect, reflect. PAUSE.

® Ask further questions to keep them talking in
this direction so that they can talk themselves
into feeling more confident or able

m As confidence grows, increase “what if . . .”
questioning so the client can anticipate common
obstacles and build confidence about
surmounting them.

Change Planning

® Avoid premature change planning. If clients are
precontemplative or barely contemplative, they
are unable to commit to big changes, and asking
them to do so prematurely may inadvertently
increase opposition or resistance.

® When clients approach change-readiness, you
can guide them toward creating a change plan
for themselves that they will be more invested in
if they have created.

Change Planning

= Initiating: ® Negotiating:

® Summary & Setting Goals
Statement m Considering

# Key Question: Options
“Now What?” ® Arriving at a Plan

® Give Information m Eliciting
and Advice Commitment
(CAVEAT)
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Putting the Sequence Together

S

Evoke Change Talk | [p 1. Confidence Talk
Evocation/ E ion
Devejop Di
Roll with Resistance
’0 @
E\ - 4

Research on Therapeutic
Effectiveness (450 studies)

m Indicates that degree and years of experience of
therapist does not matter — literally an effect size
of .00.

® What does matter is “therapeutic alliance”
m Relationship Component: the mutual trust,
respect, and honesty between provider and client..
® Task Component: the degree to which provider
and client agree on the goals and are working together
to achieve them.

What do you think?

® Your thoughts

® Your reactions

® What was helpful to you

® What you disagree with or don’t think would

work for you

= Next steps . . .

One Provider’s Viewpoint

® I develop stronger, more collaborative alliances
8 I develop clearer, more accurate treatment plans

® 1 am responsible for demonstrating understanding,
eliciting reflection, and occasionally, expressing
concems; the client is responsible for doing the
reflecting and deciding whether, what, when, how to do

® I don’t feel as frustrated or tired
u I don’t feel as bumed out, hopeless, or useless

m I feel more competent, more appreciated . . .
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“I Think I Can, I Know I Can”: MI Techniques for Evoking Confidence

Many people believe change is important and would benefit them but do not feel confident that
they can change. Some clients have never had or felt prolonged success so they feel resigned to
the situation --which is altogether different from being unmotivated. Although deciding that
change is, as they say, half the battle, there is a whole other half to be fought. Often therapists
abandon motivational interviewing strategies when the client states a willingness to change and:
1) give excessive advice; 2) minimize the difficulties the client will face; or 3) simply join with
the client’s feeling of hope/helplessness. Motivational interviewers, however, use evocative
strategies to build and maintain confidence and to elicit from the client a change plan that is truly
their own and that they are more fully committed to.

When you have a client for whom confidence appears to be the key obstacle to change, there are
several recommended strategies.

1. Evocative Questions
These are questions that are asked with the intention of evoking “confidence
talk” so that clients can “talk themselves into” higher levels of confidence

Examples:
“What would be a good first step?”
“From what do you draw confidence or optimism that you could succeed?”

2. Confidence Ruler
On a scale of 0-10 where 0 is not confident at all and 1 0 is highly confident,
how confident are you that you could

Follow-up Questions:

“Why are you a as opposed to a zero?”

“What would it take for your confidence to go from a fo a (up one or
two points)?”

3. Reviewing Past Successes
Examples:
“When in your life have you made up your mind you were going to do
something and did it?”
“When you think back about your life, tell me about a time when you
overcame something very difficult that you didn’t think you could do.”

4. Personal Strengths and Supports
Ask a question that allows the client to reflect upon and talk about stable,
internal characteristics that they possess such as creativity, endurance,
persistence, etc.

Examples:

“What qualities do you have as a person that you are proud of that might be
of assistance fo you in overcoming this situation?”’
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“Tell me a few of your better qualities.’
“If I talked to someone who knows you well, what would they say some of
your positive traits are and how these might help you succeed?

Brainstorming

The clinician stimulates a creative session during which the client identifies a
variety of options about how they could overcome their situation. These
should be written down, if possible, on poster paper with markers or on a
sheet of paper to provide the visual of how many options exist.

Examples:

“Let’s have you think of all the ideas you have about what could help you
succeed. Let'’s not judge any of these as realistic or unrealistic at this time.
The goal is to generate as many creative options as you can. Crazy and
simple ideas are all welcome!”

Giving Information and Advice

In motivational interviewing the clinician is permitted to give information and
advice particularly if the client desires it, asks for it, and does not object to
receiving it. The clinician is prudent not to “take sides,” to talk for too long,
to advocate for one strategy too strongly, or communicate the he or she really
knows what is best.

Examples:

“Do I have your permission to provide you with some information which
might be helpful to you?”

“I have a perspective on what might help you that I have learned from some
of my other clients. May I share it with you?”

“Please evaluate this information and take or leave it as it fits you and your
situation. These are just some thoughts.”

Reframing (Past Failures)

Try to reframe past failures without being overly and, I might add, annoyingly
optimistic and moving some of the responsibility from failure to external
factors vs. stable, internal characteristics.

Examples:

“The time was not right for you.’
“You just were not ready enough at that time.’
“Maybe you just weren’t lucky last time.”
“Perhaps if you were better supported, you could have persisted long enough
to experience more success.”’

“It takes a strong person to even be willing to think about changing again
given that you have tried many times before. I admire your courage.”

“Take a lesson from the gambler: the next time could be your time.”

s
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Chain, Chain, Chain: Motivational Interviewing Techniques
For Strengthening Commitment and Ability to Change

Key Points

e Never underestimate the power of ambivalence. Even though your client appears
1o be in less resistant waters, these waters run deep. The reemergence of
ambivalence and the need to return to Phase I interventions is common.
Anticipate this possibility privately and out loud with your client — normalize.

e Just because the client has decided to change doesn’t mean she or he wants to do
it your way. Most people want to change “their way” (think Burger King). Avoid
prescribing the solutions even when they seem obvious to you.

o Just because the client deserves to change “their way” doesn’t mean they don’t
need you to focus and guide them. In fact, without these types of interventions,
clients often flounder. The key is to give it to them at the right times, in the right
increments, and in the right ways without usurping their autonomy.

Initiating Phase I1

1. Recapitulation/Summary Statement. A good step in transitioning into
Phase II is to once again summarize the client’s current situation and the
collective conversations to date. Recapitulation statements usually involve
summaries of the client’s own perceptions of the problem, his or her
ambivalence, and his or her previous statements about wanting, intending, or
planning to change (change talk). They may also include any objective
evidence about the importance of change (i.e. medical tests indicating a failing
liver), and/or your own assessment of the situation when -- and only when -- it
converges with the client’s.

2. Key Question. Immediately following the recapitulation, ask the client what
they are thinking they will do at this point. Commonly asked questions
include: “What changes, if any, are you thinking about making?” “What’s
the next step for you?” “Where do we go from here?” “What happens next?”
“Now what?” When the client responds, make reflective statements and
respond to resistance if it arises.

3. Giving Information and Advice. Giving information and advice is not
forbidden in motivational interviewing. Typically, you always want to start
by eliciting your client’s ideas about how to resolve the dilemma. If you’ve
done this fully and you feel that the information and advice you have to offer
might enhance the client’s safety or motivation for change, then proceed.
Sometimes, the client asks directly for information or advice; if not, ask for
client’s permission to share information in a genuine way. (Examples:
“Would it be all right if I told you a concern that I have about what you’re
proposing to do?” “I have an idea here that may or may not be relevant. Do
you want to hear it?” “I don’t know if it will matter to you or even make
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sense but I am a little worried about your plan. Would you mind if I

explained why?” “I can give you my opinion but you’re the one who has to
decide what works best for you.” “Other people in your situation have tried . .
. (go on to elaborate briefly a range of options, not just one or two).” Again, if
resistance, defensiveness, or disengagement arises, switch strategies: fast.

Negotiating The (Client’s) Change Plan

1. Setting Goals. Make certain that you and the client clearly agree what the
goal is (i.e. abstinence, decrease, or increase of a certain behavior etc.) and
that the goal is truly theirs, not yours. Sometimes when the client enters
Phase II, they become unrealistic so help them shape a goal which is
reasonably accomplishable in the short-term and helps them move toward
the overarching goal which may be a higher priority for them. Remember
that people with multiple problems often suffer from “entanglements”
among the various problems (i.e. “the problem system”) and that
appropriate, motivating goals need to be mindful of this interplay.

2. Considering Change Options. Elicit brainstorming and evaluation of the
various available options from the client. Generate a wide list of options
including far-fetched ones before allowing the client to narrow the pool.
Refrain from offering only one possibility — instead, offer variety. This
way, the client’s task becomes choosing, not refuting. It is hard to refute a
plan that you yourself have designed.

3. Arriving at a Plan. Eventually, as options narrow, it is important to elicit
a specific statement from the client about what the detailed plan is.
Examples: “What are the first few steps?” “How will you go about
them?” There are pros and cons to writing down the change plan. Ask
your client what is most helpful and motivating for them. Whether written
or verbal, offer the client a summary of the plan when it is completed.

And ask “What else?”

4. Eliciting Commitment. After summarizing the plan, you ask the
questions: “Is this what you want to do now?” “When would be the best
time for you to start?” If the person is ready, it can be helpful to
encourage them to make a verbal commitment to someone in their life
after session and request support. If they are not ready, “come alongside”
the reluctance: “We’ve done some great brainstorming today, and you’ve
generated many important ideas. Still, this is something you need more
time to consider. Why don’t we see where you’re at next week and not
rush into anything?” During the next session, start with a question like
“What are you thinking?” or “Where are you at today with what we have
been discussing?” vs. “Have you decided to do it yet?”
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