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“Coaching has been
shown to improve
productivity, quality,
organizational
strength, customer
service and share-
holder value.”

by Donald Summers, Meridian Consulting Group

The Contribution of Coaching

Managers in organizations today are under more pressure than ever to de-
liver the goods. The stress and strain they face is at an all time high. Hard
economic times do that. One prominent trend that has come out of this pe-
riod is the increased use of executive coaching. Coaching that builds trust,
gets the facts and addresses organizational realities can contribute to career and

business success.

The value of coaching Those of us who
do coaching can take pride in its value.
It has helped countless managers cope
with these pressures and do their jobs
better. Coaching has been shown to im-
prove productivity, quality, organiza-
tional strength, customer service, and
shareholder value.t

Companies participating in a recent
study reported that coaching returned
almost six times its cost.2 In another
study managers who had been coached
were compared to managers in a con-
ventional managerial training program.
The training increased productivity by
22.4 percent while coaching increased
it by 88 percent.3

Coaching is an outstanding method for
helping individuals improve (and
through them increase the effectiveness
of their organizations). Whether it's a
manager who desperately needs help in
building his skills or a high-potential em-
ployee who wants to plan her future,
coaching is a platform for transforma-
tion.# The number one challenge in
leadership development today is the
lack of soft skills in managers who have
a technical background.s There’s noth-
ing like the one-on-one of coaching to
build and enhance these kinds of skills.

Raising the bar on coaching Now that
coaching is in the mainstream of busi-
ness the bar will continue to be raised.
Reportedly, there are 10,000 full- and
part-time coaches. The number of
coaches entering the field has doubled in
size every year for the past three years.s
Success brings higher expectations. The
professionalism of coaching will be
placed under the microscope.

Three essential principles Coaching
practices will need to be built on a very
solid foundation of professionalism.
While coaching takes many different
forms, there are three essential princi-
ples that should never be compromised.

e Begin with a trusting relationship.
Matching a coach to the person be-
ing coached is essential. It is the
most certain way to ensure that
coaching gets off to an effective
start. Many of my client organizations
provide the person to be coached
with a panel of coaches from which
to choose. My fellow coaches and |
agree that going through a selection
process is a pain in the neck, espe-
cially if you don’t get the work, but we
also agree that the coach and client
must be a good fit. Coaches should
encourage their client organizations
to use such procedures.
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Coaches should say no to assign-
ments when the fit is not right. In
one of my recent assignments the
CEO gave his CFO responsibility for
finding his own coach to ensure that
he was satisfied. That turned out to
be prescient. At a previous employer,
this CFO had worked with a coach
who inappropriately revealed confi-
dential and sensitive information to
the CFO’s management. Needless to
say, that coaching relationship went
down hill fast and unfortunately did-
n’'t achieve the needed results. It
goes without saying that without con-
fidentiality there will be no trust.

Getting off to a good start will not
guarantee success. | be-

fective coaching intervention. The
best coaches see the dynamics of
the situation in a clear-headed, ob-
jective perspective - and bring that
perspective back to the person being
coached.

When | start an assessment, | feel
like a detective because I'm trying to
determine how accurate my client’s
self-perception of his situation is. |
often talk with the client’s boss and
other key people. | want to find what
my client will need to do to bring his
performance to the next level and
want to find roadblocks interfering
with his performance.

| look for gaps in how these various
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phrase, and carefully probe. In addi-
tion to learning a great deal about
my client, | show the person that |
care and that I'm there for one pur-
pose...to help him. Second, | actively
engage as soon as possible in solv-
ing problems that confront my cli-
ents, help them develop plans that
lay out steps important to their suc-
cess, and address key issues. These
two are just the right balance be-
tween the soft (caring) and the hard
(problem solving).

Provide an accurate, objective third-
party assessment. In my mind, as-
sessment is the most valuable step
in the coaching process. A tough-
minded, third-party assessment de-
livers the raw material that the client
can use to make necessary changes.
Collecting, analyzing and feeding
data back is at the heart of every ef-

cases where self-perception is
particularly weak, using a
coaching assessment instrument,
such as Prevue Corporate Coach As-
sessment, provides an additional
perspective for the client.

Time after time | see the power that
feedback data has on fostering
change. Not too long ago | had a cli-
ent who reported back to his team
his feedback data. He told the team
members what he intended to do
and asked for their help. It takes a
lot of guts to get up in front of your
employees and admit weaknesses.
This team rallied behind my client,
especially as they saw the resolve of
his effort.

My client later reflected on his ex-
perience and felt that the objective
and comprehensive data he received
was key to his having the courage to
make crucial changes.
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= Understand how the work to be done
fits into the organization. Good
coaching takes into consideration
the context of the person being
coached. To separate the person be-
ing coached from the system in
which he is operating repeats the
age-old weakness of management
training. Traditionally we have sent
managers off for training, much of it
highly effective. When the managers
return, they try to apply what they
have learned in an environment that
rejects it.

There is an important advantage of
coaching. We get up close and per-
sonal. If we do our work correctly, we
can see factors that will affect the
success or failure of our client’s ef-
fort. As an example, | once learned
that the most significant factor influ-
encing my client’s boss, the CEO,
was another senior manager. This
senior manager was frequently put-
ting the most negative spin on the
information she provided the CEO
about my client. What turned this
situation around was my client lis-
tening to the senior manager’s con-
cerns, adjusting some of her behav-
iors to suit the senior manager, in-
volving the senior manager earlier in
projects, and then keeping commu-
nication open. My client kept going
back to the senior manager as inci-
dents arose. | was a sounding board
for my client as she approached the
senior manager and tried out differ-
ent approaches.

Coaching has the power to transform,
both individuals and through them or-
ganizations. Such power shouldn’t come
as any surprise. After all, coaching con-
centrates directly on an individual and
that person’s needs. To serve our clients
best, we should stay true to basics, in-
cluding the three discussed in this arti-
cle. These three principles are essential
underpinnings of professional coaching.
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