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agency was on a firm footing and Rose
was wondering how to take it onto the
next stage. "We knew we wanted to
grow," he recalls. "But we didn't really
know how to go about doing it. While
and I are strong on the

creative aspects of our work, we're not
so strong on strategic development."
Rose realised he needed to bring in
external

help, but he was unsure where

to turn.

Then at an event he met John

Leach, chief executive of Winning
Pitch, a Manchester-based

own decisions about a whole range
of i ssues and si tuati ons."
Mark Dyble is a coach with Action
Coach, a global franchise, and he
outlines how coaches operate. "I use a
six-step process," he says. "We start by
drawing up a five- to ten-year plan
for the individual

firm

is usually conducted on a one-to-one
basis so the results are often much
quicker to see and more specific to
the client's needs. Unlike counselling,
coaching is focused on the future,
and it concentrates on helping the
client identifi' and achieve change.
Where they're trying to make changes
can vary. Sometimes it's something
personal like relationships or
motivation, while at other times
it's something like time management.
"Coaching also differs from
mentoring in that the mentor will have
the necessaryskills or experience that

of

business coaches. Rose says: "I'd heard

organisation,

mastering finances, increasing profits
marketing,

and finally

systemising the business so it can be
expanded and replicated. The whole
process usually

takes between one and
two years, and this sort of one-to-one
coaching starts at around f1,000 a
month."
This is clearly a significant

investment

of time and money. However,

many
of those who have been through the
process report that it is a worthwhile
investment. Nathan Bombrys,
commercial

and marketing director at
Sale Sharks, brought people development
consultancy SFL on board in August
2007. "We won the Premiership in
2006, but in 2007 finished down in
ninth," he says. "Our CEO then left

a bit about coaches, but I was fairly

in the close season and I felt it was
a good time to look inwards, refocus

sceptical. I didn't really see how

the organisation,

someone who knew almost nothing

playing,

about my business could advise me

sides of our business together."

on how to run it. Howevel,

I was

impressed

by what they said, so
thought I'd give it a go."
Duo Design is one of a growing
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SFL began by spending a day and
a half with the commercial
The key managers

team.

at the Sharks got

together, looked at the business,

number of companies, both large

analysed the problems

and small, that are beginning
to use business coaches.Yet,
despite this growing popularity
there is still a great deal of
confusion about what exactly
coaches do and how they
can assist a business.
Cheryl Bennett, managing
director of Pelican People,
a people development
consultancy based in
Saddleworth, which
works for companies
like GE Electric,
l

faced and agreed some

Vodafone

collective

they

objectives.

Then a month

later SFL

went through the same
process with the
coaching staff and
while the players were
on a training camp
i
in France they also
had some input.
The entire
exercise cost
' around f20,000
and Bombrys

and the

describes the

BBC World Service,

outcome:
"The process

believes that the
problem is that

revealed that

many people confuse

the commercial

coaching with other

staff thought

forms of development

purpose

work.

money, while

She says: "Unlike training,
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both my partner

the mentee needs, while a coach will
facilitate the client to come to their
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We agreed that our shared goal ought
to be to achieve long-term revenue
growth so that we can win every week.
Realising this has helped us to work
together as a business.
"People were sceptical at first.
I got laughed at when I suggested it.
But now everyone has bought into the
idea. It was a challenge for SFL to
deal both with the big egos and with
some very quiet people, but they rose
to it. Even those who said an outside
company would never be able to tell
us how to run a rugby club were won
over and said they found the experience
enjoyable and useful."
David Adams is another advocate of
coaching. He is the managing director
of The Savr,y Partnership, a marketing
consultancy based in Castlefield,
Manchester. He hired Cheshire-based
Beyond the Box in late 2006 and says:
"I've always been quite self-reliant and
had never thought I'd need someone
else's help to sort out a problem.
Howevef, I'd lost my father in May
2006 and had been struggling for some
time to come to terms with his death.
This, combined with a hectic work
life n-ranaging a fast-growing and busy
consultancy, meant that for the first
time in my life I was uncertain as to
where I was and what I wanted to do.
"Christine from Beyond the Box
focused on ensuring that within my
working day I made time for everything
that was critical to the success
of the business on that day. This also
included time for me. She also helped
me to understand my energy levels
and moods throughout the day, and
now I carry out tasks and activities
at a time and in an environment that
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"Coaching
personal.coaching
isdeeply
advises businesses to treat these with
youworkwith caution. He says: "Does attending a
It'simportant
four-day course make you a qualified
youcan coach? The best way to find a trainer
withwhom
a provider
or training company is through

rR[LAND-DAVrts
be open."srruoN
personal recommendation. Also, make
are right for me as a person."
Adams had five sessions over two
months with his coach at a total cost
of f1,600, and he reports that he is
now able to accomplish more each day,
and he has a greater sense of
accomplishment, confidence and purpose.
Most importantly, he has regained the
enthusiasm and focus that he needs to
develop and grow his business.
Aside from this anecdotal evidence,
there is research to suggest that
coaching can add to the bottom line.
Colin Davenport, chairman of
Preston-based corporate and personal
development company Advance
Performance, points to a survey carried
out amongst 100 executives of Fortune
1000 companies in the US. It revealed
that the use of coaching increased the
productivity of those executives by
53 per cent. Furthermore, it estimated
that for every dollar those organisations
spent on coaching they achieved a
return of $5.70.
Of course, this does not happen
every time. Sometimes coaching fails.
Very often this happens because the
coach is not up to the job. There are
thousands of coaches operating in
the North West, and because there
is no universally-accepted coaching
accreditation it can be difficult to
know which ones will produce the
results and which ones will simply
waste your time and money.
Simon Ireland-Davies, a coach at
ID Coaching in Liverpool offers this
advice on choosing the right coach.
"Coaching is still an unregulated
profession, so ensure that you choose
a provider whose coaches are affiliated
with a recognised professional body
such as the International Coach
Federation," he says. "This has strict
rules on ethics. Also, coaching is a
deeply personal experience, even
when you're talking about work topics,
so it's important to work with a
provider with whom you can be open."
Many coaches will cite qualifications
as evidence of their credibility. Jim
Wigg, director of Manchester-based

sure you choose someone who asks
you relevant questions and listens to
your answers. Ideally they should help
you identify things you've not already
considered."
While picking the right coach is
vitally important, it alone will not
ensure success.As Greg Bartlett, a
self-employed executive coach, says:
"You need to be clear about why you
need coaching. Be sure that the
individuals to be coached have bought
into the idea. There is nothing worse
than forcing people to attend coaching.
Be equally clear about how long the
coaching is to last for, or how many
sessions are to be taken initially.
It is important to set up a contract
with the coach prior to coaching
commencing, laying out the terms
and conditions, and price."
There is much to consider and it
requires a serious investmentof
time and money. However, when it
does work it is certainly worthwhile.
For Andrew Rose at Duo Design it
was a resounding success.He and his
partner spent three half days with
Winning Pitch in early 2006, looking
at the where they wanted to take the
business and agreeing a strategy for
getting it there. It cost €1,000 and the
business doubled in size within a year.
There can be very few businessesin
the North West that would not want
to replicate that success )
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