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 “I never cease to be amazed at the power of the coaching process 
 to draw out the skills and talent that was previously hidden with an individual,  

and which invariably finds a way to solve a problem previously thought unsolvable.” 
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2 | P a g e  
2013, Trincon Group LLC 

 

The Case for Executive & Sales 

Coaching  
 

 

 

Topic Sections 
 

> Introduction 3 
> What Is Coaching 3 
> Executive & Sales Coaching 4 
> Coaching Impact, Benefits 4 
 * Sales Executives & Sales Teams 4 
 * C-Level Executives & Managers 5 
 * The Organization 5 
> How Valuable Is Coaching … Well 6 
> Coaching Isn’t A Fad its A Game Changing Tool 7 
> The Bottom Line 7 
> Implications 7 
> Coaching Is A Process, A Project 8 
 * The Coaching Plan 8 
 * The Coaching Process 8 
> The Catalyzer 8 
> Where Do You Go From Here … Conclusions 8 
> Elements to Look For In an Executive/Sales Coach 9 
 
 
 
 
 
 
 

 

 

“As a result of coaching executives and managers set better goals, take more action, make better 
decisions and more fully use their natural strengths.” 

Conference Board 
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White Paper 

The Case for Executive & Sales 

Coaching  
 

Introduction 

 

The human factor is at the heart of almost every success, innovation or problem in business. 

Thus, the old truism remains, a business is, only as good as its people. 
 

People with the right skills, know-how, abilities and high engagement can create award winning 

outcomes and profits. The problem is that people without those skills will create difficulties and 

problems that can bring projects, decisions and profit making to a standstill. This situation has 

been complicated over the past decade by dynamic change in the pace and expansion of the 

business environment. 
 

It is at every level, that understanding your people makes the difference between, commonplace 

and excellence outcomes. So, what are executives and managers at all levels to do to meet the 

challenges of the new business environment? 
 

Running a business can be a lonely and challenging endeavor. No matter how good you are, 

sometimes you need help. The critical problems and questions that must be faced daily require 

consideration. Thus the opportunity for: discussion, constructive feedback and good council from 

a confidential third party become essential to success. That is the role of the Coach.  
 

Studies clearly show that firms of all sizes have found that executive/sales coaching can be the 

catalyst to lift individuals and teams to high levels of competence. Simply put, coaching 

enhances the effectiveness of employees while giving them techniques and feedback that 

improves their job performance and productivity. 
 

What Is Coaching 

Coaching is a confidential collaborative partnership between a coach and an individual or small 

group or team. This collaborative partnership is designed to help a person or team discover and 

unleash their potential and expand their capabilities and productivity.  
 

To accomplish this proven coaching processes are used to: counsel, support, tutor and confront 

the coachee. 
 

Throughout the world of sports, outstanding coaches such as John Wooden, Vince Lombardi, 

and Don Shula have enabled talented individuals and teams to make the best use of their skills to 

accomplish great things. Successes that allowed individuals to improve and grow while helping 

the organization to consistently reach its goals. 
 

In business, a coach often serves as counselor or instructor. A person with the: experience, 

expertise, and ability to provide guidance, insights, or a different point of view. It is not unusual 

for an executive or sales associate to run into situations and obstacles they’ve never encountered. 

During these situations, it would be of countless value to have someone to confide in: to serve as 

a sounding board, play devil’s advocate or validate thoughts and ideas. This is the coach’s 

assignment. 
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Coaching is designed to help the coachee accomplish selected goals by using creative techniques. 

These include: resourceful use of present skills, development of new skills, discovery of dormant 

capabilities and the unlocking of discretionary commitment.  

Through the coach’s efforts, the coachee is: supported guided, pushed, pulled, inspired, 

questioned, held accountable, advised and instructed to reach higher levels of implementation 

and execution. Coaching is about how to create growth and change by doing things differently. 

That means the things you are doing today can improve if you will see with new eyes, hear with 

new ears, and be willing to take action in new or innovative ways. 
 

A coach then helps the coachee be more objective and resourceful in bridging the critical gaps 

between where he/she is and where they want or need to be.  
 

 

Executive & Sales Coaching 
Fits well with: ‘C- level Executives, Sales Managers, Senior Managers Business Owners, 

Small Teams and, Selected Sales Associates. 
 

Coaching can impact and benefit the following areas  
 

 

> Set achievable, profitable sales targets 

> Develop clear sales plans and processes 

> Build client rapport and collaboration 

> Develop deeper knowledge of client 

  decision makers 

> Improve face-to face communication with 

 decision makers 

> Develop new prospecting tools 

> Create methods to shorten the sales cycle 

> Use trade shows, conferences strategically 

 to find and close new business 

> Enhance communication with clients and vendors 

> Enhance the abilities of executives & salespeople 

 

 

 

> Help sales associates produce more  

> Hold sales meetings that inspire & instruct  

> Create recognition programs that 

 improve sales performance 

>  Implement ways to close more sales 

> Instill confidence in sales management/associates  

> Work with each sales rep to increase performance 

> Build strong sales teams  

>  Develop methods to gain higher margins  

> Improve - enhance the selling system 

> Better time - project management  

> Improve client/customers relations 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 “I absolutely believe that people, unless coached, never reach their full potential”. 
Bob Nardelli, former CEO of Home Depot 

 

 

C-Level – Executives & Managers: 
 

Outcomes That Will Give You the Greatest Benefit 
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* Consistently attain professional goals  

* Manage business complexities more easily 

* Increase organization knowledge, insights  

* Develop stronger communication skills 

* Uncover hidden strengths 

* Leverage existing strengths 

* Develop leadership & specific job skills  

* Plan implementation & execution 

 * Improve accountability 

* Increase employee engagement and 

 strengthen team commitment 

* Drive productivity and boost profitability 

* Greater ownership of responsibilities 
 

 

* Find effective and creative solutions 

* Create positive and rewarding relationships 

* Foster innovation and creativity 

* Align with corporate objectives 

* Improve interpersonal skills 

* Deal with self-imposed limitations 

* Improve problem-solving, decision-making 

* Improve individual performance 

* Clarify project and organization priorities 

* Boost commitment to projects, people & goals 

* Increased openness to learning/development 

* Greater clarity in his/her role and objectives 

* Better time, project management and success  

* Provide task closure to increase goal success 
 

 

Benefits to the Organization 
 

 

  
* Greater use of individual, team talents 

* Increase staff retention 

* A stronger commitment to team members 

* Enhanced associate relations at all levels 

* Improved ability to identify good solutions 

* Increased customer knowledge 

* Stronger organization skills - know-how 

* Increase associate motivation 

* Improve leadership, management style 

* Better decision-making 

* Improve communication skills 

* Enhancement of client relations  

 

* More support & cooperation for team members 

* Increased clarity on critical tasks  

* Enhanced organizational performance 

* Increase employee development 

* Develop effective teams 

* Facilitate change and transition 

* Strengthen market focus – niches & segments 

* Increase employee engagement, commitment 

* Increase productivity and profits 

* Gain, more confident employees 

* Improve communication and focus skills 

* Enhance sales margins 
 

 

 

The above outline of coaching elements provides a clear example of the type of outcomes 

achieved by entrepreneurial and Fortune 500 companies. However, it is vital to understand that 

just as Rome wasn’t built in a day, nor were these coaching benefits and outcomes. The 

benefits of coaching like all good things take time, focus, commitment and hard work by the 

coach and the coachee. 
 
 

 

“Even modest improvement can justify hiring a coach. An investment of $15 to $35,000 in an executive who has 

responsibility for a large number of associates or hundreds of thousands, millions of dollars is a rounding error.” 
Jerome Abarbanel, VP Executive Resources, Citibank  

 
 

How Valuable Is Coaching …  
 
 
 

Individual Benefits by the Numbers 
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In a study of 100 executives (C-level, Exec mgmt., Sales) from Fortune 1000 companies who 

received coaching for 6 months to one year, the benefits to executives who received coaching 

were improved working relationships with … 
* Direct reports – 77% * Teams – 67% 
* Immediate supervisors – 71%  * Peers - 63% 
* Clients – 37% 
 

Organizational Benefits; in the same study of 100 executives, benefits to their companies 

included Improvements in: 
* Organizational strength – 48%  * Cost reduction – 23% 
* Bottom-line profitability – 22% * Productivity – 53% 
* Retained executives who received coaching – 32% 
MetrixGlobal “Executive Briefing: Case Study on The Return Investment of Executive Coaching.” 
 

> Triad Performance Technologies, Inc. evaluated the effects of coaching on a group of 155 

regional and district sales managers and found a 10 to 1 ROI increase in less than one year. 
 

> Right Management Consultants found that 86% of Fortune 500-100 companies use coaches in 

their on-going development of leaders and managers. In addition, evidence shows that for those 

executives who were coached, there was a 5.7% increase in ROI. 
 

> Executive Sales Council research shows that no other productivity investment comes close to 

coaching in improving sales rep performance. Harvard Business Review 
 

> Sales Executive Council study found that on-going coaching increased sales  

productivity 88%. 
 

> A Sales Executive Council Study found salespeople, with 3 or more hours of coaching per 

month performed 15 to 17% better than salespeople without coaching. 
 

> Fortune Magazine surveyed of 500 of their subscribers, ranging from small to Fortune 100 

companies. They were asked for a conservative estimate of the monetary pay-off from coaching 

their managers at all levels. Respondents gave an average return of six (6) times what the 

coaching had cost. 
 

> Further verification, can be gained from a Gallup study that shows sales coaching provides a 

19 to 27% return on investment and improves customer loyalty by 56%. 
 

> A Price Waterhouse Coopers inquiry of their clients concluded that the Mean ROI for 

companies investing in coaching is seven (7) times the initial investment. In addition, 

25% of the firms reported an ROI of 10 to 49 times their investment. 
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Coaching Isn’t a Fad; It’s a Game Changing Tool 

 
The concept of coaching has been around for as long as the human race. From the earliest days, 

the older or more skilled members of the tribe coached the young. They were taught how to: 

hunt, cook, plant seed, make tools, and paint pictures on cave walls and to be a useful, productive 

member of their tribes or communities. 
 

The first formalized coaching process came with the introduction of Socrates’ inquiry, 

questioning and discussion method. The “Socratic Method” has stood the test of time.  

 

Objective business coaching did not gain importance until the early 20th century with the work of 

Fredrick Taylor. Taylor, a mechanical engineer, saw work as a system. Taylor’s book 

“Principles of Scientific Management,” published in 1911, simplified jobs. This simplification, 

made it possible to train and coach workers to perform their tasks, in a method that increased 

productivity and performance. 
 

Taylor’s work lives on however: it wasn’t until the 1950’s that the true benefits of executive – 

sales - management coaching took hold. The lubricant that opened the coaching doors was the 

publication of three compelling books. First came Peter Drucker’s book “The Practice of 

Management” in 1954. Then Stephen Covey’s “The Seven Habits of Highly Effective People 

was published in 1989. Finally, Sir John Whitmore’s book “Coaching for Performance,” came 

in 1992, which introduced the highly effective “Grow” model. C-level executives and HR 

managers now know that coaching is the most potent tool for the inducing personal, team change 

and development. It ensures better than average odds of success and in making the changes, 

development stick for the long term.” 

 

The Bottom Line 

 
What you have read here authenticates the capability of coaching to deliver significant increases 

in productivity, performance and return on investment.  Coaching is a tool that delivers immense 

value to executives, managers and sales associates at all levels. You now have the knowledge to 

understand that, just because executives and managers appear to be performing at a high level 

doesn’t’ mean they are. 
 

It is not uncommon for individuals taking executive positions to arrive with gaps in the 

capabilities needed to perform with excellence.  Further, not just top management and sales 

executives struggle: divisional, district managers, and sales representatives all have capability 

gaps. 
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Implication 

 
Coaching is the instrument that can identify and help close those gaps. Coaching for executives 

of all types and at all levels can be of enormous benefit. It helps to improve: individual and team 

performance, bottom line productivity and consistent outcomes. 
 

Coaching Is A Process - A Project  
 

 
The Coaching Plan 

 
Step One: Identify critical issues: 

 

1. What is the coachee’s situation?  

2. What’s working?  

3. What needs to be improved? 

4. What specific problems must be identified?  

5. What outcomes does the coachee want? 

6. What specific goals must be met if the coachee is to succeed?  

 

Once all these elements are identified and understood a realistic coaching plan can be developed. 

This plan is used to successfully achieve established objectives. 
 

 
The Implementation Process  

 

The executive sales coaching process contains six (6) elements.  This process becomes the tool 

the coach uses to lead the coachee step-by-step to complete the plan. The six coaching steps 

unfold in a non-linear progression. The coach is a:  

 

A. Guide: directs them to stay focused,  

B. Instructor: helping the coachee understand and expand capabilities.  

C. Confidential advisor: hears, listens builds trust, advises.   

D. Champion: supports, pushes and pulls the coachee to use his/her strengths.  

E. Motivator: who influences and helps the coachee collaborate and partner to build 

relationships.  

F. Drill Sergeant: who urges and pushes the coachee to take action. 
 

 

The Catalyzer  
 

A coach is a catalyst to stimulate change. He promotes action by the coachee to gain the positive 

outcomes sought. In the end, Coaching is equipping people with tools, knowledge, opportunities 

and the personal power they need to develop themselves and their team. 
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Where Do You Go From Here … Conclusions? 
 

There are over one-hundred years of hands-on coaching experience and expertise, and decades of 

research by trusted firms including: Hay Group, AMA, Chartered Management Institute-UK, 

Harvard Business Review and The Conference Board, that validates the power of coaching.  

Significant conformation, that executive/sales coaching provides enormous benefits to the 

coachee and his organization.  Benefits that increase: productivity, performance, personal 

development and significant returns on investment. Additionally, there are sound intangible 

outcomes that include improved confidence, communication, attitude and morale. 

For all the reasons presented in this paper, coaching has a vital role to play in companies of all 

sizes. The only question that remains is; what will coaching do for you, your people - your 

company? 
 
 
 
 

 

“Metropolitan Life provided an intensive coaching program to part of its sales force. 

The productivity of those who were coached increased 35%, in addition, 50% identified  

new markets that could easily be developed.” 
The Rowell Consulting Group 

 

 

 

 

Elements to Look For In an Executive/Sales Coach 
 

The following elements provide a foundation when looking for an Executive Coach.  The 
potential candidate should: 

 

 Have a wide range of experience in one or multiple industries 

 Held executive positions that required them to face tough obstacles and made critical 

decisions about people, markets and finances 

 Understand the balance of serving two clients, the coachee and the organization 

 Knows that they must coach two critical needs: one, to deal with reality, and two, 

objectivity  

 Uses structured models, proven instruments and programs to work with the coachee  

 Has the ability to get the coachee to leave their comfort zone and take risks 

 Shows the ability to work with different types of people and organizations. 

 Has a good educational background that shows on-going learning and development. 

 Has the ability to assist the coachee in developing realistic goals/objectives to create 

positive outcomes 
 

The coach you engage does not need to be an expert in all of the above elements. What you seek 

is a person with practical experience and strong proficiency in some elements and good 

capability in others. The final ingredient in selecting a coach is, “fit” with the coachee and the 

organization. A good “fit” opens the door to a productive experience and creative, beneficial 

outcomes.   
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