EXECUTIVE COACHING
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I t's tempting to think the
corporate mantra of Camp-
bell Co. of Canada— “Extraor-
dinary, authentic nourishment
for all” —is a bit of alphabet
soup. But a funny thing hap-
pened after the food conglom-
crate setlled on the slogan, in
2003: its employees bought in,
helped by a coaching program
that started at the top and fil-
tered down through the ranks.
“If we're going to go outside
and talk about it to our con-
sumers and customers, we
have to be living it internally,”
says Creg Smith, vice-president
of human resources, of Camp-
bell’s formal coaching strategy.

One of the four pillars of that
initiative is a five-month
Inspired Growth Leadership
Program. And according (o
Nick Evans, the company's
internal coach who co-devel-
oped it with Pursuit Inc., a
Toronto consulting firm, the
plan has helped participants
“create a higher level of aware-
ness of their own values,
strengths —and we even get
into their hopes and fears” As
a result, Evans says,“they get
a much clearer sense of how
they contribute their best
each and every day”

That’s a far cry from the
days when executive coaching
was seen as a last resort for peo-
ple who were simply not cut-
ting it—cssentially, a“learn or
get out” proposition. Today's

A good coach can help you modify
your skills to better fit your team’s
needs—but won’t provide pat answers

executive coaches are focused
on smaothing out a leader’s
rough edges and drawing out
his or her best game —not dis-
sirnilar to the way a hockey
coach coaxes his star players to
work within the system to
improve the entire team.

Mo one, of course, tells a
Mario Lemieux how to play.
But a strong coach can help

show him how to modify his
skills to better fit his team’s
changing necds. Its done using
a it of psychology, a bit of con-
sulting and a bit of mentoring,
but good executive coaches are
more like sounding boards —
part motivator, part devil's advo-
cate, Think of them as mirrors
that reflect what's really going
on. “Coaching is really more
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about self-directed learning and
self-discovery,” savs Eileen
Chadnick, a certified coach and
owner of Big Cheese Coach-
ing in Toronto. “IUs more about
mastery and less about fixing”
In a world where personal-
ized services— from chef to
fitness trainer —are on the
rise, individual executive
coaching makes a lot of
sense, especially considering
the success paradox: the fur-
ther up an organization people
climb, the less opportunity
there is for them to glean
objective, knowledgeable and
candid guidance from others,
“T know pt‘.upie who are careful
about thinking out loud,
because in some cases you
come hack two weeks later and
your off-the-top thought has
been implemented, and that
was never the plan,” says
Michael Stern, president and
CEO of Michael Stern Associ-
ates Inc., an exccutive-search
and coaching specialist in
Toronto, “When you're in the
trenches, it's hard to distin-
guish when a leader is thinking
out loud or whether thisisa
subtle test of vour initiative.”
When done right, the
return on executive coaching
can be quite startling. Camp-
bell, one of the acknowledged
leaders when it comes to the
practice, reports that it gets a
100% return on its coaching
program’s ability to re-engage
people who would otherwise
leave. And bevond nurturing
and retaining top talent,
improved business and innova-
tion are gravy. A widely quoted
2001 study by |:|3111‘5L'.]r||'1g firm
Manchester Inc., now owned
by U 5 .-based Right Manage-
ment Consultants, examined
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