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SUMMARY

This thesis aims to address the principal questibrwhether business coaching
directly or indirectly enhances firm financial pemihance and growth. The present thesis
incorporates four comprehensive and inter-relatedliss designed to investigate the
contribution of business coaching to firm growthciwhorts of start-up companies and fast-
growth firms. Exploratory in nature, and using lgjaive and quantitative approaches
respectively, Studies 1 and 2 aims to select, dpyednd test suitable constructs, and to
determine appropriate participants for Study 3.e ©bjective of Study 3 is to quantitatively
identify the effects of business coaching on firavanue performance and percentage
growth, with Study 4, using a qualitative approacbyroborating and extending these
findings.

This thesis proposes that business coaching, wtichbines the interchangeable
terms of mentoring (Clutterbuck & Megginson, 1989am, 1988) and coaching (Brotman,
Liberi, & Wasylyshyn, 1998), is an important and aserable element supporting SMEs.
Extending the definition by Clegg, Rhodes, Kornleer@nd Stilin (2005), the present thesis
defines business coaching as: a collaborative ioakttip between experienced business
coaches and entrepreneurial leaders, focussing osindss goals, entrepreneurs’
development, and contribution to firm growth. Anflamental issue however, centres on
measurement of effectiveness, return-on-investr{fe@t) from business coaching, and the
value to firms engaging business coaches (LeedB@@%). Empirical research surrounding
business coaching is limited, therefore, it is 8eaey to draw upon theory and evidence from
executive coaching and other applicable domainsit{€buck, 2008). A review of the
pertinent literature (Kauffman & Bachkirova, 200Baske, 2004) suggests that business
coaching can be evaluated from physical and obbErevents, and/or alternatively, from
perspectives of behavioural development and memational growth.

There are four main reasons for investigating i@tships between business
coaching, entrepreneur characteristics, and simatigdium enterprise (SME) performance
and growth within the context of a theoreticallpgnded framework. The first reason arises
on account of a dearth of empirical research desmit emerging literature base (Grant,
2005). The cross-disciplinary nature of businesching has given rise to a limited number

of evidenced-based investigations emanating froraciglines such as psychology,
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mentoring, business management, and leadershiplogevent, with workplace research
focused mainly on executive coaching (Grant, 2(8per & Parry, 2005). Second, extant
coaching research is based largely on case stwdidstelatively few of these investigations
embodying control methods to regulate causal facod rule out competing factors (Grant,
2005). Third, research has not been conductecragsically to assess and measure the
effect of business coaching on performance chaaffectiveness, goal achievement, or
entrepreneur efficacy within SME firms (Kilburg, @@ Leedham, 2005; Peel, 2004).
Finally, there is a paucity of research pertainimgntecedents and outcomes from business
coaching within firms and entrepreneurial persapatharacteristics (Leedham, 2005; Peel,
2004; Stober & Parry, 2005).

LITERATURE REVIEW

Combining skills of coaching with mentoring expage, business coaching emanates
primarily from the business management discipliaed centres on the formulation,
implementation, and evaluation of cross-functiodatisions through the maintenance of
environments whereby people work collectively tchiage firm vision and objectives
(David, 1991; Koontz, O’Donnell, & Weihrich, 1980)The systemic approach of business
coaching is in contrast to executive coaching, whioncentrates on individual performance
(Peltier, 2001), and does not necessitate executbaehes having business experience.
Based on an extensive literature review, 17 hymabeare developed and subsequently
proposed in order to test relationships betweerbtl®ness coachesble, coachingsession
focus entrepreneur perceived business coachasglt coachingsatisfaction and effects of
entrepreneulevel of confidencen firm financial performance and growth.

Business coaches’ role&Coaches can perform various roles within firmshsas skill
enhancement, performance improvement, learningdavelopment, or respond to leaders’
changing agendas (Witherspoon & White, 1996). Ydhought-provoking questions, and
engaging in reflective practice, business coachightnplace themselves in the position of
sounding boards and assist entrepreneurs to dgsegzerformance by providing objective
feedback, in addition to acting as advisors, adwes;ar network facilitators (Bhide, 2000;
Creane, 2006; Drucker, 2005; Garvey & Alred, 20Gihb, 2009; Leonard & Swap, 2005;
Megginson & Clutterbuck, 2005).
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Business coaching session focuglith the experience to recognise firm stages of
growth, business coaches might initially conceeti@t ensuring entrepreneurs have a clear
vision and strategy, with the setting of approgrigbals, objectives, and tasks to achieve
outcomes (Leedham, 2005; Leonard & Swap, 2005; €0d®96). Business coaching
conversations might focus on customer requiremegieds and services production, or
processes and procedures (Delmar, Davidsson, &&are003; David, 1991; Leonard &
Swap, 2005). Equally, business coaches might geoldadership development by enabling
entrepreneurs to build relationships, manage fimlitips and culture, and communicate
clearly to employees (Compernolle, 2007; Garrettrida2006; Garvey, 2006).

Business coaching resultCoaching results are expected to lead to sounsidec
making, ideas and options generated for moving dodwfulfillment of objectives and goals,
and heightened self-awareness (Garvey, 1996: VEploen & White, 1996). Whilst a few
coaching studies (e.Qlivero, Bane, & Kopelman, 1991ave focused on success outcomes,
Kilburg (2000) asserted that findings in generdicdate that coaching failed as the byproduct
of verifiable business performance and growth. vitbistanding, McGovern et al. (2001)
identified intangible benefits of improved relatstmps emanating from executive coaching,
as well as tangible impacts on productivity andlitgga According to Bush (2005), effective
coaching occurs when provided within a structunetéraction using tools, models, and
processes focussed on self-development and comdwatd entrepreneurs motivated to
achieve success. As Ludeman and Erlandson (2@@dd,routcome results are dependent on
a wide variety of factors, such as commitment, eochpany culture, and that behavioural
changes usually take 6-12 months to embed.

Business coaching satisfactiooaching satisfaction seems to occur as a resalt of
combination of elements including the establishn@ntrust and intimacy, a collaborative
relationship, and providing entrepreneurs with gpartunity to reflect and gain insight
(Auerbach, 2006; Rider, 2002; Stober, 2006, Witheos & White, 1996). In some
situations, collaborative coaching can be condugtémally, allowing for different styles
and personalities, whereas, at other times, busioesching works best when planning and
preparation are well executed, with training predd on role expectations and
responsibilities defined at the outset, with depelental support at intervals thereafter
(Clutterbuck & Megginson, 1999; Edwards, 2004; @gr& Alred, 2001). Moreover, Hall,
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Otazo, and Hollenbeck (1999) identified positiveaduing outcomes including acquiring
new skills, broader perspectives, higher problenvirsg skills, and overall improved
performance.

Entrepreneur level of confidenceCertain personality traits and characteristies a
associated with entrepreneurial behaviour and basinsuccess, such as achievement
motivation and risk taking (Begley, 1995; Collikdanges, & Locke, 2004). Entrepreneurs’
external locus-of-control has been linked to firaiure, while internal locus-of-control has
been associated with an ability to successfullylemgnt strategies and control outcomes
(Boone, de Brabander, & Hellemans, 2000; BooneBi@dander, & Witteloostuijn, 1996).
Affecting motivation and actions, entrepreneurshwhigh self-efficacy are likely to
improvise, execute novel actions, be goal oriedtaielieve in decisions involving their own
abilities, and be conscientious about their emaiiostability, resulting effectively in
increased performance and goal attainment (Baunoéké, 2004; Forbes, 2005; Hmielski &
Corbett, 2008; Stewart, Palmer, Wilkin, & KerrirQaB). Additionally, self-efficacy can be a
personal resource forming a buffer against stressjety, and burnout (Jerusalem &
Schwarzer, 2006).

As noted earlier, this thesis involves four intelated studies. Table 1 shows the

overall study design. The following sections po®a/overviews and findings of each study.

Table 10verall Study Design

Study Aim Method Cohort
1 To exploreplausibility Sem-structured fae-to-face Business coachen=2)
of classifications and  interviews with business SME leaders coached=2)
assumptions coaches and SME entrepreneurs

2 To establisl outcome Pre-post pilot outcome study « Previous business coachi
measures for business SME entrepreneurs undertaking n=45)

coaching group training with one-on-one versus
business coaching No previous business coaching
(n=80)
3 To identifythe Cros«sectional survey of f&-  Business coachinn=10()
contribution of business growth SMEs Versus
coaching to firm growth No business coaching (n=100)
4 To corroborate finding Sem-structured telephor SME entrepreneurs busine
from Study 3 by interviews involving coached (n=39)

exploring entrepreneurs’ entrepreneurs of fast-growth
experiences SMEs
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STUDY 1: INVESTIGATION OF ENTREPRENEURS AND BUSINESSCOACHES VIEWS
REGARDING THE PROCESS ANDOUTCOMES OF BUSINESSCOACHING

Study 1 takes a qualitative approach with a snat@e of business coaches, and
entrepreneurs, engaged in business coaching arl taiexplore the plausibility of business
coaching classifications and assumptionhe main research question addresseHasv does

business coaching contribute to entrepreneurs’gretfince and firm growth

Research Design
An inductive, grounded theory approach is usednduthe face-to-face interviews
between participants and researcher (Guba & Lincb®94), with interpretative methods
providing meaning-making (Johnson & Duberley, 2000nterview material is content
analysed to reconstruct understandings from immafStrauss & Corbin, 1994), with text
segmented into meaningful components with the ptesesearcher constantly making

comparisons to discover themes (Ryan & BernardQR00

Method

Participants

Participants are two entrepreneurs receiving bgsigeaching, and the two business
coaches who provided coaching services to theseprraheurs. Entrepreneurs are both
male, aged between 35-45 years, tertiary educatetl SME founders of internally grown
Australian operations with average annual grosemeg of $7-9 million over a three-year
period. Business coaches are both male, aged &eth@ 60 years, have extensive business
experience, and work with a professional companyiging structured group training

complimented by one-on-one business coaching ssicentrepreneurial leaders.

Procedures

Face-to-face semi-structured interviews of apprately 50 minutes duration were
conducted separately with each of the four pawitip on their business premises. Questions
to business coaches sought understanding and retiaipn of coaching and mentoring
(Clegg et al., 2003; Kram, 1988; Whitmore, 1996Participant interview questions
concentrated on the influence, experience, foaud,naeasurement of business coaching and
training (Gibb, 1997; Hurd, 2002; Kauffman & Bacitkia, 2008; Leonard & Swap, 2005;
Megginson, Clutterbuck, Garvey, Stokes, & Garretrlda2006; Ward, 2007).
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Findings

The terms coaching and mentoring are utilised eht@ngeably according to the
situation and the needs of entrepreneurs, thusostipg Clegg et al.’s (2003) interpretation
of business coaching. Reasons for engagementretifferith entrepreneurs wanting to
expand their thinking and develop their potent@ufterbuck & Megginson, 1999; Kets de
Vries & Korotov, 2007b; Sztucinski 2001), whereassiness coaches’ expectations were to
increase performance and help to grow the business.

As expected (Fanasheh, 2003), entrepreneurs ratedmder of aspects of their
coaching experience agery satisfyingto extremelysatisfying Business coaches and
entrepreneurs appear to share similar opinionsherfdcus of business coaching sessions,
entrepreneurial drivers, business coaching expegieand business coaching measurement.
Lifestyle and fast-growth entrepreneurs’ views alike in regard to tools and models used
by business coaches, focus of sessions, and mesiref business coaching but differ in
other areas. For example, lifestyle entreprenshiosv a propensity of focus towards people
compared to fast-growth entrepreneurs who leanedrtts being task orientated. Overall,
responses by business coaches and entrepreneunassepthe personal relationships that
were developed and nurtured throughout the seséWitkerspoon & White, 1999; Kilburg,
2000).

STUDY 2: ENTREPRENEURIAL OUTCOMES ASSOCIATED WITH PARTICIPANTS IN A
STRUCTURED BUSINESSCOACHING PROGRAMME

Building on the concepts raised in Study 1, the@pal aim of Study 2 is to establish
measures of business coaching. The overarchirganes question isWWhat difference, if
any, does a structured programme make to entreprshperceptions of business coaching?
A further six research questions are addresseddesa entrepreneurs’ perceptions of the
business coaches’ role, the main focus of busicesshing sessions, and entrepreneurs’
level of satisfaction with business coaching.

Research Design
Data are analysed using descriptive, univariatd,raaltivariate statistical techniques
to compare firm and entrepreneur characteristidsdafiferences between participants having
previous business coaching versus no previous éssigoaching experience. One-way
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repeated measures Hotelling’s Trace tests (Tabeki@nFidell, 2007) examine participants’

perceptions between pre- and post-test.

Method
Participants
Participants are 125 entrepreneurs from start-upsfivho enrolled in a programme
offering group training, with concurrent one-on-dnesiness coaching. Of the participants,
36.0% (=45) had secured the services of a business coaclopséy, and 64.0%n=80)
had not used a business coach. Coaches are 2deexpee business people with diverse
backgrounds.

Procedures and Measures

At enrollment, participants complete a questiomaapping firm demographics,
entrepreneur characteristics, and learning andlogwent experiences. Upon programme
completion, participants complete a questionnair@erceptions of experience with business
coaching. Measured on 7-point Likert scales, pret post-test items comprise three factors:
business coaches’ role, business coaching sesstols,fand business coaching satisfaction.
Recruited business coaches undergo training, are raatched appropriately with

entrepreneurs.

Findings

Significant differences emerge with medium-largée@t on measures assessing
business coaches’ role, and medium effects on mesmsissessing business coaching session
focus and business coaching satisfaction. Thesénfys indicate that structured programmes
can positively influence entrepreneurs’ experienmfeBusiness coaching. Further, findings
suggest that the role of business coaches as aslvisgtwork facilitators, and counsellors,
with sessions focussed on firm production and cuets, are viewed positively by start-up
entrepreneurs (Gibb, 2009). Analyses culminatedarstatistically significant differences
between cohorts, indicating consistency of expegemetween entrepreneurs. Moreover, a
structured programme is shown to be viewed posytivg participants.

An important ingredient appears to be the approprmatching between business
coaches and entrepreneurs (Clutterbuck & Meggin6f9). One premise of this thesis,

that business coaching is a structured, goal feclgsrocess based on collaborative
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relationships and highly effective when undertak®n business coaches with practical
experience, is supported (Clegg et al., 2003; idalal., 1999; Leonard & Swap, 2005).
Experienced business coaches can offer entrepeem@woductions to other networks and
professional services, thus providing opportunit@sentrepreneurs that they might not have
had without such help (Bhide, 2000; Kurtzman, 2005)

StuDY 3: DEVELOPMENT AND TESTING OF A MODEL OF BUSINESSCOACHING AND FAST-
GROWTH
The aim of Study 3 is to identify the extent to efhbusiness coaching contributes to
SME performance and growth. Inter-relationshipg @xamined with two cohorts:
entrepreneurs who had received business coachimgus/eentrepreneurs who had not
received business coaching. The question addrehs@ag this stage of the research is:

What contribution, if any, does business coachingctly or indirectly make to firm growth?

Research Design
Study 3 takes a predictive, quantitative approadth viwo cohorts using 17
hypotheses developed for this thesis. Deductivelagical analysis is employed to control,
predict, and demonstrate causal relationships (@gvaelahaye, & Sekaran, 2001). Factor
analytical techniques examine the underlying pastesn variables (Hair, Black, Babin,
Anderson, & Tatham, 2006). Structural equation etioty (SEM) methods are utilised to
establish relationships between latent variablefiacker & Lomax, 1996), revealing the

significance obusiness coachingn firm performance and growth.

Method
Participants
Participants are self-nominated business ownerseat@preneurial leaders of 200
private firms who responded to advertisementsraalior Australia’s fastest growing SME
firms (Walker, 2006). Known as ti@RW Fast100the survey included questions relating to
business coaching as developed by the presentchsea Of the 200 participants, 50% =%

100) had used a business coach and 50% 100 had not used a business coach.
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Procedures and Measures
An online cross-sectional survey was conducted itgppgompany demographics,

growth generators, entrepreneur characteristicd, edperiences with business coaching.
Firm performance is measured according to averageeptage revenue growth over four
consecutive financial periods. Measured on 7-pbikért scales, items related to business
coaching comprise variables on: business coaclués’ coaching session focus, coaching
result, and levels of coaching satisfaction. Measwf entrepreneur level of confidence
involve assessment of locus-of-control and seltafly.

Findings

Results of directional hypothesis testing revedialée and robust fit between a
proposed theoretical model and sample covariangésl1)=162.408, p=.01932/df=1.266,
CFI=.943, TLI=.929, SRMR=.078, and RMSEA=.052. 3&éndices suggest a good fit. In
Figure 1, squared multiple correlation values shbat this model accounts for 7% of the
variance in coaching session focus, 37% of theamag in result of coaching, 27% of the
variance in satisfaction with coaching, 10% of tregiance in locus-of-control (internal),
32% of the variance in locus-of-control (extern2)% of the variance in self-efficacy, and
6% of the variance in firm growth. As shown in TaR, nine of the 17 hypotheses are
supported.

Drilling down into the hypothesised model revediattbusiness coaches acting as
sounding boards and effective listeners, tend tudoduring coaching sessions on vision,
goals, and strategy, customers and productionellyeempowering entrepreneur’ self-
efficacy and ultimately leading to firm growth. @parisons between cohorts reveal non
significant variations on locus-of-control and sefficacy measures, thus ruling out the
possibility of competing hypotheses. Confirmattagtor analytic techniques establish clear
links between business coaching elements (coashds; session focus, result, satisfaction),
entrepreneurial level of confidence (locus-of-cohtself-efficacy), and firm growth. SEM
technigues suggest the result of business coathi@mgon-direct influencer of firm financial
performance and growth via entrepreneurial seltadfy.
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N Entrepreneur
Business Coach Locus-of-Control
Role Internal
(SMC =10%)
.26**
Y
Business Coaching Entrepreneur
Sessmn_Foocus Locus-of-Control
(SMC = 7%) External R SME Firm
, 817 (SMC = 32%) o Growth
= RY,
Business Coaching (SMC = 6%)
Result %
(SMC = 37%)
52+ Entrepreneur
T ; e Self-Efficacy
Business Coaching | (SMC = 20%)
Satisfaction ! - ]
(SMC=27%) [
: t ,
i i Entrepreneur -
Business Coaching Level of Confidence Firm

Note: *p<.10. **p<.05. ***p<.01. - - - > denotes non-significant relationship.

Figure 1.Tests of hypothesised model of influences of e&srcoaching with entrepreneurs’

level of confidence factors on firm growth.

Table 2Hypotheses and Test Results

Standardized -
Hypotheses Parameter Estimate Conclusion
H.. Role—> Focu .26%* Supporte
Hin: Role—> Locusof-control (internal -.0¢ Not Supporte
Hi: Role> Locus-of-control (externa .04 Not Supporte
His: Role—> Selt-efficacy 37 Supporte
H,.: Session Focu~>Resul B1Lrrx Supporte
Hoy: Session focu—> Locus-of-control (internal .39*% Supporte
H,. Session focu> Locus-of-control (externa .60** Supporte
Hi.: Result> Satisfactior 52%* Supporte
Han: Result> Locus-of-control (internal -.31 Not Supporte
Hae Result=> Locus-of-control (externa - 72%* Supporte
Hsg: Result-> Self-efficacy .24* Supporte
H.. Satisfactio = Locus-of-control (internal .04 Not Supporte
H.,: Satisfactio 2 Locus-of-control (externa A€ Not Supporte
H.. Satisfactiol > Self-efficacy -.07 Not Supporte
Hsa: Locus-of-control (internal=> Growtt -.07 Not Supporte
Hsy: Locus-of-control (external> Growth A3 Not Supporte
Hs.: Seltefficacy> Growtr .19% Supporte

Note*p<.10.**p<.05.* p<.01.
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STUDY 4:IN-DEPTH EXPLORATION OF FAST-GROWTH ENTREPRENEURS EXPERIENCES OF
BUSINESSCOACHING

The aim of Study 4 is to extend and corroboratdifigs from Study 3 by collecting
additional data on entrepreneurs’ business coadampgriences. A representative sample of
entrepreneurs from Study 3 are interviewed for rtiretrospective views on business
coaching. The overarching research question asielle Study 4 isWhat have been the

experiences of fast-growth entrepreneurs when vewpbusiness coaching?

Research Design

Study 4 adopts an inductive qualitative approachnterpretive methods allow
researchers to experience realities in differentsaand uncover the richness and complexity
of entrepreneurs’ thinking and criticisms by ceimgron subjectivity and relatively narrow
foci through content analysis of interview dataledled (Cavana et al., 2001). Using a
triangulated approach not only provides a balarete/éen quantitative and qualitative data,
but also furnishes practical and theoretical ewigefor advancing conclusions (Saunders,
Lewis, & Thornhill, 2000).

Method
Participants
Participants are 39 self-nominated entrepreneurs ayreed to be interviewed
following the completion of thad8RW Fastl00annual survey, the findings of which are

reported in Study 3.

Procedures and Measures

Interviews were conducted over the telephone foratihns between 15 and 30
minutes. With informed consent, conversations wape-recorded for research purposes
and reported anonymously. Interview questions @dpentrepreneurs’ need for business
coaching, their perception of the experience, &edcontribution, if any, business coaching

made to firm growth.

Findings
Interviews with entrepreneurs affirm a positive cgsation between business
coaching experience and business performance awdigr Entrepreneurs utilise business

coaches as sounding boards, motivators, and facednd clarification, enabling them to



Business coaching and SME growth XXIV

look at their firms from different perspectives. udhess coaches are split between
employing tools or models, and working informalljttwno or little structure. Entrepreneurs
measure the effectiveness of business coachingduits, achievement, and winning work.
However, a sizeable proportion of entrepreneurs ndd measure business coaching
objectively, instead relying on how good they fabbut the experience and their personal
development.

Study 4 suggests that rather than focussing omtoeline results, entrepreneurs seek
mainly to absorb business coaches’ experienceskaondledge, develop leadership and
business skills, share points of view or ideas, gaid new perspectives. While it is apparent
that particular coaching styles appeal to differmrepreneurs, having trusting relationships
with business coaches appropriate for their stagéirm growth, leadership need, and

personal development are considered paramount.

CONCLUSION

This thesis aimed to examine the effects of busimesiching on SME performance
and growth. Findings establish linkages betweesinass coaching and entrepreneurs’ level
of confidence, and identified that business coaghas an antecedent to entrepreneurial level
of confidence (self-efficacy), is a non-direct ughcer of firm performance and growth.
Having said that, the present research highlighas quantitative indicators alone do not tap
the full influence of business coaching (Cavanalgt2001). Findings demonstrate clearly
the importance of qualitative approaches by idgimif that business coaches’ experience
and knowledge, in addition to trust engenderedutjnout relationships are as important to
outcomes as so called hard, bottom-line result@rebler, findings suggest that firms and
entrepreneurs who engage business coaches repierhgeractical benefits that culminate
in real firm financial performance.

A salient observation of this study is that specdomponents of business coaching
variables work in concert to engender a sensetwffaetion with entrepreneurs’ experience.
Business coaching satisfaction emanates from the ptayed by coaches, the focus of
sessions, and the results achieved. The amalgdhesé factors impact entrepreneurs’ self-
efficacy enabling them to solve problems, find appiate solutions and handle situations,

resulting in firm growth. Proposing a systematid a&aomprehensive method of measuring
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outcome evaluation, a Business Coaching and Firow@r model is not only established,
but also tested empirically. Providing evidencethe positive association between business
coaching’s effectiveness and firm performance aoavth, these findings have both practical
and theoretical implications and form the groundwfor future research to be conducted on

outcome-based business coaching.
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CHAPTER 1: INTRODUCTION

Overview
Chapter 1 overviews the purpose and backgrounth@épresent thesis and discusses
the rationale. This thesis involves four invesiigas, the research objectives of which are
outlined, and methods utilised, are reported. dimeent chapter concludes by highlighting

the significance of this research and describiegaverall thesis structure.

Purpose

The purpose of this thesis is to establish the néxté any, to whichbusiness
coachingis an enabler or driver of financial performance growth in small-to-medium
enterprises (SMEs). Operating in competitive anmdbulent environments, rapidly
developing SMEs strive to increase performance istergly and produce robust financial
results. Coupled with expectations to lead efietyi entrepreneurs, business owners and
other senior executives can face pressures of ésse lack of feedback, or operational
ineptitude (Cooper & Quick, 2003). To offset thepeessures, entrepreneurs seek
experienced mentors to act as sounding boardsgaigencoaches to work with them to attain
milestones, reach market performance indicatord,tarachieve business goals (Clutterbuck
& Megginson, 1999). A fundamental issue howeveentes on measurement of
effectiveness, return-on-investment from businesglsing, and the value to firms engaging
a business coach (Leedham, 2005).

Mentoring is based primarily on the experience amstiom brought by mentors to
relationships (Clutterbuck & Megginson, 1999). &ntrast, coaches operate across a broad
range of categories, are skilled in ubiquitous mémphes and competencies, and are not
necessarily experienced in the domain in which tloperate (Brotman, Liberi, &
Wasylyshyn, 1998). Despite the emergence of tlagliag industry in the 1990s, the nature
of business coaching, compared to other forms agaxecutive or personal coaching, is not
clearly understood and appears to be still inntaricy (Clegg, Rhodes, Kornberger, & Stilin,
2005). Business coachinpas been defined as a collaborative relationshtpirwwhich
coaches bring business experience and focus plynaarifirm performance, business goals,
and individuals’ contributions to that end (Clegodes, & Kornberger, 2003).
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Proposing that business coaching, which in essermrabines mentoring and
coaching, is an important and measurable elemgmasting SMESs, this thesis makes a
systematic and thorough examination of its contrdsuto firm performance. The present
research, using quantitative and qualitative methoatorporates four comprehensive studies
designed to investigate the contribution of businesaching tdirm growth in cohorts of
start-up companies and fast-growth firms. Relagps between the business coacle,
business coachingession focysand entrepreneur perceived business coadatigfaction
and business coachimgsults are established and tested. Effects of entreprgyersonal
characteristicsare examined. The background influencing thisl\stig outlined in the next

section.

Background

In today’s competitive environment, entrepreneurd 8ME owners face increasing
market pressures and expectations of sustainedrpehce and growth. As firms
embarking on growth trajectories increase in sizé eomplexity, entrepreneurs lacking in
experience find that standard academic trainings dos adequately address the problems
and challenges encountered in day-to-day operati@exton, Upton, Wacholtz, &
McDougall, 1997; Bennis & O’Toole, 2005). Entrepearial leaders want individual
concerns within situational differences addressed, general education has not, in the past,
been able to fill that gap (Knowles, Holton, & Swan, 1998). Mentoring, with roots from
centuries-past as an age-old tradition of pairingeeienced mentors with less-experienced
persons for their advancement (Kram, 1983), has) besed informally by leaders to
compliment, or as an alternative to, academic ddwca To further bridge that breach
created by traditional methods of learning and tgraent, coaching with its emphasis on
outcome identification, goal setting, progress,i@sment, and accountability has been
embraced by leaders wanting to obtain direction quitk results (Zeus & Skiffington,
2002).

However, since the emergence of the unregulatedhaog industry, it appears that
very little coaching literature has adopted empihcsolid theoretical grounding (Grant &
Cavanagh, 2007). At present, coaching brings & wadge of theories and methodologies to

practice from backgrounds such as business, camgultnentoring, counselling, human
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resources, training, and psychology (Greene & Gr2®®3). Perhaps surprisingly, coaches
require no formal qualifications or credentialgptactice. While it has been argued by some
that individuals do not need to have business lrackgls in order to practice business and
executive coaching (Zeus & Skiffington, 2002), witih such a background, it would be

difficult for coaches to empathise with commera@ald organisational challenges faced by
leaders (Brotman et al., 1998). Thus, it seemisuthderstanding how firms proceed through
periods of conceptualisation, growth, and stab{lidelmar, Davidsson, & Gartner, 2003) is

an essential element of effective business coach®tfer factors such as firm age, size, and
industry growth rates (Greiner, 1998) can influemoaches’ roles and foci of sessions,
adding further weight to the need for business B&pee.

The ways in which business coaching sessions amducted have been heavily
influenced by standard consulting frameworks witatimeds of operating, techniques, and
delivery processes (Block, 2000). Business coaekpsrienced in commercial realities and
contextual challenges are highly likely to be infied on the usage of such processes and
techniques for effective interaction with appropgideaders. Some of the more classic and
contemporary theories underpinning the businessagement discipline have been adopted
and extensively used by coaches, for example Po(tE980) five forces model, and Kaplan
and Norton’s (1996) balanced scorecard. Busineashes taking an open systems view will
work with most, if not all areas within firms, tov®re that individuals and groups meld
synergistically to serve society and mankind (Mirultz, & Mink, 1991). While
methodology, processes, and techniques might lénadst importance to business coaches,
the particular process by which coaching is coretlicecedes owing to leaders’ primary
expectation of open and honest feedback, and ned@suesults (Hall, Otazo, & Hollenbeck,
1999). Moreover, paramount to business coachisgi@e satisfaction is the trust fostered
between coaches and leaders within the confidemaiaire of a relationship (Kilburg, 2000).

Leaders choose business coaches for a variety asioms, and similar personal
characteristics can influence hiring decisions. h#ts been said that business coaches
sympathetic to entrepreneurial attributes are bpteeed to understand and question leaders’
achievement needs, risk-taking, and tolerance dfiguity (Begley & Boyd, 1987a) than
coaches who have no such background. For exastpbag self-efficacy (Forbes, 2005) and

internal locus-of-control (Boone, de Brabander, &lleimans, 2000) have been associated
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with firm performance. Nevertheless, Wijbenga aad Witteloostuijn (2007) demonstrated
that locus-of-control and entrepreneurial oriewtatitowards strategic innovation is
dependent on dynamic environmental conditions. eRi@lg to systemic organisational
development theories, Kilburg (2000) contended tba&ches require a foundation in
psychodynamic theories in order to appreciate theanhic interactions between individuals
and firms. Although it could be argued that bebavél development is measurable (Laske,
2004), very few coaching outcomes are determinedcdnse-and-effect evidence (Grant,
2005) or return-on-investment criteria (Bolch, 2p01

The approach to business coaching taken in thisigshdraws on personality
characteristics, learning evaluation models, bussinéliscipline, growth theories, and
although scant in nature, prior coaching and mérgaiesearch. On the basis of the purpose
and background outlined above, the following sedialetail the rationale and research
objectives of this thesis.

Rationale

There are four main reasons for investigating i@tghips between business
coaching, leader characteristics, and SME perfoceand growth within the context of a
theoretically grounded framework. The first reaaoges on account of a dearth of empirical
research despite an emerging literature base (G28656). Clegg et al. (2005) highlighted a
lack of rigorous research on business coaching. crbss-disciplinary nature of business
coaching has given rise to a limited amount of enad-based investigations emanating
from disciplines such as psychology, mentoring,iness management, and leadership
development (Grant, 2003). Further, Stober andyRan05) noted that workplace research
to date has focused mainly on executive coaching.

Second, current coaching research is based langetase studies and focused mostly
on processes and technique application, with welti few of these investigations
embodying control methods to regulate causal facod rule out competing factors (Grant,
2005). Studies using cross-sectional measuresusingss coaching versus no business
coaching have not been thoroughly and systematicalearched, and rigourously tested
with entrepreneurs and firm owners. Third, resedras not been systematically conducted

using business coaching interventions to assess ramdsure performance change,
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effectiveness, or efficacy within business contgKitburg, 2000). In particular, the impact
of business coaching on SME firms (Peel, 2004) laimginess goal achievement (Leedham,
2005) has not been investigated. As advocateddedham (2005), the coaching process
involving business coach role, business coachirsgise focus, and their relationship to
financial performance outcomes, have not been ateduadequately, if at all.

Finally, in relatively recent times, Stober and ri?a2005) called for coaching
research to include a focus on characteristics agdkaders’ personality, demographics, and
environmental factors. A review of the relevanériature indicates a paucity of research
pertaining to antecedents and outcomes from busineaching within firms (Leedham,
2005). For example, coaching effects have inclumgairal impacts on business goals (Peel,
2004), but not personality characteristics of ggregaeurs and business owners. The present

research objectives are outlined in the next sectio

Research Objectives
The primary objective of this thesis is to estdbtise extent to which, if any, business
coaching acts as an enabler to firm performancegandth, by developing an empirically-
based framework for evaluating business coachingcoowes. The present research
comprises four inter-related studies, the first @fowhich are exploratory by nature. A
mixed-methods design incorporating quantitative andlitative approaches is utilised
(Creswell, 2003). The research design for theeturthesis is presented next.

Research Design

The design underpinning this thesis is a mixed-oeth approach involving
sequential data collection leading to a pragmatidesstanding of the research problem
posed (Creswell, 2003). A triangulated approachlezp to establish relationships between
quantitative and qualitative methods, enrichingdifigs (Saunders, Lewis, & Thornhill,
2000). Over three decades ago, Jick (1979) adeddatngulation as a way of identifying
unique variances over and above single method aseyell as cross-checking internal
consistency and reliability. Triangulated quamntia and qualitative designs can be
employed as one method to reduce common methoglg®iaswell, 2003).
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Quantitative measures take a deductive positiyigt@ach to statistically analyse data
and predict events (Cavana, Delahaye, & Sekardadl)20Using structured methodologies
and establishing hypotheses a priori (Saunderk,&090), post-positivist approaches begin
with theory, might collect data through pre-testl ost-test measurement to either support
or refute hypotheses, and finally make revision®reecollecting additional data (Creswell,
2003). In contrast, qualitative procedures take iterpretive stance to reconstruct
understandings from iteration between participamis researcher (Guba & Lincoln, 1994).
Cavana et al. (2001) argued that while positiviemains objective owing to separation from
participants during data gathering, human actisitten lose meaning when reduced to
numbers. Hill and Wright (2001) recommended SMEwnstances (e.g., environment,
industry, organisational structure) and entrepraakarientation (e.g., personalities) are best
portrayed through qualitative research. While riptetive approaches allow researchers to
experience realities in different ways and uncawer richness and complexity of peoples’
thinking, criticisms centre on subjectivity andatgely narrow foci (Cavana et al., 2001).

Using quantitative or qualitative techniques inlason can lead to an incomplete
picture of cohorts under investigation. Caracafid Greene (1993) advocated transforming
data during statistical or thematic analysis toaobtan integrated depth of understanding
using overlapping conceptualisations of phenomemaguide qualitative methods for
independent triangulation. Jack and Raturi (20p6j)nted out that a complementary
interface must reinforce similarities across stsdieJick (1979) cautioned that, while
triangulation enables researchers to have greatdidence in results, the approach will not
compensate for weaknesses in single method resed#irch for these reasons that a mixed-
methods approach was employed for the presentstheline overall study design follows

next.

Study Design
As stated previously, the present research congfstsur inter-related studies. In
order to present a broad-brush picture of the nuetlogy and cohorts used, Table 1.1

provides the overall research design of this thesis
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Table 1.10verall Research Design

Study Aim Research Question Method Cohort
Study . To explore How does busines Sem-structured fac-  Business coache
plausibility of coaching contribute to-face interviews with (n=2)

classifications and
assumptions

Study : Toestallish
outcome measures
for business
coaching

Study ! To identifythe
contribution of
business coaching
to firm growth

Study « To corroborate
findings from
Study 3 by
exploring
entrepreneurs’
experiences

to firm growth? business coaches and g\ E |eaders coached
SME entrepreneur/  (n=2)
leaders
What differenc, if  Pre-post pilot outcom: Previous busines
any, does a study of SME coaching =45)
structured entrepreneurs Versus

programme mak’e unqlgrtakujg group No previous business
to entrepreneurs’  training with one-on- o

. . . coaching §=80)
perceptions of one business coaching
business coaching?

Whatcontribution  Cros-sectional surve Business coachin
if any, does of fast-growth SMEs (n=100)

business coaching Versus

make directly or

indirectly to firm No business coaching

growth? (n=100)

Whatare the Seme-structurec SME entrepreneul
experiences of fast- telephone interviews business coached
growth involving (n=39)

entrepreneurs when entrepreneurs of fast-
receiving business growth SMEs
coaching?

Studies 1 and 2
Principally, Studies
methods, explore leader

1 and 2 aim to pilot test iostents, survey and interview

perceptions of businesshaugy and establish appropriate

participants for further study.

» Study 1: Face-to-face interviews are conductedxjgore experiences of business

coaches and entrepreneur/leaders who have redais@oess coaching. An inductive

gualitative approach is used to content analyseruigw material gathered on

business coach and entrepreneurs’ perceptionginftthsiness coaching experiences.

e Study 2: The main

aim of this study is to estdblsitcome measures for business

coaching. A quantitative approach evaluates theer-relationships of firm

characteristics, entrepreneurs’ perceptions, atidgsof satisfaction with business
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coaching experiences following participation in @ustured business coaching
programme. Multivariate statistical techniques ased to compare two cohorts:
entrepreneurs who have received business coachewgopsly with entrepreneurs

with no prior business coaching experience.

Studies 3 and 4

Building on the first two studies, Studies 3 anskék to identify through the extent to

which business coaching contributes to SME perfocaand growth.

Study 3: This study examines inter-relationshipsMeen firm characteristics (e.qg.,
industry sector, firm age, number of employeesydée characteristics (e.g., leader
age, gender, academic qualifications), and perggrettributes. To compare firm
growth rate, a predictive, quantitative approachalen with two cohorts: leaders
who have received business coaching versus leaderdhave not received business
coaching.  Exploratory and confirmatory factor gtial techniques establish
measures on the role of business coaching, theapyifocus of business coaching
sessions, leaders’ perceptions of business perfarenaesults, and levels of
satisfaction with business coaching. Structuralagign modelling and multivariate
regression methods reveal the significance of kessincoaching on business
performance and growth.

Study 4: This study aims to extend and corroboS&itely 3 findings by collecting
additional data on leader business coaching expmse Taking an inductive
gualitative approach, a representative sample oépreneurs from the cohort utilised
in Study 3 is interviewed by telephone. Interviewaterial is content analysed and
implications and limitations are discussed.

Findings from the four studies provide a comprehengepresentation of the degree

to which business coaching facilitates firm growtA.summary of the significance of this

thesis follows next.

Significance
This thesis adds significantly to the apparent ttheaf literature on business

coaching, within the context of a theoretically gnded framework. By systematically
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evaluating linkages between a number of pertinectofs (e.g., business coach role, business
coaching session focus, leader perceived busimeghing satisfaction and result, and leader
personal attributes), relationships between busiremching and firm performance and
growth are established. Findings suggest thatsfiamd entrepreneurs engaging in business
coaching can benefit from the theoretical, empiriead practical implications emanating

from this study.

Thesis Structure

This section provides an overview of the remainsegen chapters contained in the
current thesis. Chapter 2 involves an extensivieeveof the relevant literature, leading to a
conceptual framework for business coaching. Bwssingrowth theories, learning and
evaluation models, and research on coaching andoniag relating to business performance
and growth are reviewed and discussed, and hypglee developed. Chapter 3 outlines a
justification for the research design employed.

Chapter 4 reports on Study 1. Exploratory in rgtar qualitative methodology is
used for Study 1, including details of participardata collection procedures, findings and
discussion of interview material, and summary amcitdtions. Utilising a quantitative
methodology, Chapter 5 reports on Study 2 inclughadicipants, data collection procedures,
statistical procedures, and a discussion of resutisdetailed. Chapter 5 concludes with a
discussion of Studies 1 and 2, and sets the direfdr Study 3.

Chapter 6 reports on Study 3. Quantitative, amatgthniques are used to reveal the
significance of business coaching on business ¢iahiperformance and growth. Chapter 7
reports on Study 3, a qualitative investigationespectively, methodologies used for each
quantitative and qualitative study includes detaols participants and data collection
procedures. Chapter 7 concludes with a discuseiotudies 3 and 4, and provides
recommendations for future research.

Chapter 8 reviews the original research problem raséarch questions, and draws
together key aspects of the four studies culmigatira Business Coaching and Firm Growth
model. Implications for theory and practice, amghsicance of the present research are

presented.
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CHAPTER 2: LITERATURE REVIEW

Overview

As outlined in Chapter 1, the objective of thisdises to establish to what extent, if
any, business coaching acts as an enabler to SM&pance and growth. This research
develops a framework linking variables, stemmingnfr business coaching provided to
entrepreneurs and business owners, to the growttpe@mormance of SME firms.

The present chapter begins with an examination adtofs impacting SME
performance and fast-growth firms, with the leagnimeeds and characteristics of
entrepreneurs and business owners outlined. Amvieve is provided of coaching and
mentoring literature, and the major influencers arpthning business coaching are
presented. Finally, a conceptual framework basegbaninent variables is given together

with testable hypotheses.

Small-to-Medium Enterprises (SMESs), Fast-Growth, ad Entrepreneurs

This section overviews the relevant literature &ES and conceptualisations of firm
growth. Determinants of fast-growth firms, togethveith internal and external factors
impacting SMEs, are outlined. After introducing tbharacteristics of entrepreneurs, the
section ends with an examination of the learningdseof entrepreneurs and a review of the

impact of business coaching on firm growth.

Small-to-Medium Enterprises

Definitions on what constitutes a SME vary, butSasrey (1994) identified, mainly
centre on an ability of firms to create employmenmith numbers of employees being a
common measure. Notwithstanding, classifying catieg of SMEs by number of
employees differs where, for example, Storey (1984pdly defined small firms as having
less than 200 employees. More recently, Feinditcakte and Chappell (2002) maintained
that companies involving between 100-499 employeses be regarded as medium-sized.
The Commission of the European Communities (2008tared on using staff headcount as
a criterion for size while categorising SMEs as pasing between 10 and 250 employees.
In contrast, the Australian Bureau of Statistic99@) has adopted four classifications for

numbers of people in non-agricultural businesseak:wnicro firms consisting of less than
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five people; small firms involving 5-20 people; mau-sized firms employing between 20-
200 people; and large firms having 200 or more eyg#s.

There are many variables which impact upon SME growRegardless of employee
size, it is acknowledged that all firms, whether-poofit or not-for-profit, operate on the
same basic tenet, that is for the purpose of piaducselling, or imparting goods and
services according to customer wants and need&glBiein, Harvey, & Lawton, 2007).
However, a complex mix of factors such as staggrowth, shareholder influence, product
or service offering, customer demand, global repensonnel expertise, and ability to react
to change inter alia, meld together to impact @esiperformance levels (Delmar et al.,
2003). While metrics on goods and services pradaatan differ according to industry with
key determinants such as age, asset base, antes)| aad ownership type affecting firm
performance (Khan & Rocha, 1982), SME growth canmsasured equitably in terms of
market share, sales, profit or earnings per stizagd & Jones, 1990c).

Following, is an overview and conceptualisationha stages of firm growth.

Conceptualisations of Firm Growth

Most firms progress in varying degrees of overl@pjectory or reversion through
stages of growth from birth and survival, to expans professionalisation with formal
structures and systems, then to a consolidatioeffofts, and finally to bureaucratisation
(Delmar et al.,, 2003). With many competing foraeBuencing activity and strategic
direction, growth through the full spectrum is metcessarily a linear process, taking as little
as three years in some cases while in others gsaderi0 years to move from concept to the
commercialisation of products and services (Reynatd Miller, 1992). Birch (1979)
contended, more than three decades ago, that gmeittin a given context of influencing
factors is a predictor of entrepreneurial activioreover, Gartner (1983) pointed out that a
number of explanations contribute to new firm daataind growth, including entrepreneur
characteristics, type of organisation, current emment, and actions taken to form and
stimulate firm longevity.

Kaplan and Norton (1996) emphasised that criticaluhderstanding growth and
profitability are the evaluation of business diffetiators, level of competitiveness, customer

choice and market demand for products and servares,total revenue less costs together
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with internal operational capabilities. In additjdirm demographics such as age, size, and
industry add a level of multi-dimensionality andpact growth, profitability, degree of risk,
internal control, and thus performance (Delmar let 2003). Entrepreneurial managers
having the ability to understand internal and endédrivers which call for robust leadership,
sound business structures, management focus, sysietrols, and reward structures are
better able to survive in turbulent environmentsl drence grow sustainable businesses
(Greiner, 1998). As depicted in Figure 2.1, firamtinually evolve through various stages

of growth, with internal and external factors irdhcing entrepreneurial activity.

Stage of Growth
.. Stage V Bureaucratisation
Stage IV Consolidation

Stage Il Professionalisation

Stage Il Expansion

Stage | Start-up

\ 7 7 >
) J \ A

Internal Factors Entrepreneur / Leader External Factors

- resources - leadership - customers

- financial - vision - competitors

- organisational - > - goals -« | - suppliers

- technological - strategy - government

- quality control - performance - economic

- service, support - shareholders - environmental

Figure 2.1 Firm stages of growth and influencing factors.

In the start-up phase of growth, an entreprenedrparhaps one or two others are
involved in the vision, strategy, and directiontiset of the organisation, as well as the
operations management (Page & Jones, 1990a). Cotimp@n business size and company
maturity, Churchill and Lewis (1983) advocated thanhs do not necessarily take a linear
trajectory to growth but are tempered by numbercastomers, product capability and
delivery, and available funding. As markets expandre resources are needed and with that
come responsibility for managing people effectiyellyerefore firms that have efficient
processes in place to guide the actions of peaplhe production of goods and services,
have a higher likelihood of survival and growth (e, 1995; 2005). Whilst resistance to
bureaucracy can mean flexible and fast approachesstomer requirements, as SMEs grow

larger factors that can derail a firm include lo@satrols or systems that are non-existent
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(Page & Jones, 1990b). Moreover, recurring problenSME growth stem from ineffectual
managerial practices around the internal operatbmmarketing, accounting, inventory
control, and cash flow areas (Khan & Rocha, 1982).

However, growth comes at a cost with Moreno andill@as(2007) finding, after
examining various databases comprising 6,814 SMis, while high-growth firms had
higher degrees of resources and capabilities atdigposable, they were less likely to have
the dexterity to react quickly to market forcegshe same manner as moderate-growth firms.
Hands-on approaches by entrepreneurs might be @ at early stages of growth where
tight controls need to be kept and resources &edtthinly, but with growth comes the need
for a more external focus (Sperry, 1994), estabistt and implementation of processes and
procedures, and emphasis on long-term strategipseesquisites to efficiently and profitably
run an organisation (Sexton et al., 1997). Chdrgr§ava, and Street (2006) asserted that
managerial capabilities, coupled with effective deship, were essential ingredients to
ensure that firms maintain a flexible approach tarkat forces as they grow in size.
Moreover, Schenkel, Azriel, Brazeal, and MatthewX)0{) suggested that previous
experience starting a business, together with otremvironmental conditions, predict
entrepreneurial intentions and firm growth attneetiess. However, Gibb (2009) argued that
firm size is not due to environmental uncertaintycomplexity, but rather a function of
entrepreneurs’ values and drivers.

Sperry (1994) claimed that a different style ofdexship is needed as firms grow in
size whereby entrepreneurs face new challenges oaipetitive forces and resource
management. Firm growth is achieved through pea@pld unlike the industrial revolution
where workers were issued instructions to be obeyeatey, 1967), people today are
expected to have self-awareness, know their stneragid weaknesses, and be self-motivated
(Drucker, 2005). For example, when coming fromhtecal backgrounds in particular,
leaders need to learn how to effectively manage @eldgate (Gerber, 1995), and then
evaluate performance (Kaplan & Norton, 1996). Bacdva (2004) recommended gaining
an understanding of self which would assist leddeafessional development and act as a
starting-point in dealing with motivation and charggmongst employees.

Independently evaluating comparative cross-naticgadlies, Ellinger, Hamlin and

Beattie (2008) collectively concluded that inhilbjtomanagerial coaching behaviours
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included autocratic, directive, controlling, andtdtorial styles that were ineffective when
working with employees. Moreover, in order to bi#e&ive during times of growth,
production of goods and services must be contraligdpeople sufficiently skilled and
incentivised to behave, act, and work togetherctoewve organisational vision and objectives
(David, 1991). Based on a series of interview$ \eitrepreneurs of rapidly growing SMEs,
Nicholls-Nixon (2005) advocated leaders build rielhips, manage organisational politics,
and share a clear vision with employees in ordsutgain growth.

An outline of the characteristics of fast-growtinfs follows next.

Fast-Growth Firms

Fast-growth firms first came to the attention fa@rchers almost three decades ago.
Carland, Hoy, Boulton, and Carland (1984) contenitied entrepreneurial ventures differed
from small businesses in that they engage in intim,astrategic practices for the purpose of
growth and profitability. According to Storey (9very few small businesses have the
capability to consistently achieve fast growth. isTWiew was shared by Birch (1979) who
estimated that fast-growth is achieved and maiathihy only 3% of small companies.
Attempting to categorise fast-growth presents thffi¢ interpretations of firm trajectory, such
as compound sales growth of 20% from a revenue d&fa8£00,000 (Feindt et al., 2002), and
elsewhere, in excess of 40% growth rate per annumevenue (Page & Jones, 1990a). In
the Australian market fast-growth was nominate@%% compound sales growth over three
years (Gome, 2004), while in the USA rapidly grogvitechnology firms achieved 80%
compound sales growth over the same period (Barjngones, & Neubaum, 2005).
Lesonsky (2007) commented that only 2% of US congsatermed “gazelles” and generally
found in the more active high-technology industriascounted for fast-growth firms while
creating 68% of new jobs.

After researching more than 1,500 commerciallyvactirms in the private sector
with more than 20 employees to determine sales eanpgloyment contribution to high
growth, Delmar et al. (2003) concluded that relatales growth percentage was too narrow
a criteria and contended that rather than high-trowccurring consistently across
businesses, it is multi-dimensional with charasters such as firm age, size, and

environment instrumental to achieving growth. Hweare Markman and Gartner's (2002)
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research with high-growth companies, known adrthe50Q revealed that sales and number
of employees did not equate to profitability, wreerdirm age was related to profitability.
Chandler and Hanks (1993) warned that while fourse#frreported measures of growth and
business volume are valid constructs for perforrmameasurement, using satisfaction with
performance as a measure, was not supported bgread

Younger, high-growth firms would appear to neednteest heavily in resources and
infrastructure in order to maintain growth. Sigraht contributors to fast-growth include
having innovative products, unique selling skifspduct quality, and high-profile leadership
(Page & Jones, 1990b), as well as geographic eigpassrategies (Barringer & Greening,
1998), and continued investment towards expandiegproduct range with advancement
into new markets (Hay & Kamshad, 1994). Other elet® contributing to fast-growth
include strategic management, tight business chrdrad good leadership, coupled with
people development during the early stages of dr¢i®age & Jones, 1990a). Jennings and
Beaver (1997) noted that successful companies $edusn objectives and carefully
managed financial forecasting and cashflow. Ineanly study of 500 fast-growth US
companies, Shuman, Shaw, and Sussman (1985) foabdanire than half did not have a
formal strategic plan prior to business commenceméfowever, a later study by Upton,
Teal, and Felan (2000) reported that, of familynBrsurveyed, 7% had a written formal
business plan to track actual performance, 35%ahawle-year time horizon, and 50% had a
three-year or more time horizon.

Dominant problems encountered by most fast-grovitimsf centre on obtaining
financial capital (Terpstra & Olson, 1993), witlghitechnology ventures seeming to be the
exception (Corman, Perles, & Vancini, 1988). Mamgrepreneurs use personal savings or
loans from family and friends to kick-start venti@hide, 2000). In an archival study of
firms within the service industry, Khaire (2005paged that social resources in the form of
affiliations and network contacts aided growth, ivhih some cases firms have access to
government grants or are advanced enough in thewt phase to engage in capital raising
(Kalis, 2001). However, issues for investors suin entrepreneurs’ experience and ability
to effectively manage large sums of capital, whiisiwing businesses at a fast rate (Bhide
2000).
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Examining growth over the previous decade for 20thmanies from a range of
industries, Anthony, Johnson, and Sinfield (20@8)nd that firms engaging in innovative,
disruptive technologies had systems and structin@shelped underpin and drive growth.
Similarly, Davila, Foster, and Jia (2010) foundtithHaased on research over the previous
decade, some entrepreneurs’ resistance to adoptsigms and processes inhibited growth,
while entrepreneurs that embraced a more managgnbach to business were more likely
to succeed than not. Further, Mitra (2005) postdiahat high-growth firms were more
likely to invest in infrastructure to support angt@mate systems, and processes, in order to
sustain growth. In addition, St-Jean, Julien andiet (2008) identified, after interviewing
seven firms, that having suitable staff is crititmkravelling a sustainable growth trajectory,
while lack of suitably skilled resources becomesignificant hindrance. According to
research, impediments to growth can include: coitipetintensity particularly at times of
economic downturn (Hay & Kamshad, 1994); geograpipansion without sufficient
planning or management controls (Barringer & Gnegni 1998); and ineffective
management (Jennings & Beaver, 1997). HowevemmBekt al. (2003) failed to provide
any significant correlation between processes latiomships that might contribute to firm
growth. Nevertheless, Hamm (2002) claimed thatepnéneurs who were able to confront
their shortcoming, accept feedback, and were operlearning, were more likely to
successfully scale-up operations to achieve firowgn.

As identified by St-Jean et al. (2005), the motmatof entrepreneurs to focus on
end-goals, coupled with an ability to adjust cafyato market forces by locating nearby to
customers, is particularly important to growth. géther with lack of motivational desire to
succeed, it has been mooted that inhibitors to tra@an arise from gender issues, need for
security, and entrepreneurs’ personality charasttesi (Mazzarol, Volery, Doss, & Thein,
1999). Although nascent entrepreneurs with streagal networks also had high self-
efficacy and were therefore more likely to be matid to succeed (Sequeira, Mueller, &
McGee, 2007), Chandler and Hanks (1993) reportadribt all founders want fast-growth
and some actively resist overtures of investméunder resistance to growth can be based
on a desire to maintain lifestyle in preferencehtwing shareholder interference (Hay &
Kamshad, 1994).

Salient entrepreneur characteristics are presémtise following section.
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Entrepreneur Characteristics

It would seem that the interpretation of entrepueia characteristics has remained
consistent over the past three decades. Earlandsedentified entrepreneurs as founders
and managers of their own firms who have objectofesttaining growth and profit (Carland
et al., 1984). Although founders of firms are midkely to achieve faster growth rates than
non-founders (Begley & Boyd, 1987b), some entrepues invent products without regard
for customer demand, production costs or marketeguirements, and might not start
companies to commercialise their ideas (StancilB&mpert, 1981). Serious entrepreneurs
generally initiate and grow businesses on the bzfsieed existing in the marketplace with
profit to be made from providing products and segsi(Bhide, 2000). However, distinctions
between inventors and entrepreneurs blur when gmetneurs with innovative orientations
operating in high-technology companies are showhatee high achievement needs, desire
for autonomy, and openness to experience (Johndmwby, & Watson, 2005).
Notwithstanding, research by Markman, Baron, aniB€2005) with 217 patent inventors,
indicated that entrepreneurs had significantly argkelf-efficacy and perceived greater
control over adversity and achieving outcomes, ameg to non-entrepreneurs.

Frequently cited benefits of entrepreneurship idelindependence, decision making,
and freedom (Boyd & Gumpert, 1983). Wanting torex®ntrol over their environment
(Bandura, 1992), entrepreneurs’ reasons for startusinesses can emanate from
dissatisfaction with current job or circumstancesot wanting to be controlled by others,
thus fuelling their desire to venture out on tleim (Corman et al., 1988). Equally, reasons
for business start-up can include wanting to intevachieve self-realisation, wealth
creation, financial success, the challenge of ddinginess, and independence, which are
possibly not different from individuals’ reasong foaking career choices (Carter, Gartner,
Shaver, & Gatewood, 2003). However, independenoeg® psychological and financial
pressures to bear on small business owners (Gi9)2 As identified by Douglas and
Shepherd (2002) in a study with 300 alumni, prefeeefor independence has been
significantly related to entrepreneurs’ tolerance thking risks to obtain future income. In
addition to entrepreneurs’ propensity for risk, cir (2008) also found, through secondary
data investigation with 830 entrepreneurs and drabgroup of 431 non-entrepreneurs, a

strong need for control evident amongst entrepneneu
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Corman et al. (1988) identified, through 22 intews and secondary research, that
entrepreneurs with education, skill, ability to @btwork with higher salaries, and perception
of self-worth in the market-place particularly ilgh-technology areas, appeared to be less
concerned about risks involved in starting-out.adldition, self-belief can affect motivation
and actions (Bandura, 1992), with highly educatetiepreneurs more likely to succeed and
have access to capital borrowing (Bates, 1990)rthEy in a study with 405 university
undergraduates, Phillips and Gully (1997) found-sHicacy to be strongly related to needs
for goal achievement, thus having a direct effeat performance. Using longitudinal
research to ascertain personal efficacy and iwscefbn entrepreneurial intent and action,
Gatewood, Shaver and Gartner (1995) concluded ¢h&epreneurs with internal/stable
attributions, who achieved significant sales toeleof activity, were more likely to devote
considerable time to setting up businesses thasetlemtrepreneurs with external/stable
characteristics.

Redefining profit drivers, coupled with an ability adapt to market forces, such as
reconfiguring product offerings, altering modesdefivery, and paring down administrative
overheads, seems to characterise successful emegps (McGrath & MacMillan, 2005).
Nevertheless, the ultimate responsibility for fisnccess is said to be achieved through
entrepreneurs with clear purpose and vision, wioatiacate resources, and have the ability
to teach employees how to reach common goals (Ti2B92), with success and failure
depending on their entrepreneurial personality @heachka, 1999). Although many
entrepreneurs seem to have unique characteristich,as achievement needs and risk taking
propensity compared with others in the populatjpmegression through stages of personal
growth versus firm growth can occur disynchronoyslgok-Greuter, 2004). A strong need
for personal involvement and control can affectregmeneurs’ willingness to delegate and
work with employees as a team, which over time, afiect their ability to find and retain
suitable talent (Corman et al., 1988).

Entrepreneurs in demanding environments tend tpladischaracteristics of high
achievement orientation resulting in work stressy@ 1984), and physical symptoms to the
extent of coronary heart disease owing to the lneast of SME ownership (Gumpert &
Boyd, 1984). While environmental factors affecteghtures indirectly, Baum, Locke, and

Smith (2001) found, by studying 307 CEOs, speaiiianpetencies and motivation were
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direct predictors of firm growth. Hallmarks of egg, creativity, and imagination can mean
entrepreneurs obsessively pursue ideas and didplstyuctive tendencies at the expense of
receiving advice from employees regarding the teali the situation (Kets de Vries, 1985).
In some cases, while displaying charismatic, irsjnal, and visionary characteristics,
entrepreneurs can show narcissistic traits of ematiisolation and distrust, with little regard
for employee or stakeholder concerns (Maccoby, RO®urther, Bender (2007) suggested
that entrepreneurial traits, behaviours and peimeptaffect the financial success of a
business.

Learning and development needs of entrepreneuisudiieed in the next section.

Entrepreneur Learning and Development Needs

Environmental pressures of competitiveness, glehttin, and economic upheaval
have increased to such a degree that entrepreloakrgncreasingly for new and faster ways
of innovating and keeping pace with change (Deletal., 2003). Owing to time constraints
and a need for quick and ready frameworks, metlogies, and relevant answers for
business imperatives, many entrepreneurs are ribhgvto expend energy accumulating
knowledge not immediately useful (Tichy, 2002). aditional training has embodied
university degrees; however, entrepreneurs arenecgssarily willing or able to afford to
take time out to attend classes for a sustaineidgéGibb, 2009). Bhide (2000) stated that
entrepreneurs’ intent on commercial growth, viewsibass schools as limited to teaching
theories and case studies on large firms, and wits/ziding invaluable knowledge, having
little relevance to SME real-world and every-daguaiions. Bennis and O'Toole (2005)
asserted that business schools offering scierdifid theoretical programmes were being
rejected in favour of short, relevant learning eigeces delivered by practicing
professionals. Moreover, while formal avenues miggach specific business skills and
process management techniques, they do not neibgssiiress problem solving skills in-
so-far as entrepreneurs employing alternative mamagt styles that could be used to
effectively achieve end-results (Dhebar, 1995).

However, managing firm growth becomes problematitenv entrepreneurs have
limited experience in business or running a firneri@an et al., 1988). Rather than seeking a

transfer of information, Chenault (1987) statedt thatrepreneurs want to learn how to
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engage in high level thinking and conceptualisataating to their businesses. Sexton et al.
(1997) concluded, after evaluating entrepreneuns fthree different industries, that the

highest learning needs of entrepreneurs encompasseerstanding financial decisions,

growth, business value, and resources. Deakinaghaam, Sullivan, and Whittam (1988)

reported that early stage entrepreneurs wantedcedwn business planning and

implementation, strategy, marketing, and planniog growth. Moreover, Jennings and

Beaver (1997) contended that entrepreneurs neetfispeeadily useable skills applicable to

the current operating environment of their firmsFurther, entrepreneurs having the
opportunity to bring their own problems in a getiseal manner to the facilitator, offers the

opportunity to learn from collective discussion wdéhey are more likely to develop insight
and thus implement solutions in their own environt{&ibb, 2009).

Findings on short-term external management traidumgng a cross-sectional follow-
up survey with 114 SME manufacturing firms, Brya20@6) suggested that learning
focussed on financial return to firm performanaentdbuted to business survival. Whereas
Deakins and Freel (1998) reported, after interungngix early stage entrepreneurs, that when
they had the opportunity to engage in learningregméneurs preferred relevant, hands-on
programmes and broad-ranging topics that encomgaseenmercialising products and
services, finance and funding, marketing, and lmssirgrowth strategies. Quantitatively and
qualitatively assessing a 20-week programme for Sivhagement development, Mumby-
Croft and Brown (2005) found that firm managers averot only satisfied with the
programme they had undertaken, but following tragnithe learning translated into better
customer care and improvements in external relat@md image. Additionally, 60 early
stage business entrepreneurs surveyed by Deakals @988), revealed that learning was
more beneficial when it was evolutionary and gairiexn experienced people, such as
external directors, compared to theoretical insionc

Notwithstanding, entrepreneurs’ learning needsedifaccording to internal and
external factors faced on a day-to-day basis, dhtiah to organisational stages of growth.
In the start-up phase entrepreneurs are involvedvary aspect of the business, such as
vision, strategy, and direction setting as wellopgrations management (Page & Jones,
1990a). At this early stage, entrepreneurs lookpfactical advice and ideas on business

planning and implementation, strategy, marketingl planning for growth (Deakins et al.,
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1988). Devins, Gold, Johnson, and Holden (200%teral that entrepreneurs networking
with knowledgeable stakeholders, suppliers, andnkegs people, can be of significant
influence at the early stages of business estabésh Moreover, due to the loneliness of
coping with every-day challenges, learning cirohagh other entrepreneurs facing similar
situations could lead to valuable learning expemsn not available from theoretical
classrooms (Gibb, 1997).

In the next stage of growth, entrepreneurs migltsastain the increased workload,
and instead, try to keep tight control on all arebthe business, and therefore, must learn to
delegate and trust employees, thus, learning nieedscapsulate strategic management and
strong emphasis on people development (Page & J&868b). Entrepreneurs can benefit
from combined training and business coaching progras, whereby peers from non-
competing firms meet as a group for training, tkagage one-on-one with a business coach
(Cooper & Quick, 2003). In addition, entrepreneaen attend training programmes to
develop greater self-awareness, pursue persond, goagender change, or to gain a more
effective style of leadership (Korotov, 2007). Malg interaction with peers, Sexton et al.
(1997) argued that entrepreneurs preferred progesriom be delivered in round-table, half
day formats, and by practicing professionals. Adomg to Deakins et al. (1988),
programmes with measures of effectiveness appebe tmore successful when training is
provided with the support of business coaching.

Entrepreneurs are quite often faced with subordm#tlling them what they think
they want to hear, rather than what they should l{Eats de Vries, Floreant-Treacy,
Vrignaud, & Korotov, 2007a). Alternatively, leadetan be so sure of their own skill and
ability that they lack the emotional intelligenaefoster relationships and thus take counsel
from others (Bunker, Kram, & Ting, 2002). Rookedaiiorbert (2005) contended that
entrepreneurs’ cognitive processes and thoughernpattof perceived or real failures, can
either undermine or enhance their ability to stagued on tasks in spite of situational
demands. Transformation through personal awaremedsself-development to a state of
interpreting surroundings and arriving at creaseéutions, places entrepreneurs in positions
to steer businesses into highly successful vent(Reske & Torbert, 2005). Moreover,
behaviourally aware leaders who diagnose theirgrtearn from mistakes, correct actions,

and adapt business operations appropriately (Ba8£X)), effectively engage in what Agryis



Business coaching and SME growth 22

(2002) termed as double-loop learning, that isyeasing competencies through self-help
learning.

During the process of dealing with growth, noteadtrepreneurs benefit from an often
missing link, that is, honest and objective fee#ban performance (Drucker, 2005).
Coupled with the loneliness of the position, isolatcan give rise to entrepreneurs making
strategic business errors, being unaware of opetiissues, displaying egotistical or
authoritarian behaviours, and suffering from fegdirof anxiety and stress culminating in
health problems (Cooper & Quick, 2003). While soenérepreneurs take regular holidays,
engage in meditation, and communicate with loveelsaio combat multiple stressors, Boyd
and Gumpert (1983) claimed that few entrepreneassrt to seeking psychiatric counselling.

Nevertheless, with mounting economic and orgamsati pressures, some
entrepreneurs seek out mentors with expertiseein particular industry or field for purposes
of sponsorship, advocacy, gaining greater insight performance or as sounding boards
(Clutterbuck & Megginson, 1999). More recentlytrepreneurs in SMEs engage business
coaches for a variety of reasons including lonsknexperienced in senior positions, and the
enormity of continually making decisions, as wedltae pressures such positions place on
family life and health (Kets de Vries, Korotov, &dFeant-Treacy, 2007c). Entrepreneurs
find support from business coaches who show uraiedstg and provide feedback, which is
critical to staying ahead of competitive pressui@soper & Quick, 2003). Furthermore,
experienced business coaches engender entrepremiurskills to manage and run firms
effectively (Kalis, 2001).

Business coaching works best when planning andapaépn is well executed with
agreement on role expectations and responsibiliiesned at the outset, followed by
developmental support at intervals thereafter (€tbtick & Megginson, 1999). Therefore,
an appropriate match between business coach amdpesteur, in terms of skill and
experience required is essential, and together wdming, can ensure that each party
understands the nature of the relationship andatapens (Megginson, Clutterbuck, Garvey,
Stokes, & Garret-Harris, 2006). Having businesacbes working with entrepreneurs can
ameliorate entrepreneurs’ lack of experience, hewefinding suitable persons with the
appropriate background and ability to pass on kedgg, can be problematic (Leonard &

Swap, 2005). Nevertheless, it is recognised tmatepreneurs’ level of maturity, self-
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reliance, and intent on business growth, could exdly outweigh the need for coaches or
mentors (Deakins, O’Neill, & Mileham, 2000).

Summary

This section examined factors that contribute toESthancial performance and
growth, and the characteristics and needs of emtneprs that start and manage firms.
SMEs are commonly classified as having between®&@ployees (Australian Bureau of
Statistics, 1999). Under normal environmental winstances, firm growth follows a
trajectory from conceptualisation to professiomaliand consolidation, leading to gains in
employee size which necessitates taking on a dejmesk resulting in entrepreneurs finding
it necessary to implement internal controls (Deletaal., 2003). While determinants of fast-
growth vary, it is conceded that only a relativeiyall percentage of SMEs obtain and
maintain in excess of 35% compound sales growthr twee years (Birch, 1997; Gome,
2004). In demanding situations, entrepreneuri@ratteristics can accelerate or impede
growth, such as having a clear vision and objestiead the loneliness of SME ownership,
together with personality traits and level of seficacy (Bender, 2007; Cook-Greuter, 2004;
McGrath & McMillan, 2005). To stay ahead of compe¢ pressures, entrepreneurs eschew
traditional education and training, turning instetad coaches and mentors who act as
sounding boards, trusted advisors, and to gainctobgefeedback on performance (Drucker,
2005; Kets de Vries et al., 2007a).

The next section outlines the characteristics acbing and mentoring, together with

influencing factors which inform business coaching.

Coaching and Mentoring
As defined in Chapter 1, business coaching comkimegprocesses, techniques and
structures utilised in coaching, together with roeing delivered by persons having previous
business experience. Popular and published literab date has separated coaching and
mentoring, usually reporting on them as two sepafanhctions (Goldberg, 2010; Stone,
1999). However, as pointed out by Garvey (2004gre¢ does not appear to be universally
agreed upon definitions on either mentoring or boag It is therefore pertinent at this

juncture to examine origins, definitions, roles,dewmce-based research and application
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underpinning each modality. Credentialling criteaind similarities between coaching and

mentoring processes and techniques are noted.

Mentoring Overview - Origin, Definition, and Role

Modern day mentoring originated from apprenticeshighere masters, such as
experienced craftsmen or traders, passed theirowisghd skill onto more junior persons or
apprentices (Clutterbuck, 1991). Mentoring startedecome common practice in firms
following Kram’s (1983) pioneering study of workp& relationships. Kram’s (1988)
research lead to a theoretical framework whichudetl mentor dual function roles of career
advisor and psychosocial support for the benefipaitéges, and defined mentoring as
passing wisdom from experienced to inexperiencetsgms. Various definitions of
mentoring have since been proposed, suclofbne help by one person to another in
making significant transitions in knowledge, wornktbinking (Clutterbuck & Megginson,
1999, p.3). To this end, mentors generally foausleveloping protégés (Alleman & Clarke,
2000); fostering relationships that enhance cak®relopment (Scandura, 1992); and
assisting persons transition within changing emments by providing guidance and
advocacy (Megginson et al., 2006). Mentoring witthie auspices of organisations is more
often championed and fostered by senior managemettlh experienced individuals
available to be matched with non-experienced inldigls (Kram, 1988). Moreover,
mentoring which is implemented within workplacesdigates the value placed by
management on the contribution of employees (Gal@96).

In general, skills required by mentors approximatability to provide exposure and
visibility, coaching, protection, and sponsorshipcballenging assignments for executive
career advancement; to providing psychosocial fanstof role modeling, acceptance and
confirmation, counselling, and friendship (Kram8339 Experienced mentors can act as role
models, coaches, brokers, advocates, allies, @mtBd counsellors, friends, protectors, or
sponsors (Geiger-DuMond & Boyle, 1995; Stone, 19@8)sing their skills and expertise to
help less experienced persons develop their pate(fram, 1983; Shea, 1992). More
importantly, essential requirements for effectiventoring are said to be the ability to listen,
reflect, and ask open, probing questions (Garve96)l Qualities noted by Teja, (2003),

after research involving 34 mentors and 37 mentes®aled that the mutual benefit from
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developing a trusting relationship contributed tfe@ive mentoring outcomes. Using the
Alleman Mentoring Activities Questionnaire with 8&ployees, Williams (2008) found that
trust developed during mentor relationships, togethith the experience the mentor had
accumulated, and the competence to teach empleymeg organisational politics, were the
most valued. However, Clutterbuck (2008) claimieak the driving force behind mentoring
relationships is usually dependent upon the powdriafluence exerted by mentors in given
situations.

In contrast to the matching process followed byaaigations, entrepreneurs are
known to personally seek out experienced busines®eis who are likely to take an interest
in entrepreneurs’ progression by offering mentorimigrmally (Boyd, 1998), and usually
providing these services free of charge (WatersCae, Killerup, & Killerup, 2002). The
deliberate matching of companies to experiencedcte@m and mentors ensures that
appropriate knowledge, based on experience, pasgesentrepreneurs (Leonard & Swap,
2005). Entrepreneurs might look twon-executive directorsvho provide support by
influencing strategy, problem solving, and recr@ty while performing monitoring
functions (Deakins et al., 2000). Other sourcesmeitoring for entrepreneurs include
venture capitalistshowever, these persons are quite often too basgravide personal
coaching or lack the skill required to mentor eptemeurs of high technology companies
(Kambil, Eselius, & Monteiro, 2000). A differenpproach has been fonentor capitalists
with more time, commitment, and wanting personaégiment, to take equity in a business,
in addition to an active interest in the entreptetsefirm (Leonard & Swap, 2000).

Megginson et al. (2006) asserted that experienagsiness mentors are able to
observe patterns emerging as companies grow, mglgast experiences to the context of
entrepreneurs’ situations, and thus, provide irsigmnd learning. In essence, business
mentors have an ability to recognise stages of tirousually concentrating on vision and
strategy in the first instance, then productionpatitand process management, followed by
increased emphasis on resources as companies lggowafd & Swap, 2000).

The following section provides an overview of evide-based research and

applications underpinning mentoring.
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Mentoring Evidence-Based Research and Application

Mentoring has been informed by various sources|udticg psychological and
management theory, to develop evidenced-basedrcasead application. For example,
extensive research focusses on youth mentoringams$hips underpinned lgevelopmental
theory, using measures includirige inventory of parent and peer attachmant theself-
perception profile for childreffGrossman & Rhodes, 2002). Workplace investigatiend
to centre on career progression (Barker, Monks,ugKBey, 1996) in such areas as leadership
effectiveness usingommunicationgheory (Kayworth & Leidner, 2001), and the role of
characteristics based on tiee-factor personalitynodel (Lee, Dougherty, & Turban, 2000).
A number of applications developed for mentoringnpase Noe’s (1988)mentoring
functions scalevhich was formulated using, among other instrusieRbtter’s (197 1)ocus-
of-control and Kram’s (1983jnentor role Based on Gibb’s (1994a) conceptual framework
of organised mentoring schemansd Kram’s (1983)nentor functionsRagins, Cotton, and
Miller (2000) developed anentoring satisfaction scakhowing that satisfaction is impacted
by relationships with mentors and the work attisidéprotéges.

Despite the proliferation of mentoring-based stsdieery few have centred
specifically on business owners or entrepreneufsctwas Syme (1999) claimed, can be
attributed in part to privately-owned firms relucte to share information about company
operations. Reviewing available literature, Dealehal. (1988) identified that SMEs place a
high value on mentoring. A few lines of enquiryeua non-directreflective analysis
technique during interviews to develop case studhesreas such as experiences in the
context of mentors with family businesses (Boyd98)9 and mentoring styles and firm
succession based damily systems theorfbyme, 1999). Alternatively, studies have used a
general review of the literature to develop questares, where for instance, McGovern
(2000) investigated the impact of mentoring on Xarily business owners and found
significant correlations between mentoring andeased confidence of leaders in the success
of their companies. Of interest are findings framsurvey with 201 founders of IT
companies by Ozgen and Baron (2007), which dematestr that mentors assist
entrepreneurs identify new venture opportunitigsjilar to mentors in the workplace

identifying career paths for employees.
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Some organisations conduct formal mentoring progneam For instance, Hegstad
(2002) interviewed 29 participants from E@rtune 500companies who attended mentoring
programmes developed along the lines afman resource developmettieory, and
concluded that a systematically designed programwae beneficial to the development of
corporate vision and mission. Other investigatibase centred on gender differences and
similarities within programmes. With no signifi¢atifferences between the gender of male
and female mentors, Hoigaard and Mathison (2009ndo using Noe’s (1988inentor
functions scalgthat 36 female leaders enrolled in a formal meémgoprogramme reported
specifically that the relationship with mentors remsed their job satisfaction and career
planning, and led to more positive behaviour. Mg, in a cross-sectional survey with
1,514 SMEs, McGregor and Tweed (2002) assertedféinaéle business owners benefited
from a combination of peer networking and businessntors who helped to foster
confidence in achieving firm growth. In a surveithn62 female entrepreneurs, Baderman
(2009) identified significant positive correlatiohstween perceptions of business mentoring
and perceivedgeneral self-efficagyculminating in entrepreneurs reporting resiliemd
persistent behaviour.

It is noteworthy that mentoring outcomes overa# aiewed positively (e.g., Boyd,
1998). However, a few areas of dissatisfactiorhwitentoring programmes have emerged,
and can be attributed to poor relationships witmtaoes; and dissimilar attitudes, values, and
beliefs to protégés (Eby, McManus, Simon, & Russ#M00). Further, Clutterbuck (2002)
espoused that a number of mentoring programmesdfalwing to lack of clarity and
purpose, inappropriate matching of mentor and pégtéand insufficient training and
measurement. Crossing a broad spectrum of comoeistoring outcomes, contributions, and
costs, Gibb (1994b) questioned the effectivenesgoohal mentoring programmes and
concluded that a co-created relationship betweentoneand protégé was paramount to
success. In addition, Syme (1999) asserted thett gpmmunication and commitment are
the keys to both mentoring and successful busirasonships.

As demonstrated in this section, two applicationat tare germane to mentoring
might be Kram’s (1983)nentor role and Noe’s (1988mentor functions scalevith other
suppositions borrowed from psychology and manageémbfentoring benefits centre upon

the confidential nature of trusted relationshipsatengenders learning, development, self-
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awareness of recipients, and the ability to de#h whcertainty when operating in complex
environments (Garvey & Alred, 2001).

An overview of coaching is presented next.

Coaching Overview - Origin, Definition, and Role

With roots in ancient eastern and western philogpplstory, mentoring, performing
arts, and sports, coaching appears to have origiredolved out of the Humanistic
Movement of the 1960s (Brock, 2006), to emergehadarly 1990s as an industry to serve
business and personal requirements (Orem, 200%)e t&m coaching might even have
spawned from the sporting field (Whitmore, 1996)ewhit draws heavily upon psychology
to improve athletes’ motivation and performance I(ms, 2005). According to the
International Coach Federation website, coachingeiserally defined apartnering with
clients in a thought-provoking and creative procéisat inspires them to maximize their
personal and professional potentidCF, 2009). With added emphasis, other autharseh
promulgated similar definitions of coaching, sucti @aromoting attitude and behaviour
change (Arnaud, 2003), centering on human growth @range (Stober, 2006), creating
climates that empower individuals (Evered & Seln889), bringing about change (Dotlich
& Cairo, 1999), being practical and goal-orientatetdll et al., 1999), and, focussing on
individual performance in business contexts (Garmsvhiston, & Zlatoper, 2000).
However, as pointed out by Jackson (2005), theetsarof definitions may imply that
coaching practices serve different market segments.

Resembling the functions of mentors, Whitmore ()98éfined coaches’ roles as
sounding boards, facilitators, counsellors, andramess raisers, with the difference that
coaches do not act as problem solvers, teachersoasl or experts. Coaches can perform
one of a number of tasks within firms, such asl skihancement for a specific task, job
performance improvement, learning and developmesdgponding to leaders’ changing
agenda (Witherspoon & White, 1997), or introduclegders to others from their personal
network (Hill & Wright, 2001). Coaches can alssiatleader’s exploration of their inner
potential, through learning and self-awarenesstHerpurpose of achieving goals (Du Toit,
2007). Further, the hallmark of successful coagluresumes to be an ability of coaches to

concentrate on leaders’ positive attributes, waykiith them to identify tasks necessary to
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achieve goals (Locke, 1996). For example, whenreldgwmental coaching is required,
coaches’ roles are orientated towards assistingetsaovercome problems and challenges,
rather than attempting to cure pathology (Compéen@007). Leadership coaches taking a
holistic view of organisational structural procesgiéets de Vries et al., 2007c) tend to work
with executives on aspects that are ‘non-discussatith others within the organisation
(Obholzer, 2007). Used effectively, coaching appéda help leaders learn in collaborative
environments (Witherspoon & White, 1997), and make most of that learning (Kiel,
Rimmer, Williams, & Doyle, 1996) by assisting clisrio explore their inner potential for the
purpose of achieving short-term objectives (Du ,T@07), and accomplishing personal
effectiveness (Kiel et al., 1996).

Beneficiaries from coaching are said to be leaddrs can learn from their coaches
how to motivate employees, and cope effectivelyhwiisiness challenges (Bolch, 2001). In
effect, a coach’s function is to engender learnigggwth, and change (Witherspoon &
White, 1996), with primary goals of enhancing laate skills, by assisting individuals take
a systemic view of interactions and relationshipsrpernolle, 2007). Rider (2002) claimed
that coaching can be regarded as a goal-orienpatexss, while Kilburg (2000) stated that
coaching is a series of actions, and a methoddaeging outcomes through techniques such
as questioning and feedback. In essence, coahidgally a structured process designed to
unleash individuals’ potential, with the coachesimary role being one of helping others
become aware, and take responsibility for theifquarance (Whitmore, 1996).

Evidence-based research and applications stemmongdoaching follow next.

Evidence-Based Research and Coaching Application
Although an extensive body of literature on memgrhad been built up over a

decade ago (Minter & Thomas, 2000), empirical reseaurrounding business coaching is
limited. For these reasons, it is necessary tovdrnpon theory and evidence largely from
literature on executive coaching and other applecadomains (Clutterbuck, 2008).

Coaching generally has depended on theory fromrdik&ls as diverse as: education,
psychotherapy, communication studies, adult devety theories, self-help movement,
social systems theory, athletic motivation, hatistnovement, and management and

leadership (Brock, 2006). To this end, a comprsivenreview undertaken on executive
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coaching by Kampa-Kokesh and Anderson (2001) hgbldi work emanating from
psychology, training and development, and managefiterature. For example, Kleinberg
(2001) based research on theoretical constructs ssc Carl Roger'sperson-centered
therapy Malcolm Knowlesadult learning theory and Miller and Rollnick’smotivational
interviewing Owing to the cross-disciplinary nature of coadhiempirical investigations
have emerged broadly from psychological practicg.(éreene & Grant, 2003; Kilburg,
2000) and largely centre on life coaching (e.gm@laell & Gardner, 2005).

In the area pertaining to executives, research Icasnmonly taken a
phenomenological, case study approach involvindlsamples. For example, Laske (2004)
interviewed six executives and found positive d@Beof coaching on behavioural
development; and, using a self-developed guideuc8mki (2001) spoke with seven
executives to gauge how they experienced coacliegy, level of achievement, ability to
take ownership of situations, self development, gedrelationship with their coach. Lines
of enquiry centering on business coaching haveuded research by Peel (2006), who
conducted semi-structured interviews with 10 SMBsd concluded that culture within
organisations affects the context and effectivelmég®aching. Interestingly, usingcausal
attribution scaleduring a telephone survey of 49 participants wkoeived executive
coaching, Ballinger (2000) noted that females wéltiee coaching engagement and overall
experience more highly than their male counterparts

However, owing to the individual nature of case regkes, results are difficult to
replicate and accurately compare across studiesKMa2007). These investigations are
open to criticism, including researcher interpietatand bias, lack of rigour around
information solicited, sampling problems, lack ohtrols, and validity issues, and therefore,
outcomes cannot be generalised across whole pagmdaKazdin, 1980). Notwithstanding,
there is a limited amount of early research usielfrdeveloped questionnaires focused on
outcome measurement and success factors of coaichamgas of: improved performance by
sales representatives (Graham, Wedman, & GarvieKe$994; Strayer & Rossett, 1994);
improved employee retention (Decker, 1982); sucagsimed from coaching contracts
(Diedrich, 1996); productivity improvement (OliveroBane, & Kopelman, 1997);
performance, attitude, adaptability and identityarofpe (Hall et al., 1999); and coach

experience with leaders’ needs (Laske, 1999).
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More recent research has shown that participangs gemerally satisfied with
coaching. For example, Fanasheh (2003) used gésersstatistics with 14%ortune 500
participants to identify that 32% of executives wiited coaches considered the investment
worthwhile. In addition, participants in a crogtsonal mixed-methods study (Gyllensten,
2005) reported that reduced levels of stress md@itom coaching. Developing and trialling
a programme for SMEs focussed on survival and drpRrter (2000) concluded that there
needs to be a balance between taking a structupach and working with clients to
identify opportunities, in order to help them tolh¢hemselves. After interviewing six
corporate purchasers of external coaching and gumye&24 coach-mentors to identify how
coaching is selected and measured for effectivenesedham (2005) suggested that
evaluation should occur throughout the relationshifNevertheless, after interviewing
executives and their coaches on approaches anddudtigies used to obtain outcomes,
Kleinberg (2001) concluded that coaching overatkfatheoretical grounding and rigour.
Additionally, McGovern et al. (2001) and Stober @8 highlight a paucity of empirical
outcome measures surrounding the literature.

The next section focusses on credentialling fochaand mentor services.

Coaching and Mentoring Credentialling

Perhaps more so than mentoring, the coaching indhas come under criticism for
its apparent lack of emphasis on qualifications stachdards (Grant, 2004; Kilburg, 1996;
Saporito, 1996; Tobias, 1996; Hall et al., 199%®ractitioner contributions based on folk
psychology and pseudoscientific approaches havieemted the commercial coaching
industry, in spite of a lack of solid theory andpencal research in other domains (Latham,
2007). Popular literature, and training schoolpanticular, advocate proprietary coaching
frameworks (Grant, 2005), with some models appgatinhave been heavily influenced in
isolation or with a combination of: business thedbDotlich & Cairo, 1999); consulting
diagnosis (Zeus & Skiffington, 2002); and mentoriregneworks (O’Neill, 2000).

Dagley (2006) noted that formal training for coaxh@nged from no qualifications to
doctoral degrees. The International Coach Federgf009), which offers a code of ethics,
is recognised as the largest internationally coaghbody with over 15,000 members.

Endeavouring to set training standards and humligirements for coach certification, the
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ICF (2009) published 1&ore competenciesentering on relationship establishment; creating
a two-way relationship; communicating effectivend facilitation of learning and results.
However, whilst these core competencies form a érmank and seek to underpin models,
they are nevertheless, only a set of beliefs, id®ad rules for coaches to follow, rather than
evidence-based constructs (Grant, 2005). Furtiner,foundational basis for these core
competencies has not been published in a schgtantgal (Auerbach, 2005).

There is argument that without a business backgtoitris difficult for coaches to
empathise with the commercial and business chakerigced by entrepreneurial leaders
(Brotman et al., 1998). Nevertheless, Orenste@®@2 found, after examining case studies
using integrative theory, that rather than expecting specific indusixpertise, executives
wanted fresh perspectives from responsive coach®s bvought out the best in them
personally and professionally from a behavioural performance point of view. Further,
Diedrich (2004) found that CEOs valued coaches wad ability to look at problems and
opportunities from different perspectives, in prefeee to them being versed in particular
industry knowledge.

Notwithstanding, coaching is being undertaken bys@es without business
management qualifications or expertise who purfmbe able to offer services to enterprises
(Stober & Parry, 2005). Coaches, needing no forqallifications, are encouraged by
training schools to use their intuition, go out dmdl clients, and start coaching (Kodish,
2002). Unregulated in Australia, to date thereeapp to be only one state in the USA
requiring coach registration, largely because cmach this state is listed as a counselling
intervention (Hart, Blattner, & Leipsic, 2001). Wout credentials, so-called coaches can
practice in areas such as executive developmemindss and professional performance,
sports, health management, or life transition coarfKleinberg, 2001), and quite often do
not have appropriate insurance coverage (Kodisb20

This situation has brought forth disparaging comisen the media (e.g., Salerno,
2005) by labeling coaches as charlatans with liithelerstanding of the requirements and
obligations of coaches, and questions whether scmaehes possess appropriate professional
or academic qualifications. Spence (2007), afi@mnening thehuman potential movement
of the 1940-1970s era, predicted the future dewifismaching unless the industry was built

upon strong theoretical and evidenced-based rdseaFRurther, Grant (2004) called for
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coaching credentials to be based on an evidencgetildaody of knowledge with appropriate
university qualifications, before coaches are digssas professionals.

Coaching and mentoring similarities and differenamesexamined in the next section.

Coaching and Mentoring Similarities and Differences

Coaching and mentoring involve a number of sintikesi For example, considered
together coaching and mentoring centre round psrgaming understanding and insight into
their present situation, and being able to envidagee goals or outcomes to be attained
(Stober, 2006). Even when defining roles, the secmaching and mentoring have been used
interchangeably (Kleinberg, 2001), and as subdetach other (Kram, 1983). Both coaches
and mentors can act as personal confidantes, pngvishfe forums for entrepreneurs to
express ideas, challenges, issues, and conceropdC& Quick, 2003). Nevertheless, the
hallmark of effective coaches and mentors is saidet an ability to pass on timely, relevant
experiences and knowledge, within appropriate cdstéLeonard & Swap, 2005). In
addition, both modalities emphasise the importanteconfidentiality and trust within
relationships (Du Toit, 2007; Garvey & Alred, 2001)

Differences between the two modalities are evidehen coaching is aimed at
specific performance enhancement or goal attainmehiile mentoring primarily takes a
broader approach to career progression and gradthtérbuck, 2008). Minter and Thomas
(2000) extended the differences to advocate cogdoinhigh performance individuals, and
mentoring for those that need nurturing. Ston®9)%vent so far as to assert that coaching
was used for continuous development and mentoramysuited to the best performers. After
using recommendations for interview protocol byswrell (2003) with 22 certified coaches,
and noting that there were more similarities thaffeinces between coaching and
mentoring, Wilkins (2000) concluded the divisiorcooed whereby coaches are paid and do
not give advice, whereas mentors are not paid arel aflvice. Garvey (2004) noted that
different sectors attribute coaching or mentoriabels according to social or professional
contexts. Confusion arises however, when the teomaching and mentoring are
interchanged for the encouragement of self-susigitiehaviours, and emulation of role
models (Sorrenti, 2003).
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Whether subscribing to the label of coach or mentbegginson and Clutterbuck
(2005) suggest taking a more flexible approach nwpley methods that best suit the
developmental needs of recipients. As predictedCiytterbuck (2008), coaching and
mentoring have merged to the extent that the lateynal Coach Federation (2011) issued a
press release stating a joint initiative aimed elf-regulation between the International
Coach Federation and the European Mentoring CogcBiimuncil. Nevertheless, finding
coaches or mentors with appropriate commercial kedge and experience, is an ongoing
issue for entrepreneurs (Brotman et al., 1998 witaches needing to have participated in
managerial practice in order to fully understanttegpreneurs’ issues (Van den Poel, 2007).
Given the similarities and converging nature ofatoag and mentoring, this thesis takes the

position of combining these modalities into thertdusiness coaching.

Summary

Overviews of the origins, definitions, roles, thiesy and evidence-based research of
coaching and mentoring were discussed in this @ectiSimilarities surrounding roles and
functions were noted with differences arising agsult of contractual payment for services
underpinning each modality (Kleinberg, 2001; Wikin2000). The lack of regulation,
credentialling, and requirements for insurance Wbath coaching and mentoring were
highlighted (Hart et al., 2001; Stober & Parry, 200

Various influencers to business coaching, togeth#gh an outline of business

coaching process, are presented in the next section

Business Coaching Influencers and Formation from Téory

As mentioned previously, business coaching combioeaching processes and
techniques delivered by persons with business epEs and mentoring capabilities, to take
an approachthat seeks directly to influence and improve cousitess practices and
achievement of goal¢Clegg et al.,, 2003, p.3). Business coaching isobaborative
relationship whereby coaches bring business expai¢o focus primarily on individuals’
contribution to firm performance and business glo{@legg et al., 2003). This is in contrast
to the personal nature of executive coaching thaviges developmental services and

management coaching which concentrates on enhakdkeperformance (Peltier, 2001).
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Business coaching practice brings a wide rangdedries and methodologies from
areas such as business management, consultingprmgntcounselling, human resources,
training, and psychology (Greene & Grant, 2003 tle basis of 1,310 participants, Brock
(2006) identified the main professions influencowaching in current times are psychology
(18%), consulting (11%), organisational developmédafii%), and management and
leadership (9%), with the Humanistic influence ndiminished to three percent.

Commencing with psychology, some of the major iflcers on business coaching
and its formation will be discussed in the nextises.

Influence of Psychology on Business Coaching

Business coaching has been extensively influengedhbories from psychology.
Psychotherapists such as Kets de Vries (2004) drthst coaches might need to look to the
rigour of psychological theories and research tdeustand fully and deal adequately with
the fundamental nuances of human behaviour. P&gyie quest for human potential and
possibility has had a profound influence on coagh{lVilliams, 2005), giving rise to
business coaching drawing heavily on such diveragerientions as humanistic
psychodynamics (Stober, 2006), behavioural andtential sciences (Kiel et al., 1996), as
well as psychotherapeutic frameworks (Kets de Vmsal., 2007c). For example,
Passmore’s (2007ihtegrative coaching moderaws from a number of different modalities:
the humanisticmovement for developing the coaching partnersaipptional intelligence
and psychodynamicsfor self-awareness development and maintainingaticglships;
behavioural and cognitivenethods to engender change; andstential and acceptance
commitment therapyo strengthen values and the unconscious processciated with
change (pp. 69-70).

It has also been said that coaching closely ensilatesolution-focused approach
which, based on Milton Erikson’s work (as cited Geldard & Geldard, 2001), seeks to
identify strengths in the face of adversity by egigg leaders, fostering change, and working
collaboratively with leaders to find creative sabms. Moreover, Kodish (2002) purports
therapists trained imational emotive behaviourakchniques are ideally situated to embrace
coaching as a means to broaden their practice fobusddition, Seligman (2007) exhorts

coaches to draw on evidence-based psychologicarveritions to give structure and
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credibility to their mode of operating. After rewing published research, Passmore and
Gibbes (2007) reminded psychologists that theyrhadh to offer the developing evidence-
base on coaching given their abilities and thorotrgming to undertake research. Spence
(2007) went so far as to advocate that coachinguldhbecome a sub-discipline of
psychology.

However, while some elements of coaching draw oychpdogy for a theoretical
basis, there are concerns that, at times, coacbusysteps the psychotherapeutic line
(Tobias, 1996), with coaches operating outsideheirtexpertise and without psychological
training (Berglas, 2002). Further, there are ins¢és where leaders would benefit from
therapists rather than coaches, therefore basicaéidn in human behaviour is seen as a
necessity in order to understand differences betvike need for therapeutic intervention
versus coaching (Diedrich, 1996). Therapy death yersons who have dysfunctional pasts
relating to current problems and issues, in cohtmasoaching which works with individuals
from non-clinical populations, and focuses on thki@vement of future dreams and desires
(Williams, 2005). Additionally, therapists act esperts diagnosing and proffering remedial
solutions, whereas coaches work collaborativelyhwitaders as catalysts for change
(Bluckert, 2005).

Rotenberg (2000) argued that coaching, with ac@duility resting with the recipient,
might not be suited to individuals in need of pyttlerapeutic analysis before they can
progress towards action. Psychotherapy extends fpooblem clarification and new
understanding via self-awareness whereas coachkes ta more systemic approach with
understanding of firms on a contextual level whifelping executives deal with
psychological pressures pertaining to past, presemwt future (Kets de Vries et al., 2007c).
Moreover, Berglas (2002) highlighted issues surdiugp coaches acting without
psychological training, and the harm that they dario leaders who have personal problems
that are not dealt with, but which hinder theiruhgt progress. For example, as a result of
their mixed-method research, Gray, Ekinci, and Gao&ar (2011) concluded that the 22
SME managers studied, sought coaching more forirgpipersonal awareness to manage
their cognitions and emotions rather than focusindpusiness issues.

Delineating lines between coaching and therappistraightforward. Sperry (1994)

contended that, although there is some overlap dmiwconsulting, coaching, and
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counselling, each has different skill sets, andetoge coaching should only be undertaken
by psychologists and psychiatrists who can resgdfetttively to leaders’ needs. In contrast,
Garvey and Alred (2001) contended that helping ggeibns encompass elements of
mentoring, counselling and coaching with the tenmier-changeable according to the
context and sector within which they are deliverddowever, without sufficient training,
coaches might not have the expertise or level afetstanding to know when coaching
sessions are teetering on the brink of being tleerap (Buzatu, 2003). One coach might
identify a leader as having an emotional problefmevanother coach might assess the same
leader as having a clinical condition (Brunner, 899Therefore, coaches need to be aware
of signs that would necessitate referral to psyafists or psychotherapists (Berglas, 2002),
thus respecting the limitation of their coachindero Conversely, some therapists are
working as coaches in corporate environments, withine appropriate organisational
training (Rotenberg, 2000).

Arnaud (2003), while acknowledging that in someesasoaches with psychology
backgrounds have the skill to deal with the behaagbissues of leaders, questioned the
place of psychoanalysis in coaching contexts anggsed that coaching in this situation is
merely disguised as a consulting intervention asthpgb the economic environment to
legitimise the psychoanalyst’'s couch method. Ifedmce, Kets de Vries et al. (2007c)
argued that clinically orientated or informed coexlare able to take a systemic view of
firms, and thus, are better placed to understamddsal with social defences arising from
interpersonal and inter-group conflict. Brunne®9&) proposed a place for psychoanalytical
coaching, while Rotenberg (2000) cautioned agaiwmaching and psychotherapeutic
methodologies overlapping by coaches being cleavtdoh model is taking precedence, and
why it is being used. However, while cliniciansgmi be in unique positions to act as
coaches and thus serve the psychological needaadéis (Diedrich, 1996), generally they do
not have the appropriate expertise when it come®éching leaders regarding the nuances
of the economic business world (Saporito, 1996).

The influence of the business management disciptinebusiness coaching is

presented next.
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Influence of Business Management on Business Coanthi

Business management has impacted the way busioaskes work with leaders and
entrepreneurs in economic settings. As noted pusly, while there is an emerging
empirical literature base (Grant, 2005), there idearth of evidence-based literature on
business coaching. Coaching literature (e.g., i€ot& Cairo, 1999; Whitmore, 1996)
proposes a number of models and frameworks fottipedaise by coaches which draw from
the, largely unacknowledged, business managemsciptine.

Business management emerged as a discipline i19f8s based on theories and
research stemming from areas as a field of humaivitacand knowledge, such as
psychology, anthropology, sociology, and philosqpdsy well as opinions and ideas on how
organisations work according to practical evidenoe reasoning (Koontz, O’'Donnell, &
Weihrich, 1980). Spawned during the industrialofation, organisations operated from
strict authoritarian, rule-based structures whershipervisory methods were aimed at
increasing manufacturing efficiencies through fdr¢égbour, punishment, and long working
hours. As a case in point, the 1920s HawthornéyStas cited in Carey, 1967) on worker
dissatisfaction, highlighted the impact of employmetivation, social norms, and group
dynamics on performance, thus heralding a key mgrrpoint in evaluating workplace
management, conditions, and supervision, with asgadions concluding that productivity
and workforce satisfaction went hand-in-hand. Th@remely competitive and global
environment of the Dcentury brought about the knowledge economy anmbee towards
open and collaborative styles of management wher&evs are now recognised as valuable
resources, rather than commodities (Senge, 1992).

Although many well known management methodologiesveh no empirical
grounding, the original theories have been usebudding blocks for further research. For
example, even though Maslow (1943) did not inifigkst thehierarchy of needsheory
empirically, it formed the basis for later reseamh leadership, need satisfaction, and
motivation (Alderfer, 1969). However, there arawanber of business theories which have
been built on solid mathematical processes withdine of improving productivity. For
example, during the 1950s, theality movemergmerged under Deming (as cited in Walton,
1989) used statistical techniques to scientificalyprove performance and eliminate

production defects, ansix sigma(Eckes, 2003), which usesatistical process contrpivas
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introduced to define, measure, anlayse, improvecanttol the reduction of product failures.
Expanding orthe system of profound knowledfeory, Deming (as cited in Walton, 1989)
developed principles undethe fourteen poinisand the seven deadly diseases a
prescription for reform and to take the fear oubo$iness improvement by using statistical
methods.

Taking a more encompassing view, a number of egpeed, innovative, and
successful business leaders and academics begaiewofirms assystems comprising
internal management and external environments. &ample, theSWOT Analysis
developed by the Stanford Research Institute (imsdwidely used by firms as a means of
determining strengths, weaknesses, opportunitresflaeats. Porter (1980) created fikre-
forces theoryto evaluate competitive advantage within orgaiosal and environmental
contexts; and Ohmae (1982) introduced a theoryhefstrategic triangle of 3C’¢o aid
strategic thinking and business planning as detisiaking frameworks for viewing firms as
interconnected elements within systems as a whdlater, Kaplan and Norton (1996)
developed théheory of firm growthwhich underpinned thiealanced scorecarcan outcome
based framework with a series of measures designbdng together elements of financial
performance, customer knowledge, internal busipessesses, and organisational learning
and growth.

Other methodologies followed, and although imprgvproductivity, these methods
and techniques did not address worker dissatisiactind in the battle to recruit and retain
talented employees, learning and development eakytbecame centre stage for many
firms (Argyris, 1976). While Luft's (1961yohari Window which seems to have been
derived from the psychologist Carl Jung’s theoridgstrated the impact of understanding
open and closed relationships, it was not untilyfgy(1976) createdouble-loop learning
and Senge (1992) used the theorgydtems thinkingp coin the labelearning organisation
and include feedback and team learning, that finrage better able to understand and focus
on meeting the needs of employees. Although heariiicised at the time by Carey (1967)
for research validity, it seemed that tHawthorne Effectvas correct; employees had needs
other than monetary incentives, such as recognétiwhlearning opportunities.

Business management as a discipline, thereforefreseron the formulation,

implementation, and evaluation of cross-functiodatisions through the maintenance of
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environments (Koontz et al., 1980), where groupge@dple work together to achieve an
organisation’s vision and objectives (David, 1990onsisting of a complex mix of internal
and external factors (Delmar et al., 2003), orgeisal success is dependent on
entrepreneurial leaders’ capabilities to allocatsources and teach people how to reach
common goals (Tichy, 2002). Figure 2.2 depictsaeh of the co-dependent functions of
firms.

As depicted in Figure 2.2, firms functioning synstigally in a strategic, co-
dependent manner, and those able to attain a lealbetwveen productivity and worker
contentment, will in turn, impact positively on tmser satisfaction. With appropriate
background and training, experienced business esagiould be able to provide services to
leaders that satisfy their specific learning andettgomental requirements. Ward (2007)
asserted that by underpinning business coachingepses with business management skills,
coaches are more likely to foster powerful learngngd development experiences for
entrepreneurial leaders. Devins and Gold (200@)m&d that coaches with business
experience using semi-structured approaches fogwsirdeveloping vision and action plans
have greater success than coaches acting only wsdisg boards using unstructured

discussion on issues of concern to small businessmgers.

Process
- series of actions and
methods to produce
change procedures

Customers
- internal stakeholders

A

Customers
- external buyers, adopters
A

Production
- create, manufacture,
warehouse, deliver, impart
goods, services

People
- behave, act, or respond
in a particular way,
leadership, culture

Y Y

Context
Vision, goals, strategy (impacted by customers, circumstances, internal factors, environment)

Figure 2.2Model of co-dependent functions of firms.
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Based on Figure 2.2, the following sections higttligonceptualisations of context,
production and process, and people, which are ebesngd frameworks adapted from the
business management discipline and therefore apateor use in business coaching.

Context: Establishing organisational goalSstablishing an engagement agreement
and goal setting is fundamental to business cogchinGoals are based on certain
assumptions, capabilities, and strategic thinkiegegated from a combination of intuition
and reliable analysis (Ohmae, 1982). Highly mdadaentrepreneurs with a clear vision of
the future are more likely to achieve set goalscker 1996). Having clearly defined
problems to solve, and a vision or mental imaggaafls, make it easier to plan strategies and
measure outcomes. However, goals must be flegibteigh to change with circumstances.
The popular mnemonicSROWfor: goal, reality, options, and what, when, wharel with
whom, is used extensively in coaching (Whitmore9@)9 Progressing througleROW
provides a structure to coaching conversations,allgwing entrepreneurs to develop
awareness of current situations and possibilitless identifying, and taking responsibility
for goals and objectives. According ®ROW coaches asking appropriate questions enables
entrepreneurs to gain insight into situations, #mds, identify a series of options, and
ultimately solutions to be implemented.

Production and process: Measurement and outcomesblems can arise in firms
where there is a lack of purpose, short-term eniphaeffective leadership, and inadequate
communication (Walton, 1989). Firms function orusture with various parts making up a
whole to form integrated components (Ohmae, 198®) eperational effectiveness achieved
only when various activities in firms, such as mfanturing, packaging, sales, and delivery,
are integrated and linked synergistically (Port&96). Business coaches encourage firms to
map activities, that is, a visual creation of aichaf events for the identification of the
strongest and weakest points, such as inefficisramg repetitive tasks, thus eliminating the
need for re-work (Kaplan & Norton, 1996). Howevieusiness coaches being mindful that
individual quotas and targets can destroy teamvaoik act as potential barriers to effective
work and productivity, stimulate discussion withtrepreneurs to introduce education,
retraining, and foster employee pride in the wddce (Walton, 1989).

People: Organisational fit to culture and leadenghThroughout their growth, firms

take on their own culture, that is, they operateamet of values usually established by the
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characteristics of the original founders (Covey89)9 Leaders who can adapt to a situation
through a continuum of behaviour from authoritartandemocratic, and act according to
organisational circumstances, are better placedntgender a structured and collaborative
culture (Tannenbaum & Schmidt, 1973). The matctween organisational cultures and
entrepreneurs’ values, origins, and character ssergial, with failure usually caused not by
technical skills, but by lack of interpersonal kkilvhich depend on psychological self-
awareness (Kilburg, 2000). Business coaches csist antrepreneurs to develop effective
communication skills by identifying strengths aneaknesses (Drucker, 2005) through
models such as Luft’'s (1960phari window Honey and Mumford’s (as cited in Mumford,
1995) learning styles questionnair@nd Senge’s (1992jve disciplinestheory of personal
mastery, mental models, shared vision, team legyrand systems thinking centering on
whole of organisation learning.

The following section discusses the influence ctimy has had on business

coaching.

Influence of Consulting on Business Coaching

The practice of consulting, together with mentoyirttas influenced business
coaching. Businesses generally hire managemestitants, that is, people highly skilled in
technical and specialist expertise, to work forrsperiods on specific projects (Block, 2000)
or to provide objective advisory services, thusbéng firms to overcome economic and
personnel shortages (Greiner & Metzger, 1983). eBasn specialist skills in particular
fields, consultants undertake the delivery of dpeautcomes to firms within agreed
timeframes (Block, 2000; Greiner & Metzger, 198Buring investigation with 160 women-
owned businesses, Lee, Cho, and Denslow (2004 )dfaustatistically significant need for
consulting services in financial areas for entraptes at the start-up stage, and the need for
quality control for more mature businesses. Tavdelresults, consultants first diagnose
organisational situations via interviews, direct@tvation, administration of questionnaires
and inventories, then take responsibility for reomending or implementing courses of
action (Sperry, 1994). In a similar vein and toyuag degrees, consulting and mentoring

arrangements operate by forming agreements, anglysituations, fostering positive



Business coaching and SME growth 43

relationships, and measuring programme resultsciBl@000; Clutterbuck & Megginson,
1999; Kram, 1988).

Early studies have attempted to measure consusimgices. For example, while
lamenting the difficulty of obtaining data and maaisg the value consultants add to firms,
Solomon (1997) indicated that hiring a consultaart oxcrease a company’s stock valuation.
Johnston (1963) set out to measure the effortmpravement from 600 jobs undertaken by
four UK consulting firms and found that, by applyia formula, it could be concluded that
there was a 50% average productivity improvemenprojects that were quantitatively
assessable. Investigating level of satisfactioth weonsulting, Nahavandi and Chesteen
(1988) identified that while the majority of the Bldusinesses were satisfied with the
services provided, nearly 20% responded they didmplement the recommendations due
to the poor quality of consulting expertise. Nekeless, Shapiro, Eccles, and Soske (1993)
argued that clients need to take responsibility di@cisions and work together with
consultants to ensure assignments are succesBtulr decades ago, Van de Vliert (1971)
advocated that consultants take a coach approaaksignments by fostering relationships
with clients and working collaboratively, wherebyaches articulate alternative approaches,
relay experiences gathered elsewhere, and helptgliearefully consider opinions and
options while providing support to achieve the dEisuccess.

Differences occur between consulting and mentorimigh consultants being
accountable for recommending or implementing causke action (Sperry, 1994), versus
mentoring where executives assume responsibilityrfeeting arrangements and outcomes
(Kram, 1988). Coaching, whilst being similar tonsalting in that agreements are formed
around goal-orientated outcomes, is based primamyobserving, asking questions, and
allowing leaders to develop solutions though theivn learning experience (Zeus &
Skiffington, 2002). Grant (2003) espoused thathea using collaborative, solution-focused
approaches also use mentoring, counselling, conguland training skills. However,
Garvey (2004) recommended that providers of cogghirentoring and counselling services
be clear about what it is they are offering, rathean standing behind a label and expecting it
to be commonly understood and embraced.

According to Alderfer (1980), coaches are well addi to take a systemic approach

by conducting objective organisational diagnosigluding observation and interviews, to
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ensure that changes are implemented objectivelisin@ss coaching which has been tailored
to the needs of individuals with clear, establisbbgectives articulated from the outset, and
understood by both parties, has a better chanseiafess than unstructured arrangements
(Devins & Gold, 2000). Structuring coaching andntoeing by linking to business issues,
management needs, or culture change, can be efedia basis for relationship change and
growth (Garrett-Harris, 2006). Figure 2.3 showsnsidting and mentoring skills
underpinned by the business management discigiimming the basis of expertise upon
which coaches can formulate intelligent and petiatyagquestions, thus challenging leaders

toward reaching agreed coaching objectives.

Business Coaching
Consulting - improve core practices Mentoring
- technical expertise > - achieve goals through - - experience
- interpersonal skills product, process & people - wisdom

4 A
4

Business Management Discipline

Figure 2.3Skills for business coaching.

According to Porter (2000), the act of meeting watltoach to talk through issues,
lays the foundation of motivating business ownats action. Coaching is even said to lean
towards the role of trusted advisor with experiehcelividuals, who can pose the relevant,
recurrent questions in order to elicit change, geddor their knowledge and expertise in a
given domain (Buchen, 2001).

Elements and techniques supporting the processsiféss coaching are outlined in

the next section.

Business Coaching Process

The first step in the coaching engagement proce&w ibusiness coaches and clients
to reach agreement on a coaching programme, wit tommitment, confidentiality, and
outcomes to be expected (Kilburg, 1996). Accorditog Porter (2000), the act of
entrepreneurs meeting with coaches to talk thrabgh business issues, lays the foundation
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for motivation to act. As shown in Figure 2.4 (ptdml from Zeus & Skiffington, 2002),
business coaching should progress through phasedarsito consulting by: setting a
foundation for the duration of the relationshipabsing the situation, issues or concerns;

facilitating progress; and arriving at an outcom#wwrogramme measurement.

Foundation Analysis Facilitation Outcome
- ethical standards - goal definition - learning/insights - satisfaction
- agreement » - reality check » - plans & actions > - evaluation
- time/place/fees - options/choices - progress - measurement
- confidentiality - when/who/where - accountability - end relationship
A A A i
Effective Communication
- through listening, questioning and direct communication

Figure 2.4Business coaching process framework.

Once the coaching focus has been agreed, technsgieesageframing which can
diffuse a painful situation and provide a new pecipe to affirm progress, are used by some
coaches while others work on leaders’ personaktiaes as a way of exploring self-beliefs
and behaviours (Kets de Vries & Korotov, 2007b)xpé&rt-based perceptive gquestioning
based on coaches’ business experience, can adbiliyedo understanding leaders’ needs,
and provide objective feedback (Brotman et al.,899Direct questioningis regarded as
likely to assist leaders to get to the nub of thbkinking, thus gaining understanding and
insight into potential and ability (O’Neill, 2000)Moreover, the direct questioning method of
the solution-focused approach (Geldard & Gelda@f)12 has the effect of helping leaders
externalise their problems by looking at them apoofunities to learn from, rather than as
inhibitors to moving forward. In addition, proptaey tools, questionnaires, and mnemonics
such as Whitmore’'s (199655ROW (Goals, Reality, Options, When), are used to aid
questioning of leaders in a positive manner, artliwithe context of leaders’ awareness and
willingness, enabling them to take responsibilay their actions (Buchen, 2001).

Self-assessment instruments such as Mheers-Briggs Type Indicatorcan be
employed to assist leaders understand their pdigoaad that of others (Muchinsky, 2006).
Alternatively, assessment tools such as36@-degree feedbaakulti-source pre- and post-
instruments are used to compare entrepreneurspegieption of leadership style with that

of, among others, colleagues, subordinates, aneéruppnagement (Kets de Vries et al.,
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2007a). Instruments such as the 360-degree fekdir@cseen as particularly useful for
leaders who are task focussed, closed-minded, emdl tb react defensively to feedback
(Ludeman & Erlandson, 2004). Such feedback todeadvhich details how others perceive
a leader’s style and mode of behaviour, is usead siingboard for self-development within
coaching relationships (Goodstone & Diamante, 1998)

By employing multi-source feedback, Smither, LondBlautt, Vargas, and Kucine
(2003) found that a significant proportion of th@44eaders working with coaches received
greater improvement ratings from direct reportpesuvisors, and peers, than those executives
in the control group who did not work with coachekterestingly, after comparing and
categorising published research, Dawdy (2004) cotedu structured interviews with 62
participants who have received six months or mdreoaching, reporting no significant
differences in effectiveness and overall satistectbetween participants according to
personality type. However, Bugas and Silberscf2@90) claimed that entrepreneurs using
business coaching as a continuous feedback looptestnout the limits of coaching
relationships by seeking to have unmet and uncouscineeds satisfied by exerting
independence through alternative opinions and @&tiavhich are endorsed during the
coaching process, and frowned upon in other cirtamees.

Through searching the literature and conducting cloiog with three
executive/managers, Burdett (1991) concluded thabus coaching models, processes, and
instruments can be used effectively to identify amak with leaders’ needs. Kilburg (1996)
postulated that different types of consultatiorateigies were effective, such as using a
systemic and mediated focus to interact and wotk wdividuals, groups, and work units
throughout the whole organisation. In additiondd®i (2002) claimed that time spent on
diagnosis, problem identification, and agreementegjuired outcomes within a confidential
context, can be worthwhile. According to Witherspoand White (1996), in order for
coaching interventions to be effective, coach aleht enter into a partnership with the
intention of introducing new challenges, alternatbptions, and different ways of behaving.

While Sperry (1993) asserted that deep self-discigspersonal bonding, and
confidentiality during coaching was not as necessar during a counselling or consulting
situation, other authors (e.g., Kilburg, 2000) ighat trust and rapport built between coach

and leader are fundamental aspects of the rel&iensUsing a case study method to
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ascertain the process of a coaching conversatimmstein (2000) observed that maintaining
confidentiality as well as unconditionally acceptirtlients are a prerequisite to the
development of trust and disclosure of issues dueingagements. Gyllensten and Palmer
(2007) identified a common theme of trust and fpansncy with coaches as the main
element for the management of participants’ levelswess and increased confidence.
However, using a control group and interpretive nameenological analysis after
interviewing nine work-place recipients of coachit@yllensten and Palmer (2006) found
that while not significant, those that received adovag reported lower levels of stress post-
program.

Despite the different approaches used by coachesmer of positive effects from
coaching have been recorded. Interviewing 46 prereeurs, Boussouara and Deakins
(2000) reported that coaching provided by non-etteeudirectors with whom the
entrepreneur could trust, learn, and acquire kndgdefrom, were highly valued. In
addition, during interviews with 12 participantssbd onadult learning theory Becker
(2007) identified key themes from the executiveatirgg relationship as the formation of
deep trust and mutual respect which allowed timeadtiection and practice, thus helping to
make meaning of situations. Moreover, througheatibn of what went well and why,
coaching is said to help people gain skills anditeds (Rider, 2002), in addition to the
knowledge to develop professionally and become nediective, than without such input
(Leonard & Swap, 2005), thus enabling entrepreaéueaders to deal effectively with
change (Buchen, 2001).

Summary

This section examined a number of the major infbees that have informed business
coaching. Various models and frameworks from thsiBess Management discipline, such
as goal setting, strategic planning, financial ngamaent, interpersonal skill development,
and double-loop learning are used to underpin legsirtoaching sessions (Argyris , 2002;
Drucker, 2005; Kaplan & Norton, 1996; Locke, 199@)he structure of consulting, with its
emphasis on engagement agreement, situation agjadysl outcome measurement has been
adopted for business coaching process (Block, 2D8@;et al., 2004). While the extensive

evidence-base of psychological theories and intdimes such as non-judgemental listening
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and direct questioning provide behavioural insightsoaching relationships, the danger that
coaches might overstep their expertise when pskehapy is more appropriate, has been
noted (Arnaud, 2003; Berglas, 2002; Seligman, 2007)

Based on the literature review thus far, the nexdtisn lays out a framework for

business coaching. Propositions are outlined thegevith testable hypotheses.

Business Coaching Framework and Hypotheses Developnt

As stated previously, the objective of this thesito establish to what extent, if any,
business coaching acts as an enabler to SME pexfmenand growth. An extensive review
of the literature so far, has shown that there li;maed amount of empirical evidence upon
which to draw in the area of business coachingfirepreneurs. Thus, research in the area
of executive and workplace coaching has been exaimim relation to the role of coaches
and mentors, the process of the interaction witliprents, and results emanating from such
experiences. This section summarises and adde taforementioned literature pertaining to
the development of a framework for SME growth. g@sitions are presented, together with
the formulation of 17 testable hypotheses on factmntained within a proposed model of
business coaching and firm growth.

Figure 2.5 depicts a proposed model of SME firmaghowith contributing factors of
business coaching and entrepreneurs’ level of denie. Based on entrepreneurs’
characteristics and learning needs, the level ofidence consists of locus-of-control and
self-efficacy, and is an antecedent to businesshing. Business coaching is made up of the
inter-relationships between the coaches’ role, ¢baching session focus, entrepreneurs’
perceived coaching results, and entrepreneurssfaation with coaching. In line with
previous views (Barringer et al.,, 2005; Feindt ket 2002; Gome, 2004), firm growth is
measured by revenue performance and percentage custained period.

The proposed model originates from an extensiveewewof the literature and theory,
and is elucidated in detail below under the heagiofybusiness coaches’ role, business
coaching session focus, business coaching resbltsiness coaching satisfaction and

entrepreneurs’ level of confidence.
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Sounding board

Listener Business
Counsellor > Coaches’ —
Advisor Role
Network facilitator
Vision, goals Entrepreneur
Customers . » Locus-of-Control ——
Stakeholders Busmgss (Internal & External)

> Coaching —
People A

Session Focus
Processes
Production SME Firm
Growth
Better decisions o (financial
More ideas performance)
Achieve goals Business
Self-awareness > Coaching —
Self-development Results Entrepreneur
Positive attitude > General
More confidence Self-Efficacy
Session period
Cost
Delivery Business
Relationship > Coaching —
Coach style Satisfaction
Coach role
Outcome A A A
Entrepreneurs’ Firm

Business Coaching

Level of Confidence

Figure 2.5Proposed model of business coaching and SME fiowitp.

Business Coaches’ Role

Business coaches can perform one of a number e$ moithin firms, such as skill
enhancement for specific tasks, job performanceongment, learning and development, or
responding to entrepreneurs’ changing agenda (Veploen & White, 1997). However,
choosing suitable coaches should be made in théexdowf coaches’ experience and
entrepreneur need for self-awareness and awareolessthers, role integration, and
designated leadership (Laske, 1999). For maximfifiecte engagement depends on coaches
helping entrepreneurs identify current issues aaqub dbetween desired states (Rider, 2002),
and creating partnerships built on trust and rappeith the intention of introducing
entrepreneurs to new challenges and working togédhechieve outcomes (Kilburg, 2000).

Within relationships, business coaches performouarifunctions such as suggesting
ways of reducing feelings of loneliness and isolat{Cooper & Quick, 2003); acting as
sounding boards (Clutterbuck & Megginson, 1999)vating room for structured and
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unstructured discussion (Devins & Gold, 2000); amsbisting entrepreneurs to assess
performance by giving objective feedback in orderathieve outcomes (Drucker, 2005).
Interviewing eight coaches involved in a governmagéency coaching programme using
action learningmethods, Sullivan (2006) found a common theme wéttipients not able to
engage effectively in the learning process becafseorkload pressures, necessitating
coaches to remain flexible in their approach. Renting confidantes (Cooper & Quick,
2003), business coaches listen to entrepreneurgtecns, conveying understanding and
empathy (Clutterbuck & Megginson, 1999), in a nadgmental manner (Whitmore, 1996).

More often, coaching carried out within the realrm effective communication,
learning and facilitation (International Coach Fedien, 2009), follows a structured goal
focus, and tends to be a results orientated aretlimited process (Hall et al., 1999). Stone
(1999) contended that coaches with high self-esteethirst for knowledge and smart ways
to work, and who welcome challenges to their owsuagtions, are better positioned to
work with, and challenge leaders’ assumptions.tHeuy Whitmore (1996) purported that the
most important characteristics for coaches are abidity to listen to leaders and raise
pertinent questions in a non-judgmental manner, sdateéd that coaches do not need to be
technical experts, as such expertise can sometohssuct the responsibility leaders are
willing to take for their own awareness and leagnirHowever, Bolch (2001) advocated that
coaches should have at least 10 years businessiengeeas well as a relevant, advanced,
academic degree before coaching entrepreneursusielss owners.

Kauffman (2010) exhorted coaches to integrate pleltheories and practices from a
reservoir of practices and collected experiencegnsure that entrepreneurs’ needs are met.
To this end, business coaches might act as coorsé¢barvey, 2004); advisors with expert-
based perceptive experiences grounded in suitatddgibound and business experience
(Leonard & Swap, 2005); or network facilitators yidbng advocacy, introduction to
potential business partners (Kurtzman & Rifkin, 20)Gand access to capital (Bhide, 2000).
In some cases, business coaches take a solutiosgid@pproach using thought-provoking
questioning to engender such shifts as self-disgov@nd accountability, allowing
entrepreneurs to view problems as opportunitieseton from, rather than inhibitors to

moving forward (Creane, 2006).
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In essence, the business coach’s role would seeen¢ompass that of sounding
board to discuss problems, options and opport$nibeing an effective listener, counsellor,
and advisor, and as the need arises having thatyabid be a network facilitator.
Collectively, this view leads to the formulationfolur hypotheses concerning entrepreneurs’
perceptions of the role performed by business asch

Hia The role adopted by business coaches positinélyences the collaborative

focus of business coaching sessions

Hi,: The role adopted by business coaches positinéilyences entrepreneurs’

locus-of-control (internal)

Hic The role adopted by business coaches positinélyences entrepreneurs’ locus-

of-control (external)

Hig: The role adopted by business coaches positinéilyences entrepreneurs’ self-

efficacy

Business Coaching Focus

Business owners are influenced contextually by aber of variables (Rider, 2002).
To be effective, coaches first need to understéedenvironment in which entrepreneurs
work, and factors impacting on everyday operatiand long-term strategies. Firms seize
opportunities to satisfy customer needs and wairttsinvcontexts of internal and external
constraints (Delmar et al., 2003). However loos#djined, all firms establish and seek to
achieve objectives, and usually have strategieactieve these ends (Finkelstein et al.,
2007). Company growth is a balance of profitapilind risk, with internal control and
assessment acting as a gauge for checking perfoen{&aplan & Norton, 1996). Although
firm growth is often measured in terms of revenuenaver, other elements such as firm
demographics (e.g., age, size, industry) impacwtro(Delmar et al., 2003). After
interviewing 12 participants, Bush (2005) identifithat effective coaching occurs when
provided within a structured process using toolsdets, and processes focussed on self-
development and conducted with executives motivedethieve success.

Business coaches focus conversations accordinghtt@peeneurial needs (Rider,
2002). Because firms are complex entities, coachonversations might focus on customer

requirements and demand (Delmar et al., 2003); goaad services production, and
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innovation, combined with strong leadership to achigrowth (David, 1991); or processes
and procedures adopted by a firm with methods gsss implemented for peak efficiency
and effective management (Gerber, 2005). By askimgropriate questions, coaches can
establish where entrepreneurs and firms are clyrplaiced in relation to future objectives,
thus building an understanding of gaps betweerityeshd desires (Ohmae, 1982). Gaining
insight into a client's present situation, and estasm for working on targeted goals,
enables coach and entrepreneur to work in tandeanhive change and targetted outcomes
(Zeus & Skiffington, 2002). Using dialogue, feedkaand reflective practice as the
grounding for effective coaching, Jones (2005) thuafter interviewing eight business
coaches, that coaching facilitated the increaseafravess of leaders, thus enabling them to
perform at a higher level in order to achieve tigoals. Entrepreneurs with a clear-cut
vision are more likely to set goals, objectivesniffy tasks (Locke, 1996), and achieve
outcomes (Leedham, 2005), than those who do na &iach qualities.

An appropriate match between business coach anepesaneur, in terms of skill and
experience together with specific training, ensuhed each party understands the nature of
the relationship and expectations (Megginson eR806). Business coaches have the ability
to recognise firm stage of growth, and might idigizoncentrate on ensuring entrepreneurs
have a clear vision and strategy, with approprigttels (Leonard & Swap, 2005). Equally,
business coaches provide leadership developmeneffective cultural change (Garrett-
Harris, 2006), particularly where problems with pkeoarise owing to ineffective leadership
and multi-cultural experiences (David, 1991). Solmesiness coaches focus entirely on
leadership development by enabling entrepreneurduittd relationships, manage firm
politics, and communicate clearly to employees (Gemolle, 2007).

Therefore, business coaching commonly focuses oelalg@ng the entrepreneur’s
vision and goals, discussing customer needs, stéderhinvolvement in the business and the
processes and production involved in running theirass, and importantly, working
effectively with people and providing good leadgssh Accordingly, the following four
hypotheses of coaching session focus are presented:

H.a The business coaching session focus positivdliyences the results of business

coaching sessions
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Hzp: The business coaching session focus positivdiyances entrepreneurs’ locus-
of-control (internal)

H,e The business coaching session focus positivdliyences entrepreneurs’ locus-
of-control (external)

H.4 The business coaching session focus positivdiyences entrepreneurs’ self-

efficacy

Business Coaching Results

Although very few firms measure coaching results, $ervices are expected to lead
to sound decision making; ideas and options geeerir moving forward; fulfilment of
objectives and goals; and heightened self-awargnasd understanding of strengths,
weaknesses, and performance needs (Witherspoon i€e WI996). However, it has been
estimated that less than 10% of coaching has atyrnren-investment measure of
successful, or not, outcome (Bolch, 2001). As seda point, interviewing 10 SMEs, Peel
(2008) identified reluctance to engage coachedallaek of evidence regarding ROI.

How to measure coaching ROI has been a topic deation regarding tangible, hard
results versus recipient evaluation through seibreng. Kauffman and Bachkirova (2008)
asserted that, given the multi-disciplinary natofeoaching, results can be evaluated from
clearly physical, observable, and empiric-analyticgiably measured events or alternatively
from mental, phenomenological exploration perspesti As Ludeman and Erlandson
(2004) noted, outcome results are dependent on de wariety of factors, such as
commitment, company culture, and that behavioun@inges usually take 6-12 months to
embed. Krajl (2001) advised initially interviewiratjents for their perceptions on outcome
expectations before settling on an agreement, pvigferably pre- and post-coaching metrics
relating to such areas as goals accomplished dma/lmeiral changes to be achieved.

Some coaching evaluation has been modeled on claggroaches to appraise
training programs first proposed for KirkpatrickO{l7; 2006) over three decades ago, which
centre on reaction and degree of satisfaction,tia@extent that learning, and perceptions of
behaviour change take effect as a result of theitiga program. For example, Mackie
(2007) proposed that Kirkpatrick’s (2006) trainiegaluation methodology be adapted to

evaluate coaching bpcussing on leaders’ reaction to the programmeluding satisfaction
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and readiness to change, level of awareness amdfiea and organisational impa¢p.314)

in areas such as sales, retention, satisfacti@ahpesmotion through methods of observation,
self-rating, and business performance data. Neeleds, Dawdy (2004) pointed out that
different goals are hard to commonly evaluate asthgu methodologies developed by
authors, such as Kirkpatrick (2006), as a meansValuation and justification, should not be
a substitute for being able to draw on evidencesbtdanformation from a wide variety of

sources that would be more valuable in the longtouhose engaging coaching services.

A considerable number of coaching research studke® been conducted through
intangible, that is, not directly measureable cstsely approaches, which generally take a
phenomenological stance with small numbers of gagnts. Table 2.1 shows examples of
coaching research which use intangible measureh, asibehavioural changes and increased

commitment.

Table 2.1Intangible Coaching Results

Author/s Sample(n) Concept/Research Design Intangible Outcomes
Bush (200t Employee: Interviews:Client erspective Increase in both personal a
(n=12) of effectiveness business-related results.
Dembkowski  Chief Case stuc: Self-awareness More confidence engaging tl
& Eldridge executive increased performance on 360support of internal and external
(2008) (n=1) degree feedback stakeholders.
Diedrich Manage (n=1) Case study: erformance Positive change to rnagerial
(1996) coaching style and behaviours.
Laske (2002  Executive: Interviews:Behavioura Equilibrium found betwee
(n=6) developmental coaching level and leader mental-
emotional level.
Palmer (200: Employes Case studyPromotion Establishing mtivation and
(n=1) opportunity suitability for promotion.
Peel (200¢ SME owners Interviews:Relationshif Culture determining support give
(n=10) between coaching and to coaching and mentoring
organisational culture activity.
Sztucinski Executive: Interviews: Coaching Reported achievement; taki
(2001) (n=7) experience; self-development ownership; self development;
guide relationship with coach.

Orenstein (2006) claimed that case study data cbealaévaluated when questions

were designed using instruments, such as 5-poalescthat are able to be analysed and
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measured statistically. Laske (2004) contendelthvitng interviews with six leaders, that

ROI emanates from the process itself and behaviaeeelopment, and is validated when
entrepreneurs’ mental-emotional growth has beepatgd and enhanced through coaching.
However, Lowman (2001) argued that to be credibése study material should contain

specific events and variables, interventions uskagnostic interpretations, and possible

alternative explanations of results.

Table 2.ZTangible Coaching Results

Author/s Sample(n) Concept/Research Design Tangible Outcomes
Anderson Employee Performance based on - $250,000 in documente
Dauss, & (n=43) degree feedback annualized productivity benefits
Mitsch (2002) recorded.
Edwards & New recruit New employee (less than o Reduced new staff turnover frc
Lounsberry (n=11) year) retention program 12% to 0%.
(2008)
Fanashel Executive: Coaching services percept; 32 % of executives who hire
(2003) (n=143) Theory: modified proprietary coaches said the outcomes were
instrument worth it.
Homan, Employee Field sales divisiol Employee retention increas
Miller, & (n=67) improvement 47%; reduced customer erosion
Blanchard 219%,; hiring and training savings
(2002) 18%; sales productivity increase
14%.
McGovern el Executive Learning, behavioural chanc Reduced turnover, increas
al., (2001) leaders business results productivity, calculated ROI from
(n=100) coaching.
Moen & Executive: & Longitudinal effectconself Statistically ignificant, positive
Skaalvik middle efficacy, goal setting, ,casual change in self-efficacy, ,goal
(2009) managers attribution, need satisfaction setting, increased performance,
(n=127) need satisfaction
Olivercetal, Manager (31) Productivity improvemer Increased productivity by 22.4
(1997) Compared training with
coaching to training only.
Parke- Seniolleader  Increase productivity Calculated productivity and FI
Wilkins (n=26) retention, satisfaction, from coaching 700%.
(2006) teamwork
Phillips Executive: Staff retention; identify & Reduced staff turnover from 28
(2008) (n=25) develop learning needs for  to 17%. Increased commitment

company growth

leading to improved teamwork;
job satisfaction; customer service;
communication.
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Whilst some early coaching studies focused on sscoatcomes, findings in general
indicate that coaching failed as the byproducteifiable business performance and growth
(Kilburg, 2000) with very few coaching results detened by ROI (Bolch, 2001). However,
effectively tracking how business coaching contiglsumeaningfully to ROl when a limited
number of firms use any form of measurement, has b& ongoing issue (Fritsch & Powers,
2006). Table 2.2 shows tangible evidenced-basadhiog results.

Mixed-method approaches have been employed to tigaés results or outcomes
associated with business coaching. For exampler afterviewing 100 leaders and
estimating the cost of coaching received, McGovetnal. (2001) identified intangible
benefits of improved relationships emanating fravaahing, as well as tangible impacts on
productivity and quality. Using a multi-method apach and ROl analysis with 10
executives of a high potential development schéraggetter (2007) found that 40% of those
who received coaching increased their skills andevappointed to more senior positions,
compared to 22% of those who have not receivedhiogc

The literature points to ROI being assessed thraugthix of tangible and intangible
measures in the areas of decision making, gengradeas, achieving goals, gaining self-
awareness, and embarking on self-development, 8sasidaving a more positive attitude
and increased confidence. Connection between tsxhes’ role and session focus
determines entrepreneurs’ perception of busineashiog results, leading to the following
four hypotheses:

Hsa Results of business coaching positively infllemnentrepreneurs’ satisfaction

with coaching

Hs,: Results of business coaching positively infllesnhentrepreneurs’ locus-of-

control (internal)

Hse Results of business coaching negatively inflesrentrepreneurs’ locus-of-

control (external)

Hsg Results of business coaching positively infllesnentrepreneurs’ self-efficacy

Business Coaching Satisfaction
Satisfaction is the perception that something ifgfillment. Clutterbuck and

Megginson (1999) claimed that business coachingdirbsatisfaction and worked best when
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planning and preparation are well executed, trginis provided on role expectations,

responsibilities are defined at the outset, anceldgymental support provided at intervals
thereafter. However, Ragins et al. (2000) fourat garticipants in a mentoring programme
rated the relationship with the mentor providedraatgr degree of satisfaction than the
effectiveness of the programme. Additionally, Liemeh (2005) asserted that the connection
between coaches’ personal attributes and skikeén as important to coaching programme
effectiveness and satisfaction; with Leonard andas\W2005) finding that entrepreneurs

preferred sessions delivered within agreed timevs by practicing business coaches with
relevant background and experiences.

Coaching, through reflection of what went well amaly (Rider, 2002), is said to help
people gain skills and abilities to develop proiesally, and become more effective than
without such input (Leonard & Swap, 2005). Usingwprful questioning and active
listening under an umbrella of confidentiality, mess coaches can establish trust and
intimacy with entrepreneurs (Auerbach, 2006). Bgrinine phenomenological self-
developed interviews loosely based on existing are$e Hurd (2002) identified themes
associated with the relationship between coach r@utphient, and change enablement,
helping leaders develop self-awareness.

Effective outcomes of business coaching hinge drepreneurs gaining insight into
their present situation and envisioning future gd&tober, 2006), with lasting behavioural
change advocated through the use of interdisciplicaaching strategies involving adult
development and change (Goodstone & Diamante, 1998)reover, perceptions that the
investment in coaching effectiveness (Fanasheh3)2@0d satisfaction with a coaching
programme, can translate into new learning whichturn, increases firm performance
(Mumby-Croft & Brown, 2005). After interviewing 7eaders, Hall et al. (1999) identified
positive coaching outcomes for entrepreneurs aguiaeg new skills; gaining broader
perspectives; experiencing advanced problem solvekgls; and achieving overall
performance improvement. Furthermore, businesshitng based on partnership, education
and competency, with coach and entrepreneur wortkiggther, increases the likelihood of
achieving outcomes, and thus satisfaction withregagement (Witherspoon & White, 1996).
Long-lasting effects of coaching satisfaction appeabe positive changes in self-efficacy,

continued goal setting, and increased performaoeiil & Skaalvik, 2009).
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Satisfaction with business coaching can be engeddeom one or a combination of
variables such as the session period, cost ofcg=vdelivery method, relationship between
coach and entrepreneur, coach’s style and roleegdlay addition to outcomes. Thus, results
obtained from business coaching are likely to eéféedtrepreneurs’ perception of satisfaction,
leading to the following three hypotheses:

Hia Satisfaction with business coaching positiveiffuences entrepreneurs’ locus-

of-control (internal)

Ha, Satisfaction with business coaching positivelffuences entrepreneurs’ locus-

of-control (external)

H,e Satisfaction with business coaching positivedfluences entrepreneurs’ self-

efficacy

Entrepreneurs’ Level of Confidence

Previous research has established that firm suésdsssed on characteristics of the
founder with certain personality traits and chagdstics cognisant with entrepreneurial
behaviour and business success. For example, §oHianges, and Locke (2004) identified
achievement motivation as a key contributor to fotedy entrepreneurial performance.
Bandura and Locke (2003) espoused that at theecehitausal processes lie self-generated
activities with strong self-efficacy affecting madtion and actions, resulting in increased
performance and goal attainment. Hollenbeck anli (2804) found that self-confidence
reflects the perception of entrepreneurs’ abilitychange events and circumstances, leading
to a judgment about whether specific tasks cancheeged, and assert that self-efficacy can
be developed through experience, modelling otheoswvincing others, and managing
emotions.

Strong self-efficacy beliefs can be independenttied ability to perform, with
knowledge and skills also required for effectivenemnd increased performance. For
example, entrepreneurs with high self-efficacyléey to improvise, execute novel actions,
and engage in new enterprise performance (HmiésKiorbett, 2008), while goals, self-
efficacy, and communicated vision have been linledctly to venture growth (Baum &
Locke, 2004). Further, entrepreneurs with stroelffefficacy tend to believe in decisions

involving their own abilities and that of employeg@®rbes, 2005), while conscientiousness,
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emotional stability, and openness can moderatetipescorrelations with self-efficacy
(Stewart, Palmer, Wilkin, & Kerrin, 2008). In atldn, self-efficacy can be a personal
resource forming a buffer against stress, anxiatd burnout (Jerusalem & Schwarzer,
1992). However, entrepreneurs can be overly seifident and show bad decision making
about their ability to perform (Baron, 2000).

Rotter's (1971, 1990) internal/external locus-ofitol scale measures persons’
expectations of their perceived ability to influenand change situations based on their
behaviour and personal characteristics (internelideof-control), versus persons believing
that they are powerless to change situations adatgowerful others, and that any change
would be due to chance or luck, rather than themaviour (external locus-of-control).
Boone, de Brabander, and Witteloostuijn (1996) sgtgg that entrepreneurs with internal
locus-of-control have an ability to implement ségies successfully, which possibly related
to a leadership style of controlling outcomes, elasrentrepreneurs with external locus-of-
control are not as likely to be as effective in iempenting strategy and controlling outcomes.

However, different outcomes have emanated wherarelsers have used the locus-
of-control construct. For example, as founders refatively young companies and
confirming high need for achievement, Begley (1985%)nd that entrepreneurs are risk takers
and have external locus-of-control. Similarly, Becet al. (2000) identified locus-of-control
as a predictor of small firm performance, and adtéongitudinal study found that nearly all
externally orientated entrepreneurs’ firms failadd were more likely to go bankrupt. The
study by Mueller and Thomas (2000) across 25 casjtidentified that entrepreneurs from
cultures with a more individualistic orientationhgsited internal locus-of-control, compared
to collectivist cultures that were more likely torfray entrepreneurs with external locus-of-
control.

Boone and de Brabander (1993) contended that extkrous-of-control was more
indicative of larger firms and more likely to be asering situational contexts rather than
personality. Further, Boone and de Brabander (L98ghlighted problems surrounding
locus-of-control with self-reporting and common hwts bias based on participants’
inclination to give logically consistent answersidividuals’ environmental differences;
present mood; and social desirability for particutharacteristics. However, Hansemark

(2003) found, after a longitudinal study, that Is@f-control did have predictive validity of
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entrepreneurial activity, albeit for men but not fwomen. Moreover, Spector, Cooper,
Sanchez, O’Driscoll and Sparks (2002) concluded ltt@us-of-control is a sound predictor
of degree of control in the work-place.

Schenkel et al. (2007) contended that using sétfasfy as an antecedent to
entrepreneurial intention is effective in the skerm, but does not measure-up as a long-
term predictor, whereas Rauch and Frese (2007)dfgemeralised self-efficacy to have a
strong relationship with success. In a study wifb lbusiness owners to distinguish
entrepreneurs from managers, Chen, Greene, ankl (@€68) identified entrepreneurial self-
efficacy which is belief-based, as a better predicf entrepreneurs than locus-of-control
which measures situations. Using structural equatnodelling with 133 participants from
Central Asia, Luthans and Ibrayeva (2002) found #@rdrepreneurial self-efficacy within
transitionary environments, contributed signifidamd performance outcomes.

However, cognitive preferences and style can imibgeself-efficacy to the degree
that entrepreneurs might choose either an analytiaek orientated style versus a more
personable selling oriented style, to the detrindrd less preferred style (Kickul, Gundry,
Barbosa, & Whitcanack, 2009). While Hollenbeck aHdll (2004) cautioned against
confusing the terms of self-esteem and self-confidewhere the former is akin to valuing
oneself and the latter refers to ability to perfpudge, Erez, Bono and Thoresen (2002)
suggested that, after finding similarities betwéecus-of control, self-efficacy, and other
measures of self-esteem, using more than one oechstan obtain more effective
discriminant reliability.

Clearly, entrepreneurial level of confidence hagfiect on firm performance. Thus,
it is hypothesised that:

Hsa Entrepreneur’s locus-of-control (internal) pogty influences firm growth

Hsp: Entrepreneur’s locus-of-control (external) negay influences firm growth

Hse: Entrepreneur’s self-efficacy positively influerscfirm growth

Summary
This section has focussed on the areas of reldtipn$etween the coaches’ role, the
coaching session focus, entrepreneurs’ perceivadhiiog result, entrepreneurs’ satisfaction

with business coaching, and entrepreneurs’ levetmifidence. The literature review
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suggests that inter-dependent relationships eristden these elements, which together, are
responsible for successful outcomes. Accordinglyhypothesised model is proposed for
business coaching, entrepreneur level of confideand firm growth. Seventeen testable
hypotheses on the inter-relationships between facitontained within the model are outlined

and shown in Figure 2.6.

Business Coaches’ |11 > Entrepreneur
Locus-of-Control
Role ¢ Sa
(Internal)
H]a d
Y
Busine§s Coaching uil’ - Entrepreneur
Session Focus Locus-of-Control  Hs
. (External) \ SME Firm
My s Growth
Business Coaching 3¢
Results
H;, | . Entrepreneur
Self-Efficacy H;,
Business Coaching 4b
Satisfaction /
4c
Busi c hi Entrepreneurs’ Fi
usiness L.oaching Level of Confidence frm

Figure 2.6Hypothesised model of business coaching and frowt.

Figure 2.6 shows that business coaching is proptséd an indirect-influencer of
firm growth and an antecedent to entrepreneunadllef confidence. Chapter 3 presents the

research design for this thesis.
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CHAPTER 3: RESEARCH DESIGN

Overview
Chapter 3 outlines the research design employethighthesis. Studies 1 and 4
involve qualitative approaches and Studies 2 andil&e quantitative research methods.
Each study is independent but inter-related bydmgl upon one another to establish a sound
platform for the following study. As previouslygsented in Chapter 1, Table 3.1 shows the
overall design of the four studies under invesiggat Reasons for using a mixed-method
approach are outlined next.

Table 3.10verall Research Design

Study Aim Research Question Design Method Cohort
Study To explore How does usiness Exploratory Sem-structurec Business coache
1 plausibility of coaching contribute qualitative face-to-face (n=2)
classifications to firm growth? approach interviews with SME leaders
and using content  business coaches coachedi=2)
assumptions analysis and SME
entrepreneur/
leaders
Study Toestablist  What differenc, if Quantitative  Pre-post pilot Previous busines
2 outcome any, does a methods using outcome study of coaching K=45)
measures for structured multivariate ~ SME Versus
busiess  proganme make siaisics entepreneurs p Nopreous
. o , business coaching
perceptions of training with one- (n=80)
business coaching? on-one business
coaching
Study To identify Whatcontribution Quantitative  Cross«-sectiona Business coachin
3 the if any, does analytical survey of fast- (n=100)
contribution  business coaching techniques growth SMEs Versus

of business  make directly or  with structural

coachingto indirectly to firm  equation No business

coaching §=100)

firm growth growth? modelling
Study To Whatare the Interpretative ~ Sem-structurec SME
4 corroborate  experiences of fast-qualitative telephone entrepreneurs
findings from growth design interviews business coached
Study 3 by entrepreneurs when involving (n=39)
exploring receiving business entrepreneurs of
entrepreneurs’ coaching? fast-growth SMEs

experiences
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Mixed-Methods Research Design

The design underpinning this thesis is a mixed-oathdesign involving sequential
data collection leading to a pragmatic understapndafi the research problem posed
(Creswell, 2003). As Bygrave (1989) pointed outirepreneurship is a process evolving
over time, and therefore cannot be measured agearlievent or continuous dimension
because of environmental variations and other factdMoreover, Chandler and Lyon (2001)
highlighted the difficulties in obtaining archivdhta from privately held firms with many
small businesses either not having formal docuntiemtaor being reluctant to provide
information.

Studies in this thesis comprise both quantitatine gualitative methods of data
collection. Quantitative measures take a dedugtogtivist approach to statistically analyse
data and predict events (Cavana, Delahaye, & Seka@01). According to Johnson and
Duberley (2000), positivism aims to focus on theeslable to identify causal explanations
which enables the establishment of fundamental ldvas explain the process of social
behaviour. Using structured methodologies ancbéskang hypotheses a priori (Saunders et
al., 2000), post-positivist approaches begin withoty, collect data through pre-test and
post-test measurement to either support or refypotheses, and finally make revisions
before collecting additional data (Creswell, 200B)ox and Bechger (1998) advocated using
structural equation modelling, which has been giliidg theory and empirical results from
previous research, to form causal relations.

In contrast, Cavana et al. (2001) argued that &veungh positivism remains objective
owing to separation from participants during datthgring, human activities can lose
meaning when reduced to numbers. Johnson and BybgO000) contended that the
meaning of text cannot be inferred without inte@ctbetween the author and interpreter.
Moreover, Hill and McGowan (1999) argued that triadial, positivist and quantitative data
collection methods do not take account of the iidial nature and characteristics of
entrepreneurs. For example, Hill and Wright (20@ommended that SME circumstances
(e.g., environment, industry, organisational sutel and entrepreneurial orientation (e.g.,
personalities) are best portrayed through qualgatesearch. Moreover, Hill and McGowan
(1999) drew attention to the unique contributiord anfluence of key personality and

behavioural attributes of entrepreneurs who drilie tevelopment of businesses by
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determining the vision, taking risks, and forgingead with sheer motivation. To this end,
qualitative procedures take an interpretive stangeconstruct understandings from iteration
between participants and researcher (Guba & Lind®84), by tapping into the experiences
and paradigms of participants through meaning-ntpkinthe world they live in (Johnson &
Duberley, 2000), thus enriching findings. Howewenhile interpretive approaches allow
researchers to experience realities in differentsaand uncover the richness and complexity
of peoples’ thinking, criticisms centre on subjety and relatively narrow foci (Cavana et
al., 2001).

Qualitative approaches such as grounded theoryystematic inductive guidelines
to collect data in order to verify and develop tye(Charmaz, 2000). Ryan and Bernard
(2000) stated thagrounded theory is an iterative process by whighahalyst becomes more
and more “grounded” in the data and develops in@i@gly richer concepts and models of
how the phenomenon being studied really waik383). Caracelli and Greene (1993)
advocated transforming data during statisticalhentatic analysis to obtain a dialectic view
towards an integrated depth of understanding usingrlapping conceptualisations of
phenomena, and thus guide qualitative methodsnidegendent triangulation. Jick (1979)
argued that triangulation, a systematic collectodrboth quantitative and qualitative data
collection, was a way of identifying unique variaamver and above single method use, as
well as cross-checking internal consistency andhbiity. For example, according to
Spector (2006), common method variance can occurgte potentially biasing factors with
self reports as a result of social desirabilitgttis, through negative affectivity by reporting
events as stressful and dissatisfying, or acquiesgcby agreeing with everything. Further,
Podsakoff, MacKenzie, Lee, and Podsakoff (2003)baitted common methods variance to
techniques used rather than constructs which caubject to social desirability, that is, the
need for acceptance to answer questions on itemsupposed correct way.

A triangulated approach can help to establishioglahips between quantitative and
qualitative methods, and advance conclusions (Saand.ewis, & Thornhill, 2000).
Moreover, the use of both quantitative and quaatpproaches can increase researchers’
confidence and validate findings, as well as séowveduce common methods bias (Creswell,
2003). However, Jick (1979) cautioned that althotgangulation enables researchers to

have a high level of confidence in results, therapph does not compensate for weaknesses
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in single method research. While using quantiéativ qualitative techniques in isolation can
lead to an incomplete picture of cohorts under stigation, Jack and Raturi (2006) argued
that a complementary interface must reinforce sinties across studies.

It is for the reasons stated that a mixed-meth@ssgd, in the form of a triangulated
approach, is employed to help establish relatignsshietween quantitative and qualitative
methods with the objective of enriching findingShe four integrated studies in this thesis
will adhere to Johnson and Duberley’'s (2000) adtams to ensure that: internal validity is
maintained by generating causal links in a corgblenvironment; external reliability is
supported through the efficacy of measures; andreseptative samples facilitate
generalisability, thus enabling patterns highlightee be replicated within the general
population.

The next four chapters focus on reporting Studie8, B, and 4, respectively. The
overall aim of Studies 1 and 2 is to select, dgveknd test suitable constructs, and to
determine appropriate participants for Study 3.e Diverall aim of Studies 3 and 4 is to
determine the effects of business coaching on girowth. The following Chapter 4 reports
on Study 1.



Business coaching and SME growth 66

CHAPTER 4: STUDY 1

INVESTIGATION OF ENTREPRENEURS AND BUSINESSCOACHES VIEWS REGARDING THE
PROCESS ANDOUTCOMES OF BUSINESSCOACHING

Overview

Chapter 4 reports on the findings of Study 1, at@tudy involving business coaches
and entrepreneurial leaders utilising qualitatiesearch methods (Table 4.1). Study 1
explores perceptions of business coaches, and SiEpeeneurial leaders that received
coaching. The research design and methodologyesepted, including a description of
participants, measures, data collection, and prgesd The present chapter concludes with a
discussion of findings and limitations. Materialtlggred on business coach and SME
entrepreneur/leader perceptions of their expergenseaused to conceptualise and develop
propositions before further research is undertakddecommendations and implications

which form the basis for Study 2 are outlined.

Table 4.1Design of Study 1: An Investigation of Entrepreseamd Business Coaches Views
Regarding the Process and Outcomes of BusinesshZgac

Aim Research Question Method Cohort
To explore How does busines Sem-structured fac-to-  Business coachen=2)
plausibility of coaching contribute to face interviews with SME leaders coached
classifications and  firm growth? business coaches and  (p=2)
assumptions SME entrepreneur/

leaders

Study 1 is exploratory in nature, with the aim diftaning the views of highly
experienced business coaches about the servicgsptoeided, and the entrepreneurial
leaders they coached for their experience andteeagbociated with the business coaching
they received. In order to demonstrate the plaligilof classifications and assumptions,
material gathered is examined for differences betwentrepreneurs establishing and
maintaining lifestyle businesses versus fast-growtsinesses. Termedazelles by
Lesonsky (2007), Birch (1997) maintained that v firms achieve fast-growth and are
able to sustain the pressured trajectory of satigfghareholder needs. In contrast, Hay and
Kamshad (1994) claimed that some entrepreneurgmpt@fmaintain a lifestyle with a slow

growth-rate without fear of shareholder influencehe question addressed during this stage
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of the research iddow does business coaching contribute to entrepneshgerformance

and firm growtt?

Research Design

Study 1 takes a qualitative approach with a smah@e of business coaches and
entrepreneurial leaders engaged in business caacBrmounded theory is used as an interim
measure (Huberman & Miles, 1994), taking a systenmaéthod of inquiry with the purpose
of building and forming theory (Charmaz, 2000). iAductive, interpretative method is used
during the face-to-face interviews between paréinois and researcher (Guba & Lincoln,
1994), thus drawing meaning-making from the entepur’'s world (Johnson & Duberley,
2000). Choosing a conceptual framework upon whactdraw and verify conclusions, data
underwent a reasoned process of collection, staadeetrieval (Huberman & Miles (1994).
Interview material was content analysed to recoisstinderstandings from iteration (Strauss
& Corbin, 1994), with text segmented into meanihgiomponents by the present researcher
constantly making comparisons to discover themegmriR& Bernard, 2000). Common
themes of business coaches’ expectations and esriep/leaders’ experiences were used to

form and develop propositions before undertakirfggsguent research in Study 2.

Method

Participants

The four participants in Study 1 are two entrepuefieaders receiving business
coaching, and the two business coaches who provideathing services to these
entrepreneurs. Entrepreneurs are SME founderatefnially grown Australian operations
with average annual gross revenue of $7-9 millioerca three-year period. Both male,
entrepreneurs are aged between 35-45 years amatyertiucated. One entrepreneur, from
the manufacturing industry who employed 30 peobted years previously, employed 100
people at the time of this study. The other em&egur, from the wholesale trade industry,
maintained a steady employment rate of 12-14 peopkr a three-year period. The
entrepreneurs had engaged their business coachesywere both male, for a period of 4-8
years, met with them for two hours each month, pail them $A200 per hour. One

entrepreneur agreed on business coaching outcdnties eommencement of the agreement,
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whereas the other entrepreneur did not agree acomgls. Entrepreneurs reported being
extremely satisfiedvith the relationship with their business coachd dhe outcome of
business coaching; ameryto extremely satisfietvith the period/length of the sessions, the
cost of the sessions, the style and approach diubmess coach, and the role of the business
coach.

The two business coaches indicated having workadthie last eight years, with a
professional company that trains business coaahegrdvide structured group training
complimented by one-on-one business coaching ssvic entrepreneurial leaders. The
providers of the services are both male, aged lwtve®-60 years; have previously owned,
partnered in, and sold businesses; and possesfiogtiains in business, with one business
coach a credentialled mentor coach, and the otiéng qualifications in human resources.
Previous to coaching, one business coach was indassmanagement while the other was a
management consultant, and both were currentlyhiedoin other pursuits other than
business coaching, such as human resources, gaand teaching. In addition to the one-
on-one coaching, entrepreneurs attended a groupngaprogramme, run by the business
coaches for one day per month, and which compo$d®-15 leaders from non-competing
SMEs. The next section outlines the proceduresirsiedview protocols used in the current
study.

Procedures and Interview Protocols

All participants received a plain language statenf@ppendix 4.1Plain Language
Statementand signed a copy of the prescribed consent flmmpersons participating in
research projects involving questionnaires andvrees (Appendix 4.2Prescribed Consent
Form). Entrepreneurs completed the business coachipgriexce questionnaire (Appendix
4.3 Business Coaching Experienceontaining items associated with firm demographic
(Delmar et al., 2003), with the second sectiontirgdato business coaching experience
(Clutterbuck & Megginson, 1999; Kleinberg, 2001)Business coaches completed the
business coach questionnaire (AppendixBudiness Coach Questionngirghich contained
items about their business coaching background) séction two querying their business
coaching practice (Clutterbuck & Megginson, 199¢aid, 1988; Orenstein, 2000).



Business coaching and SME growth 69

Face-to-face semi-structured interviews of apprately 50 minutes duration were
conducted separately with each of the four pasditip on their business premises.
Participants were advised that the interview wabddape recorded for research purposes
and that material collected would be transcribedl r@ported anonymously. Table 4.2 shows
three semi-structured interview questions askebusiness coaches, but not entrepreneurs.
The intention of these questions was to understamginess coaches’ assumptions and

interpretation of coaching and mentoring (Clegglet2003; Kram, 1988; Whitmore, 1996).

Table: 4.2Semi-Structured Interview Questions for Businasascies

Business Coach
Do you have a definition of mentorir

How do you differentiate mentoring from coachi

Do you at times do coaching when you are mento

Table 4.3 contains eight similar semi-structureterwview questions which were
asked of business coaches and entrepreneurs. paaabf questions has a theme pertaining
to influence, experience, focus, and measuremerusiness coaching or training (Hurd,
2002; Kauffman & Bachkirova, 2008; Leonard & Swa&®05; Megginson et al., 2006;
Ward, 2007).

Part-way through the interview, the present resmarshowed Figure 4.1, the co-
dependent function of firms (Covey, 1989; Delmarakt 2003; Finkelstein et al., 2007;
Ohmae, 1982) to business coaches and entrepreaadrssad out the following script:

Can | show you a diagram? This is what a firm @mally about: the context

contains the vision and goals the company setdpmess are external; stakeholders

could include equity holders; and the internal paftfirms is the production which
might be manufacturing or creating a product or\see; processes with procedures
and systems; and people with all the issues ofsitndli relations, style, personalities,
etc. On this diagram, where do you think you waowldinly spend your time in

business coaching sessions?
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Table: 4.3Semi-Structured Interview Questions for Businessc@es and Entrepreneurs

Theme

Business Coach

Entrepreneur

Q.1

Q.2

Q.6

Q.7

Q.8

Business coachin
influence

Training programmu
influence

Firm growth anc
business coaching
without training

Tools and models ust
by business coaches

Focus during busine:
coaching sessions
Researcher shows:
Mode co-dependent
Functions of Firms.
(Figure 4.1)

Entrepreneur drive

Business coachin
measurement

Other busines
coaching experiences

What influence did usiness
coaching have on the growth of
the entrepreneur?

What influence did the trainir
programme have on
entrepreneurs’ firm growth?

Would the firm have grown ¢

To what degree did busine
coaching contribute to your firm
growth?

What influence di the training
programme have on your firm
growth?

Would your firm have grown ¢

much if the entrepreneur receivedmuch if you had received business
business coaching only and not coaching only and not training?

the training?

What tools/models did you u:
when you were business
coaching?

What areas did you focus most
during the business coaching
sessions?

What drives thentrepreneur yo
were working with?

How did you measure tt
effectiveness of business
coaching?

Is thee anything else you wou
like to tell me about your

What tools/models did yot
business coach use?

What areas did you focus most
during the business coaching
sessions?

What drives you

How did you measure tt
effectiveness of business
coaching?

Is there anything else you wot
like to tell me about your

experience as a business coach? experience with a business coach?

Interview material was transcribed and, owing te #imall number of participants,

was examined manually to identify common themesa(@laz, 2000). Questions asked of

business coaches and entrepreneurs were comparesinfibar or different themes, the

findings of which are presented and discussedam#xt section.
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Process
- series of actions and
methods to produce
change procedures

Customers
- internal stakeholders

[

Customers
- external buyers, adopters

A

Production
- create, manufacture,
warehouse, deliver, impart
goods, services

People
- behave, act, or respond
in a particular way,
leadership, culture

Context
Vision, goals, strategy (impacted by customers, circumstances, internal factors, environment)

Figure 4.1Model of co-dependent functions of firms.

Findings and Discussion

The aim of Study 1 was to seek the views of higidgerienced business coaches on
the services they provide, and the entreprened@aalers they coach for their experiences and
outcomes arising from business coaching. Priolinterviews, participants completed
guestionnaires to obtain basic demographic infaonats well as their view about aspects
of their business coaching experiences so thatciigd be cross-matched with interview
responses. As noted earlier, during interviewsjrmss coaches were asked three questions
at the commencement to gain their understanding iatetpretation of coaching and
mentoring. Business coaches and entrepreneurs akdre asked eight similarly worded
questions to ascertain common themes between etipest and experience. The following
analysis and discussion consists of relevant quatesh are taken as excerpts from fully

transcribed interview material.

Pre-Interview Questionnaire Material
The questionnaires for business coaches and emtreyms contained two similarly
worded questions (see Appendices 4.3 & 4.4). Tabhle shows business coaches’

expectations and entrepreneurs’ experience witmbss coaching.
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Table 4.4Business Coaches’ Expectations and Entreprenewséience with Business
Coaching

Question Business Coach Expectations  Entrepreneur Experience
To what degree did you/ yo » Sounding board * Sounding board
business coach play the role of:e  Critical friend  Critical friend
(On a 7-point scale responses 0f  [istener e Listener
Not at All — Always) «  Network facilitator « Counsellor

* Mentor - expert knowledge

The main reason you we * Increase performance * Expand their thinking
engaged/engaged a business «  Grow the business « Develop their potential
coach was:

(Respondents to make one
choice between 9 items)

As shown in Table 4.4, the role expectations angeegnce of business coaching
sessions were consistent for sounding board, ariti,end, and listener, but differed between
business coaches and entrepreneurs on other fbhesexpectation of why business coaches
were engaged, to focus on business performance, grodith, was dissimilar with
entrepreneurs’ experience of expanded thinking, deelopment of their potential. These
differences might have occurred because of thepraneur’'s desire to change the agenda as
sessions progressed (Whitmore, 1996); the nee@ntoépreneurs emerged over time and
business coaches were flexible enough to accommoday changes (Clutterbuck &
Megginson, 1999); or by focussing on strengths degeloping the potential of the
entrepreneur, this might have been seen by bustoesdes to indirectly aid increased firm
performance and growth (Kets de Vries & Korotov)20; Sztucinski 2001).

In addition, entrepreneurs were asked to rate tieneto which they were satisfied
with their business coaching experience on a 7tmumale ranging fronTotally Dissatisfied
to Extremely Satisfied Entrepreneurs rated beiNgry Satisfiedo Extremely Satisfieavith:
period/length of the sessions; cost of the sessi@iationship with their business coach;
business coach style and approach; role playetidopusiness coach; and the outcome of the
business coaching. Fanasheh (2003) reported sifiidings with a cohort of executives

who stated that outcomes associated with busirgegshing were worth the investment.
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Interview Findings with Business Coaches

As previously noted, a number of authors (e.g.,dBeilg, 2010; Stone, 1999) point
out that coaching and mentoring are often reposiphrately as two separate functions.
However, others (e.g., Kleinberg, 2001; Kram, 198tited that the terms are often used
interchangeably or as subsets of each other. Yeghrd to question 1, business coaches
(BCs) were asked if they had a definition of memigrto which they replied:

We are trying to see ourselves more as a soundiagdh as a counsellor, being able

to answer the hard questions. Coaching can tendpiay a bit more discipline. |

think with large organisations it's about helpinggple with their career paths. It's
more about what your needs are at the time (BC1).

When you work as a mentor, this is one of therdiffses between mentoring and

coaching, you are aiming to take a holistic appioacot just of a person but within

the business environment within which they opdiB?).

From these responses, key words used by busineshe® were sounding board,
counsellor, helping with careers, needs, and holespproach, which are consistent with
descriptions of mentoring proposed by Kram (1988y Clutterbuck and Megginson (1999).
Equally, words such as sounding board and holegigroach have been used to describe
coaches’ roles (e.g., Brock, 2006; Kets de Vriealet2007c; Rider, 2006). When asked the
question concerning differentiation between mentpand coaching, coaches stated:

In my mind it shouldn't be either, no differenceYou should be an enabler.

Mentoring is saying this is the wrong way to ddeits try it this way. Coaching is

asking more about what is it you are trying to @@, and what actions do you need

to take and then monitoring what the actions ar€ 1B

Coaching is looking at developing specific skilisseith an executive, looking at skill

gaps and building those skills to fulfill a perfancte or requirement within the

business or within its environment. Mentoring lirdng of insight, it's almost like
teaching, but it's a sharing of insights and expades to help other people to open
their minds to a range of options and thinking,rttihey would otherwise have (BC2).

While BC2 said that coaching and mentoring requa#frent skill sets, BC1 stated
that coaching and mentoring should act more asahler rather than being differentiated by

terminology. According to various authors, (e@lutterbuck & Megginson, 1999; Kram,
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1983), the role of expert is akin to a mentoringuieement, but equally necessary for
effective business coaching (e.g., Hall et al.,%9%onard & Swap, 2005; Stober & Parry,
2005). In regard to the last interview questioekg®ey whether at times business coaches did
coaching when they were mentoring, business coaelspsnded:

In the role we play as counsellor, if they havetohe the actions then what's their

problem? And you say ‘are you happy with thathdAyou just keep talking it

through until they face it. If they have a goat\ytrare passionate about they’ll do it,
you just keep asking questions. So in that semsense holding them to account for
what they say is important. You are asking perimms@BC1).

In small businesses for those with very limiteceelgnce, then the mentor is going to

coach to a certain extent. In mentoring trainingy @erspective is that people learn

by absorbing it themselves, through self-discovdfyen if coaching, we tend not to
take the approach of ‘this is a solution’, but rathpropose a range of things to try
encouraging the person to integrate a choice irtteirt own. In my corporate

background, | was a terribly directive managingeditor and yet | enjoy taking a

facilitative mentor role. A Socratic method ofri@ag is probably my natural style.

| enjoy watching how people respond (BC2).

While BC1 did not specifically answer the questigrgarding whether at times
business coaches did coaching when they were niegtdre instead referred to the role as
one of counsellor. As noted by Garvey (2004), tiven counselling in business indicates
support and advice. However, BC2 differentiatedween coaching and mentoring as
instruments to be used according to the firms’ estafygrowth, which in turn dictated the
selection and use of coaching and mentoring asadetbgies. Interestingly, both BC1 and
BC2 spoke of using questioning as a tool to arat/eolutions and work with entrepreneurs
to achieve their goals. Questioning is said tabeffective tool and one which is advocated
as a coaching intervention (Kilburg, 2000), moretilsan within mentoring arrangements.
Techniques such as direct questioning, togethdr abservation and objective feedback, are
likely to assist entrepreneurs with their thinkipgocess by encouraging them to gain
understanding and insight into developing solutitmsugh their own learning experience,
thus enabling them to take responsibility for treim actions and outcomes (Buchen, 2001;
O’Neill, 2000; Zeus & Skiffington, 2002).
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From these three responses, interview materialbeasummarised in the words of
both interviewees who stated that coaching and oniexgt were interchangeable according to
the situation and the needs of entrepreneurs. nredgether, the interpretations of coaching
and mentoring are in line with Clegg et al's. (2P@8finition, whereby business coaching is
a collaborative relationship within which coachesny business experience and focus
primarily on firm performance, business goals, amdlviduals’ contributions to that end.
Business coaching is further explored in the theamesing in the next section, when the
present researcher asked questions of a similarenet business coaches and entrepreneurs.

Business Coaches and Entrepreneurs’ Interview Mager

The question specifically addressed during thigestaf the research centres étaw
does business coaching contribute to entreprenepesformance and firm growth
Differences between business coaches (BC), andpetreurs establishing and maintaining

a lifestyle business (EL1) versus those that aspifast-growth (EF2), are examined.

Q.1 Business Coaching Influence

In response to the question directed at busineashes on what influence business
coaching had on the growth of the entrepreneur, 8toke of benchmarking.

When | am coaching or mentoring the first thingtthaople want to know is “is this

normal, am | going down the right track?” or “wham | missing, what should | be

doing differently?” The second thing I thought abes the most value | can be to the

CEO is to help them to understand what their reléBC1).

BC1 said he was particularly pleased when entrepnesnrealised they can control
their own situation. He further explained thatha&l to often point out to entrepreneurs the
difference between being a leader instead of a geanand lamented that:

Some of them are still activity junkies where talkeyost think if they are not working

60 hrs a week they are not valuable (BC1).

BC2 highlighted the differences between fast-grovahtrepreneurs and other
entrepreneurial roles:

| had a number of people who were in the ‘rockettegory. The businesses grew

very rapidly and they leveraged me as businessictmabelp them grow the business,
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deal with issues, and manage that growth. Somstinfieel like a career counsellor

instead of a business coach. There were othersaWartists or ‘lifestylers’ - people

who have got to a point, e.g., a professional sewibusiness, or everyday trading
business, maybe one or a couple of million dollarg] they were working really hard

and felt they deserved a better end result so ttmadé to focus on the growth, so did

not grow rapidly (BC2).

BC2's explanation of rockets was similar to the Zgiles’ termed by Lesonsky
(2007), and artists as ‘lifestylers’ is in line twiHay and Kamshad’s (1994) interpretation of
entrepreneurs preferring a slower growth-rate firdss maintained by Birch (1997), fast-
growth is achieved by few firms. BC2 then focuseadhe impact business coaching made
to business growth:

The entrepreneur’s business was about to die,rttlestry was contracting. He had

to make some major strategic choices. He was &psmnal who did his job very

well and had a very good business but the markdtiadustry which he as serving
were not going anywhere. He is very open to it dedis used to working with

someone in the capacity of business coach - hadohéad a business coach he
would not have experienced the growth. Stratetyida¢ had to deal with some very
big questions and didn't have the combination gdeglence and skills to deal with

those questions (BC2).

BC2's example highlights the issues entrepreneavs lwhen they grow too fast and
enter into stages of growth for which they are eppred or have very little experience
(Gerber, 1995; Greiner, 1998; Moreno & Casilla)20

Entrepreneurs were asked to what degree busines$fing had contributed to their
growth and in contrast to the business focus by, HA2 emphasised a personal view of
growth:

More growth in terms of our professionalism. Whgoa are being constantly pushed

and prodded or asked the difficult questions thay @n outsider can ask, it makes

you really think about the business itself. Whdbund very helpful was just in
moving myself from the day-to-day and really tmgkiabout some of the bigger
issues (EL1).
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When | look back, it really set the clock as famasdevelopment was concerned with

how | wanted to be supported (EF2).

In essence, the influence business coaching hanwapreneurs is interpreted in a
similar manner by business coaches and the liesgyitrepreneur (EL1), where the
concentration of business coaching is on the gravftthe firm. In deference, the fast-
growth entrepreneur (EF2) pointed to aspects ofquerl development and support being
beneficial which corroborates the view of Kets dee¥ and Korotov (2007b) that coaches
support entrepreneurs developmentally, thus er@gitiem to work with their strengths and
build self-confidence to face operational and emwinental issues. In addition, Hamm
(2002) postulated that entrepreneurs who are alderifront shortcomings, accept feedback,
and are open to learning, are more likely to siwgfadlg scale-up operations to achieve firm

growth.

Q.2 Influenceof a Training Programme

Business coaches were asked what influence theingaprogramme had on the
business growth of the entrepreneurs. BC1 resgbnde

The beauty of what we do is they have got effégtie other coaches if you like

within the group. The real strength of what weislan that group of trusted peers

who they learn from and who support them. CEOsjase like children, they are

exactly the same. They take more notice of edwtr,oparticularly those who they
respect and trust, than anyone else. So in efteey, are kind of being coached by
each another, and the openness that develops imrerwithin the group makes it all
the more meaningful (BC1).

This response from BCL1 is in accord with Cooper @uick (2003), whereby peers
from non-competing firms can benefit from interagtand learning from one another within
a group environment. BC2 emphasised entreprenewtvation and stage of growth:

The rockets are absolutely focused on growth. Thakythat they didn't have the

breadth of skills to do so, and those businessesv@t an enormous rate. The

lifestylers tend not to focus on the growth, buhea on the lifestyle a particular kind
of business could give them, so the use of thendssicoach was very different.

(BC2).
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From BC2'’s perspective, it would seem the trairgngup created a safe environment
in which to explore hurdles to firm growth. Thenlda-on approach of lifestyle entrepreneurs
is similar to the findings of Sexton et al. (199%here business founders struggled with the
complexities of growth unless they had some sorsugdport to assist with the transition.
Entrepreneurs were asked what influence the trgimirogramme had on their business
growth and EL1 replied:

We have got a one-page business plan that has tywoegh a few cycles and we

certainly wouldn't have had that if | didn't haveetdiscipline of the group, and |

suppose it's a bit of the commitment to the ottzexswvell. It does provide that

commitment that others force on you. The othepmapt factor has been being able
to talk about the basic structure of the businesserms of people or the types of
people and the types of roles. When there are peisplies | can go home and talk
about it and it's helpful, but from a professiomaint of view having an outsider

coming in and being able to talk about some oféfbsgs is very valuable (EL1).

A number of authors (e.g., Gumpert & Boyd, 1984pfer & Quick, 2003) have
identified the loneliness that occurs for leaderemwthey do not have others with whom to
share their experiences or talk about their isslets de Vries et al. (2007c) highlighted the
dangers of operating in isolation and the possybthat staff will only tell the leader what
they think they want to hear. In addition, EL1 reakmention of writing a business plan
which, according to Upton et al. (2000), few entezyeurs bother to develop. By way of
contrast, EF2 responded:

I've certainly gained an insight into the challesgbat people face in a broad range

of businesses. As opposed to learning by experighe training is one of the few

areas where you can learn by knowledge, and legrother people's experiences.

Because you are so intimate with the companies basduse you're so intimate with

the details of the problems, you become intimati wibecause of the way the

training gets you to present your issues and proile | found that extremely useful.

It allowed me to make decisions that | didn't redllave any basis for in the first

place (EF2).

Collectively, the reaction of business coaches difestyle and fast-growth

entrepreneurs, about whether training programmasribated to firm growth, is consistent
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and positive. Bennis and O'Toole (2005) pointed that learning for entrepreneurs
occurred when provided by practising professionalsion-academic programmes. The
training programme allowed entrepreneurs to disgagéor a period, from the competitive
pressures of running a business to embark on angguof self-discovery, reflection and

accountability (Clutterbuck & Megginson, 1999).

Q.3 Firm Growth and Business Coaching without Trang

Another question centred on whether firm growth lddoave occurred as much if
entrepreneurs had engaged in business coachingaodlad not attended training sessions.
BC1 responded:

It's business leaders and owners learning to getesdalance into their lives - they

learn and develop. | heard a saying the other dlag longer you are working in the

business the more value you create”. In a senagstborrect because the longer you
work in it the more it can’t do without you, thertsof organisation that you are
carrying forward. As a leader you need to find tight people to fit into the right
moulds and from those you can leverage yoursetf thé role you want to have

(BC1).

This response from BC1 highlights the need foreg&neurs to have processes and
procedures in their business, allowing them to $oon strategic imperatives and delegate
responsibility to others (Deakins et al., 1988;l6&ey 2005; Sperry, 1994). BC2 replied:

The rocket people are already driven. Who the [geoere, was more the issue than

who the business coach was. They either draw frymexperience, or a range of

other people's experiences. There is no judgmenb ahe skill level that a person
brings to the table (BC2).

As identified by St-Jean et al. (2005), BC2's ansindicated that motivation was the
most vital ingredient to firm growth rather thanetimode of support received by the
entrepreneur. Entrepreneurs’ responses diffed those of business coaches. While EL1
seemed to prefer one-on-one business coachingsgéi& very favourably of the training
component. Both entrepreneurs, while valuing thening component (Gibb, 1997),
highlight a preference, as postulated by CooperQudk (2003), for the personal nature of

business coaching as opposed to learning in a grovippnment.
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| don't think they overlap. Because you have 123different people from different
industries you get different ideas, input, and iginé out fact of what they're doing in
the business to help you along. So that is exisewaduable. The benefit is the one-
on-one situation. He is more like a friend in ayveather than the group. He doesn't
really come up with answers, like when you go ®dloup you get 12 answers to
things (EL1).

| suppose the business coaches established soraadgroles, and some knowledge

that was going to help me growth through my lifel #irough my business. | think

the training has really opened my eyes to a latrifcal issues that a business coach

may not be able to cover with the breadth of exgpexe@. And it has opened up a

whole lot more experiences, a range of differerdptee While the training doesn’t

give some of the personal development to a persdogs give you a broader range
of experience or business issues and a range afidasexperiences. What | do know
is that really helps you (EF2).

Responses to the question of whether firm growthildvbhave occurred as much if
entrepreneurs had business coaching without theirtgaprogramme, differed. Business
coaches appeared to answer the question equivpaahich might be understandable
because they provided the one-on-one coaching lhaswhe training. Whereas, the lifestyle
entrepreneur emphasised the one-on-one businesbkimgathe fast growth entrepreneur
seemed also to benefit from the different aspeickaisiness coaching and training. Overall,
business coaching appears to help leaders leamgrgsvely when the environment is
collaborative and supportive (Witherspoon & Whit897).

Q.4 Business Coaching Tools and Models
In relation to tools and models, business coachere vasked what they used in
business coaching. While BC1's response was \et,sSBC2 provided more explanation:
My job is to support them (BC1).
| use the programme practices. It is quite a dureed approach with contracts for
the one-on-one process. For the facilitation pgséhere is a formal methodology
gathered together from various approaches and Iiidtito a range of practices. |

have had exposure to many different approaches,isdringing all the writing and
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observations together and saying “here is a modelifferent people’s approaches”

and then see how others can draw from that to Ineetiuing that will work for them

(BC2).

This flexible approach to entrepreneurs’ needsstated by BC2, is in line with
Witherspoon and White (1997) who asserted thatoredipg to leaders’ changing agenda is
sometimes necessary for effective coaching. Wimeregreneurs were asked what tools and
models their business coach used, EL1 noted:

With a 360-degree that was internet-based, andag womething that | gave to my

direct reports, 6 people, and they just basicaligwered the questions, and that was

all collected back to give their assessment ofand,that was compared against my
assessment of myself. Everyone from the trainiogpgand all their people did the
same thing on each other so we were able to cakbsa that you did get a bigger
field to look at. What | found was helpful was #ssessment given by my group in
relation to the assessment given by others andevhsat. There is goal assessment,
where once a year we present our personal and basigoals to each other. | find it
very useful, with the individual contact with thestmess coach and the group contact
with everyone else. And also the guest speakessgwn opportunity to educate
yourself. You always get one or two good idead,jast the blend of it is quite good

(EL1).

EL1 identified two different tools/models which acemmonly used in business
coaching. A 360-degree multi-source feedback umsént compares perceptions to that self
and others internal and external to the firm, fgaraple by examining leadership style,
communication effectiveness, and collaborative reffgets de Vries et al., 2007a). Goal
assessment in a peer-environment is used to metarad calibrate entrepreneurs’ efforts to
adjust to market forces and customer expectatiShgddan et al., 2005; Whitmore, 1996).
Also mentioned by EL1 was the value of guest spmsakés Sexton et al. (1997) espoused,
experienced leaders with practical experience mming firms are valued and looked upon as
role models by up-and-coming entrepreneurs. Gssgssment also featured in the response
of EF2:

Writing down a series of goals at a regular timekegear, and then assessing those

goals 12 months later, and then reassessing themwlat is going to be your next
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range of long and short-term goals. And certaisityce | joined the programme we

have been a lot more proactive from a businessesensetting goals, you know,

budgets and growth opportunities in certain sec{&is2).

In summary, the response to what tools and modele wised during business
coaching, was answered generally by business ceache did not highlight any particular
approach. The lifestyle entrepreneur (EL1), wh@eaped to embrace a collaborative
leadership style, was more expansive by outlinmg methods, including instruments such
as the 360-degree feedback which can be partigulaseful for task-focussed leaders
(Ludeman & Erlandson, 2004). The fast-growth afesbtyle entrepreneurs were in concert
by nominating goal-assessment as one of the t@ad,.la method commonly employed by
coaches (Whitmore, 1996). Setting tangible, raaligoals with milestones provides

entrepreneurs with a way to assess short- andtenng-outcomes (Whitmore, 1996).

Q.5 Focus of Business Coaching Sessions
In response to which part of the model of co-depenhdunctions of firms (Figure
4.1) business coaches focussed on, BC1's predotriioeus was on context, processes, and
people:
Without doubt | would say ‘people’. The thing thambers struggle with the most is
moving people on who are unsuitable for their rotehave reached their limit. It's
often the most painful process and the one yowfiutlf you hold them responsible
for what is happening they make it happen. Yowemnéslk about the technical
aspects of a business or how to make a producey fbver talk about the technical
aspects, it's always about the people issues dbtiseness; it's as simple as that. The
second thing is developing a clear picture of thusibess and how you should be
going about getting there. | have been saying ngally only need four or five key
processes and need to be monitoring them acrossrifaisation. It is a much more
effective way of measuring your business and itmmuech more productive way of
getting across the organisation and until they Hattthey are really going to get
anywhere (BC1).
For BC2 the focus during coaching sessions, orctimext, stakeholders, processes

and people, is important. BC2 noted differencesvéen entrepreneur orientation with
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‘rockets’ emphasising strategy and growth and thegstylers’ were more aligned with
people needs.

In the rocket ships there tends to be a lot of $omm what | call the context, in terms

of "am | doing the right thing to achieve growthlt is around context and external

customers. We did a measure then built a wholeflseries of strategies around it.

We don’t stay in the one area. | guess in a sénsdilling the gaps for him on issues

and getting him focused on context factors, stiategdfinancial issues. It is the

context within which people focus even though theiness is so heavily geared
around production and processes. The stakeholdecegss and the issues are
discussed more so than operational types of issiesmy lifestylers, the focus tends
to be on the people. You are talking about théuce and ‘have | got the right
people to support me’, and from breaking the nefugorking on the business, not in
the business. We would discuss the strategieofted talk about the people needed
to the make the strategies work (BC2).

Entrepreneurs were asked the same question regdtignarea of focus during the
business coaching sessions and shown the modeldémendent functions of firms. EL1's
response was very clear that two areas were thé impsrtant, and EF2 spoke of business
coaching sessions having a different focus accgrirhis firm’s stage of growth:

The people aspect and the context. The issues thige may become about because
of something to do with the customer or somethexpbse of the production or the
process, but it invariably shifts into the contarta. Probably the context area, if |
had to even pick between context and people, theextoarea has the most focus
(EL1).
| think in the early days, time was being spenwartking out what was of value to the
customer, what were the processes, what were tiwiceg that could be delivered
through a customer, yes well | suppose, more ardhedproduction area. Having
processes, a vision statement, goals, there's imd paless you've got a product the
customer wants to buy. So | really think the ersfghas on discussing what
customers want, and what customers need (EF2).

While the emphasis during business coaching sess®rmon context and people,

participants drew attention to differences betwédast-growth and lifestyle propensity
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according to firm stage of growth. Firm life-cydtage and growth is tempered by a number
of factors including product readiness, customet ararket forces, and available funding
(Churchill & Lewis, 1983). Moreover, managerialpedilities and effective leadership,
combined with a flexible approach and an abilitydedegate, are essential ingredients to aid
in the growth and sustainability of firms (Chan adt, 2006; Gerber, 1995). Overall,
participant responses supported the views of Lebaad Swap (2005), by pointing to the
need for business coaches to be fully across alhtlances and situations which might occur

within firms at any given time.

Q.6 Entrepreneur Drivers

Business coaches were asked what it was that direesntrepreneur, to which they
replied:

He came to the realisation some years ago thatduéddake a day off. He felt guilty

about it at first but he overcame that thinking amalv, he has a young family and he

wanted to be around and his wife is fairly busye rdalised he could do just as well
in four days what he does in five so he just orgashis time around it (BC1).

They want to learn and you automatically know f@i are dealing with people who

are achievers, good quality, decent human beingksthey have all made a difference

in the world around them and they are asking youdlp them and therefore that is
the respect that you give them (BC2).

Key words and themes from business coaches’ replese on time management;
family; learning; and making a difference. The saguestion about what drives them was
asked of entrepreneurs, with EL1 saying:

Well, I like things just to be pretty steady and te® complicated. What drives me is

that | have a family life outside work, and | rgalike what we're doing here, with the

company, and obviously we all need an income oiif btit what really drives me is
the fact, I like the notion that we can all have ariside life. So what drives me is
being able to find that blend of not driving oukssd into the ground, doing things
properly, but comfortably. If you can really gketright people working for you, then
you should do what you can to make their life amel work life fit well together
(EL1).
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| really don't have a handle on that. | really ey¢d seeing, putting plans in place,

and seeing opportunities and seeing something dpvel suppose | have always

been a builder of things and | suppose the busiiseas extension of that. And doing
the business has been a driver. So it's alway$ leteresting to see where | can
apply technology into different businesses andnrnass models. So | suppose the

drivers come from looking at different uses oftéahnology, also being considered a

leader in the marketplace and also just a genera$spon about building things

(EF2).

The incentives that motivated EL1 were: family; thet right people; and making life
and work fit together; whereas, EF2 was motivatgd futting plans in place; seeing
opportunities; using different technologies; anthbeonsidered a leader.

In summary, BC1 and the lifestyle entrepreneur eslsamilar responses focusing on
life balance and fostering relationships. Coop®t Quick (2003) emphasised the need for
entrepreneurs to achieve balance in their livesllay feelings of anxiety and stress which
can eventuate in response to loneliness of leaigepsisitions, and can culminate in health
problems if not addressed proactively. BC2 and E#lated learning as the driver of
entrepreneurs. This propensity for new and chgifen learning is quite often a reason
entrepreneurs make the choice to take on risk asatec new ventures, thus serving their

desire for independence and lust for innovativeeandurs (Carter et al., 2003).

Q.7 Measurement of Business Coaching Effectiveness
Business coaches were asked how they measure thetivedness of business
coaching. BC1 stated:
Often you will go through a session to sort throaghig issue for them, you've really
helped clear the way, and perhaps had some ingatiinyourself, and in about six
months they tell the group about this idea thaythad all by themselves. I'd like to
be included here, but I think that's a bit of armoeagp for myself. You look at the
changes within the business that has produced terbibancial result. | think they
are the easier things to measure, just getting theefocus on being profitable rather
than just growing (BC1).
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BC1's way of measuring business coaching was reatratut and seemed to rely on
retrospective evaluation. Similarly, BC2's respwngas equally ambiguous and did not
articulate a definite method of evaluating businessching effectiveness:

It is the person wanting to continue the relatidpsfihat is absolutely number one.

Someone is paying money to have their processesedpg. It is a major value

proposition. All of these people feel that it @rething that they value and it's an

important measure — not that the business godsisrdirection or that direction. The

artists don't really want their business to growey just want nirvana. With the
rocket ships it's controlling the growth and if dhing | am stopping their growth

and some of these guys they will go out there ake over the world. They look at
me as almost slowing down the rocket ship and rgakure the processes are in
place so the rocket doesn’t go up and come strdiglbk down. | always look at the
internal measure as the strength of the relatiopgBIiC2).

BC2 highlighted the importance of relationshipsaesn the business coach and the
entrepreneur. The trust fostered within the canftdal nature of a relationship, in addition to
understanding the expectations of the engagemeahteasuring requirements are met, is
paramount to achieving coaching session satisfaciGiburg, 2000; Megginson et al.,
2006).

Entrepreneurs were also asked how they measureckffbetiveness of business
coaching and responded in a similar manner:

Gut feel. It's not a statistic. | might look babtkough some of the issues that have

been raised and think well, do | feel that | havegoessed, and have | answered the

guestions that | had, and has the business furdeseloped, or have | done what |
wanted to do. So there is not a tangible thingeothan that. Yes, they are slightly
soft. But just getting the business organisechss measure, and it might not be from
meeting to meeting, but it's from year-to-year, rghlethink well I'm really happy
with the development that's gone into the plan.th®assessment just comes down to
thinking back, well what were the issues that Ihigave that | might have raised or
the big changes that | can see, the way I'm workinthe way | am doing things, and
how much of that do | attribute to the businesscbogy (EL1).
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Key themes brought up by EL1 were on: gut feeltiggtthe business organised; and
getting issues resolved. Themes were similar inespespects to EF2’s response of: gut feel,
getting assumptions challenged; being perceivedipely by other people; and having the
right systems in place.

It's more a gut feel. It is more about am | contig to get value out of the time that

I spend with them? He is always asking a rangeuwéstions, and challenging

assumptions from a range of perspectives. | vii#rorelate a situation to him, and

he will draw down on the issue that | have, andithe will drill down on his broad
range of experience. He really focuses on getpngcedures down pat, having
systems in place. He tends to focus on lookinigoat | do and what | do will be
perceived by other people, the organisation. Sgppose am getting a good balance
of making sure | have got the right systems ing@ldlce business to drive it, making
sure I'm making the right assumptions and askirggright questions. The benefit |
get is greater than the cost (EF2).

As a whole, there did not seem to be any specifioljective way that business
coaches and entrepreneurs measure the outcomesswofe$s coaching. Measurement
appears to be reflective of what had occurred dutie process of business coaching. There
was no mention of outcome measures and targetsg be#h at the beginning of an
engagement. Perhaps this ‘gut feel’ assessmennasigh to satisfy entrepreneurs, the
observation of which is in line with Laske’s (200&)ntention that results stem from the

process of coaching whereby entrepreneurs’ mematienal growth has been supported.

Q.8 Other Business Coaching Experiences
With respect to other issues that were experienmgdbusiness coaches, BC1
highlighted:
| think it's just a vital part of passing down tkeowledge, helping people. You're
not going to stop them making their mistakes. Bh#te worst thing you could do.
It's probably about helping them to minimise thaiistakes, and also helping them to
learn from them, and learning for the future. Inthit's also about giving people

confidence to move forward. It is non-judgmenBaC{).
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BC1 noted some key themes relating to helping Eelg@irn from their own mistakes
and being non-judgemental. As proposed by Cluttekland Megginson (1999), Cooper and
Quick (2003), and Whitmore (1996), these theme®ethhe notion of business coaches as
confidantes, listening to entrepreneurs’ conceansl, conveying understanding and empathy
in a non-judgmental manner. In contrast, BC2 feedson his own experiences and the
benefits associated with being a business coach:

It's wonderful being a business coach, a privilegedition that you can have, where

people are inviting you into their lives. I'm dein by the notion that I like intellectual

challenge and | want to be in a position where h @ways be stimulated and get
paid for it. | can’t think of a better environmgi@C?2).

In terms of entrepreneurs’ experiences with a lmssincoach, EL1 answered in a
different manner with emphasis on the learningshable to impart to others in his firm; the
value he received from the training and businessltiog programme; and the new standard
of professionalism experienced by the firm as alted the programme he attended.

| have shared a lot of the information with staéfdy as a result of something that |

have learnt. | might bring the idea back here, @ndand explain it in the best

possible way. | think the overriding comment thdeel | have about business
coaching is that it really does make you stop dnkt about what it is you are doing,

and otherwise, you just don't do that, becausergdoo busy doing things. And I'm

thinking you really need the process, you need eomet really stands out, and |

think the people who have got it and who are irlin some sort with the
programme just get that much value from it. | khime have just become that much
more professional. We are not just as ad-hoc asseel to be (EL1).

| suppose the one thing that | would really likertgart is that for me, it wasn't made

as clearly as it would have been in my earlier daysat business coaching was all

about. And it is that business coaches are a waportant part of the person’s
development and that part of that development shbalunderstanding the process.

And it certainly would have made me think a littlere about the things | did and the

things that | asked. 1 think it's important to that, because you want your business

coach to be a little more objective. If you geb toiendly, or if there is a real



Business coaching and SME growth 89

friendship, it may be difficult to take criticis@nd it may be difficult to give criticism

(EF2).

Replying in a different manner, EF2’s responseefective of the benefits and
process of business coaching, and indicated thd, ree emphasised by Brotman et al.

(1998), for business coaches to stay objective.

Summary and Limitations

The aim of Study 1 was to obtain the views of eigpeed business coaches on the
services they provide, and the entrepreneurialelesathey coach. The question addressed
during this stage waslow does business coaching contribute to entrepnen@erformance
and firm growtl? Data emanating from this stage helps to detexrrtiie basis for further
research to be conducted on business coachingidy 3t

As stated earlier, the term business coaching earegarded as a combination of
coaching and mentoring, and follows Clegg et #P903) definition of business coaching as
a collaborative relationship within which coachesngp business experience and focus
primarily on firm performance, business goals, amdividuals’ contributions. Study 1
invited participants to provide a definition of menng, and explored differences between
mentoring and coaching. As indicated by participa@sponses, the terms coaching and
mentoring are utilised interchangeably according the situation and the needs of
entrepreneurs, thus supporting Clegg et al's. (R00@8rpretation of business coaching.

Pre-interview questions asked of business coaaletemtrepreneurs alike, centred on
the main reason for engaging business coachesthantble played by business coaches.
Role expectations and experience of business aogesleissions were consistent for sounding
board, critical friend, and listener. Perhaps ganpgly, reasons for the engagement differed
with entrepreneurs’ experience of business coacbeigg to expand their thinking and
develop their potential (Clutterbuck & Megginso®99; Kets de Vries & Korotov, 2007b;
Sztucinski 2001), whereas business coaches’ expmttaas to increase performance and
grow the business. As expected (Fanasheh, 2008gpeeneurs rated a number of aspects
of their coaching experience (e.g., period/lengthst, outcome of sessions; style/approach,
role played and relationship with business coaa$yeryto extremely satisfying
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Business coaches and entrepreneurs were askedssaotured questions, with

differences noted between entrepreneurs estabdisiil maintaining lifestyle businesses

versus fast-growth businesses. Table 4.5 showsnaary of key responses to each of the

eight business coaching themes of: business caacimfluence; training programme

influence; firm growth and business coaching withtvaining; tools and models used by

business coaches; focus during business coachssjoss; entrepreneur drivers; business

coaching measurement; and other business coackpegiences.

Table 4.5Summary of Business Coaches and EntrepreneursoRgesg to Business

Coaching Themes

Theme Business Coaches Entrepreneurs

Q.1 Business coachin BCL1: benchmarkin; role clarity EL1: professionalism; strate
influence BC2: entrepreneur/firm difference EF2: personal development

Q.2 Training programm:  BCL1: peer suppc EL1: planning;accowntability
influence BC2: increase in skill EF2: insight into others

Q.23 Firm growth anc BCL1.: life balanc EL1: promotes own leanin
business coaching BC2: motivation EF2: establishes ground rules
without training

Q.4 Tools and models us¢ BC1:uses programme praces EL1: 36C-degree, goal assessir

by business coaches

Focus during busine:
coaching sessions

BC1:context, processes, pea
BC2: context, processes, people, EF2: context, processes,

stakeholders

Q.6

Entrepreneur drive
BC2

BC1:time management; fami

. learning; making a

difference

BC1
BC2

Business coachin
measurement

Q.7

:insight; helpinipeoplg,
: value; business coach/

entrepreneur relationship

Other busines BC1

coaching experiences

Q.8
BC2

: passing on knowledj,

helping people’s confidence

: privilege of coaching

BC2: responds to changing agendaF2: goal assessment

EL1: context, peopl

production, stakeholders

EL1: family; employing the righ
people; life/work balance

EF2: planning; seizing
opportunities; technology;
leadership recognition

EL1: gut feel;system; hindsigh
EF2: gut feel; value; systems

EL1: passing on learning; benes
of business coaching

EF2: clarity of business coaching
role; remaining objective

Table 4.5 shows the varied responses between theceion of business coaches

and the experiences of entrepreneurs. Howevemdssscoaches and entrepreneurs appear

to share similar views on the focus of busines<ltiog sessions including context (which
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included firm vision, goals and strategy), processsnd people. Business coaches and
entrepreneurs shared a number of equivalent pergpeon entrepreneurial drivers, business
coaching experience, and business coaching measntemLifestyle and fast-growth
entrepreneur’s views are alike in regard to toold models used by business coaches, focus
of sessions, and measurement of business coachingliffer in other areas. Lifestyle
entrepreneurs seem to show a propensity of foouartts people compared to fast-growth
entrepreneurs who leaned towards being task otezhta

Overall, responses by business coaches and emtegppseemphasised the personal
relationships that were developed and nurturedutjivout the sessions. A number of authors
(Witherspoon & White, 1999; Kilburg, 2000) hold thelationships are one of the most
important aspects of the coaching process. Fompba Passmore (2007) noted that
coaching encompasses a number of methods from @egital theory including the
humanistic movement for developing the coach/clgantnerships. Further, Garrett-Harris
(2006) advocated structuring business coachingkotd business issues, management needs
or culture change as a basis for effective relatigm development, ultimately leading to
change and growth.

Limitations to Study 1 include the small number pdrticipants, the lack of a
comparative control group, and the present invasiigs interpretation of the interview
material. The use of only two business coachesdwadentrepreneurs means that the current
results cannot be generalised across populatioazdid, 1980). However, the research
design of this study was based initially on grouhtleeory (Charmaz, 2000), followed by
interpretative methods (Guba & Lincoln, 1994) irded to develop a methodology for the
subsequent Study 2. Clearly, an essential recomatiem from Study 1 is to employ a
larger sample; utilise a comparative group to exanpossible differences between business
coaching versus no business coaching experienodsa@ply objective and robust measures
in order to reduce possible researcher bias aedoirgtation of data.

In conclusion, the importance of the role of bussheoaches was emphasised by the
present entrepreneurs who seemed to indicate énfirmance and growth occurred through
their learning and insight gained from the trustethtionship that was forged with their
business coaches, which, according to Kilburg (200@derpins business coaching

satisfaction. Outcome measurement of businesshowamight be engendered in the form
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of behavioural development or measureable resu#tske, 2004), and as articulated by the
entrepreneurs, outcomes were based on a combinafiogut feel and retrospectively
evaluating their firm growth. Having a structurg@gramme pointed to benefits in terms of
peer interaction and observation. Implicationsrir8tudy 1 are important for providing a
solid basis upon which to conduct further researuhthe next study.

The aim, research design, methodology, findingd, diacussion relating to Study 2

follows.
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CHAPTER 5: STUDY 2

ENTREPRENEURIAL OUTCOMES ASSOCIATED WITH PARTICIPANTS INA STRUCTURED
BUSINESSCOACHING PROGRAMME

Overview

Chapter 5 reports on the findings of Study 2, at@tudy involving business coaches
and entrepreneurial leaders utilising quantitatigsearch methods (Table 5.1). Study 2
compares participants undertaking a structuredhitrgiand business coaching programme
for experiences of previous business coaching gensuprevious business coaching. The
research design and methodology is presented, dimgua description of participants,
measures, data collection and procedures. Vasalrd findings are discussed. The present
chapter concludes with a summary, limitations, @mmmendations for Study 3.

Table 5.1Design of Study2: Entrepreneurial Outcomes Assediatith Participants in a
Structured Business Coaching Programme

Aim Research Question Method Cohort

To establisl What differenc, if Pre-post pilot outcom Previous business

outcome measures any, does a structured study of SME coaching =45)

for business business coaching entrepreneurs undertaking/ersus

coaching programme make to  group training with one- i i
entrepreneurs’ on-one business coachingVO Previous business
perceptions? coaching =80)

Building on the issues and concepts raised in Stydie principal aim of Study 2 is
to establish measures of business coaching. idglia comparison group in a structured
environment, pre- and post-test assessment ofcypantits was undertaken to establish
entrepreneur perceptions of business coaching.uahtijative approach evaluates the inter-
relationships of firm demographics, entreprenewratteristics, and ratings of satisfaction
with business coaching experiences, following pgodtion in a structured business coaching
programme.  Multivariate statistical techniques arsed to compare two cohorts:
entrepreneurs who have received business coachewgppsly versus entrepreneurs with no
prior business coaching experience. The overaga@search question addressed during this
study is: What difference, if any, does a structured programmake to entrepreneurs’

perceptions of business coaching?
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Testable Research Questions
A further six research questions (RQ) are addressedssess the perceptions of
entrepreneurs regarding the role of business ceathe main focus of business coaching
sessions, and entrepreneurs’ level of satisfaetitin business coaching.

Business coaches’ role:
RQ:. Do entrepreneurs who have received business cogghiviously, rate
business coaches’ role significantly higher at gest (versus pre-test),
following a structured business coaching programme?
RQ. Following a structured business coaching prograndoeentrepreneurs
who have not received business coaching previouslg, business coaches’
role significantly higher than entrepreneurs whodhpreviously received
business coaching?

Business coaching session focus:
RQs; Do entrepreneurs who have received business cogghieviously, rate
the focus of business coaching sessions significangher at post-test
(versus pre-test), following a structured businesaching programme?
RQ, Following a structured business coaching prograndoeentrepreneurs
who have not received business coaching previoly the focus of the
business coaching session significantly higher tbatrepreneurs who had
previously received business coaching?

Business coaching satisfaction:
RQs Do entrepreneurs who have received business coggmeviously, rate
their satisfaction with business coaching signifitta higher at post-test
(versus pre-test), following a structured businesaching programme?
RQs Following a structured business coaching prograndoeentrepreneurs
who have not received business coaching previoustg, their satisfaction
with business coaching significantly higher thantrepreneurs who had

previously received business coaching?
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Research Design

Study 2 utilises a positivist, deductive researelsigh to analyse statistically and
predict events (Cavana et al, 2001). Beginning witheory, pre- and post-test measurement
of entrepreneur’ perceptions are collected to eitb@pport or refute questions posed
(Creswell, 2003). To address internal validityestionnaire items are labeled clearly with
examples to ensure there is no ambiguity in ppditis’ response to the terms (Podsakoff et
al., 2003). As cautioned by Podsakoff et al. (9Gf28nmon method bias is likely to occur at
item level rather than at construct level. Thusesiionnaire order is counterbalanced (e.qg.,
scales) and interspersed with other questions niegulifferent responses (e.g., normal). In
addition, scale anchors are intermixed (eegtremely totally, alway9 to prevent artificial
covariation.

In terms of statistical procedures, data are aedlysing descriptive, univariate, and
multivariate statistical techniques to compare fiamd entrepreneur characteristics and
differences between participants having previousirass coaching versus no previous
business coaching experience. One-way repeatedsunesa Hotelling’s Trace tests
(Tabachnick & Fidell, 2007) examine whether papicits’ perceptions differed between
pre- and post-test on: roles played by businesshasa the main focus of business coaching
sessions; and the extent of entrepreneurs’ sdisfawith business coaching. In addition,
tests for violation of assumptions are carried @ug., Mauchly’s test of sphericity). Post-
hoc t-tests examine item differences across cohortsReaison’s correlation coefficient
assesses the effect size of the relationship (F2€85). MANOVA (Hotelling's Trace) is
used to ensure familywise error rate is not intla{€ield, 2005), and tests samples of

previous business coaching versus no previous éssicoaching post-test.

Method
Participants
Participants are 125 entrepreneurs from start-amsfiwho enrolled in a part-
government funded programme. The structured wogksstyle programme offers group
training, with concurrent one-on-one business coagch covering topics on firm
commercialisation, market entry, and global growtach workshop runs for five weeks and

consists of one half-day of training each week arkdhours of business coaching per week.
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Entrepreneurs are expected to have a businessptomoe be the founder of their firm in
order to work on furthering their own product ongee throughout the programme. Of the
participants, 36.0%nE45) had secured the services of a business coachopsty and

64.0% 0=80) had not used a business coach. Table 5.2 shosvsntlustry sectors of
entrepreneurs’ firms. Firms are categorised acongrdo Australian and New Zealand

Industrial Classification (ANZSIC) industry sectqABS, 1983).

Table 5.2ndustry Sectoof Start-up Firms

Previous No previous
Industry Sector Business Coachingr(=45) Business Coachingr(=80)
* Information Technology 62.2% 82.5%
* Manufacturing 20.0% 17.5%
+ Education 8.9% -
+ Retalil 6.7% -
2.2% -

*  Wholesale

As shown in Table 5.2, firms under both conditians predominately represented in
the Information Technology sector (previous bussnesaching 62.2%; no previous business
coaching 82.5%). Table 5.3 shows demographicsidirady firm age, revenue, and number

of employees.

Table 5.3Start-up Firm Demographics

] : Previous No previous
Firm Demographics Business Coachingn(=45) Business Coachingr{=80)
Firm Age

¢« Range - years 1-20years 1-18 years
* Mean(Standard 3.53(3.99) 4.42(4.44)
Deviation) 2.0 3.0
e Median
Revenue Turnover
* Range - revenue $0-$1,500,000 $0-$3,500,000
* Mean $160,777.78 $386,752.15
(Standard Deviation) ($320,204.69) ($737,731.47)
« Median $50,000 $5,000
Number of Employees
* Range — employees 0 — 20 employees 0—-20 employees
+  Mean(SD) 3.07(3.91) 4.05(4.88)
2.0 2.0

« Median
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As identified in Table 5.3, median firm age is dani(2-3 years), and both cohorts
employ a median of two full-time equivalent staffirms with previous business coaching
have a revenue range of $0-$1.5m with a median56{0®0, compared to those with no
previous business coaching reporting a larger ame® range of $0-$3.5m, but a lower
median of $5,000. Table 5.4 shows characterigticisiding entrepreneur age, gender, and
academic qualification.

Table 5.4Start-up Firm Entrepreneur Characteristics of AGender, and Qualifications

" Previous No previous

SHCIRT LRI Business Coachingn(=45) Business Coachingr{=80)
Age

e Under 30 years 35.6% 20.0%

e 30-50 years 51.1% 60.0%

. Over 50 years 13.3% 20.0%
Gender

* Male 84.4% 83.8%

e Female 15.6% 16.2%
Academic qualification

e Secondary 6.7% 13.8%

» Certificate/Diploma 24.4% 15.0%

. Tertiary 40.0% 45.0%

«  Post Graduate 28.9% 26.2%

As shown in Table 5.4, entrepreneur characterishiesveen previous business
coaching and no previous business coaching arenvatlsimilar (30-50) age range (51.1%;
60%), are mostly male (84.4%; 83.8%), and holdiasrtor postgraduate qualifications
(68.9%:; 71.2%).

Trainers and Business Coaches

Principal trainers are experienced business paspteconduct the programme using
a workshop style, round table format with 8-10 peppproviding an opportunity for
entrepreneurs to learn interactively from peerfGil997; Sexton et al., 1997). Training
ensures that a structured coaching approach i takth participants (Clutterbuck &
Megginson, 1999). One trainer acts as case matogensure business coaches fulfill

participants’ needs within the bounds of workshppeetations (Deakins et al., 1988).
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Twenty-four business coaches were recruited acogrdio experience and
backgrounds in firm start-up/growth/exit, corportandustry sectors, technical knowledge,
off-shore and global experience, qualifications] &nsiness coaching experience. Potential
business coaches provide resumes, are interviemeédederence checked, and if selected,
sign service agreement contracts covering itembk asaconfidentiality, intellectual property
rights, professional indemnity, and engagement itiomgd. Table 5.5 outlines the

professional experience, training, and academitifopadions of selected business coaches.

Table 5.5Business Coaches Experience, Training and Quatifina

Business Coach Characteristics (n=24)
Business Coaching Experience, Training
» Previous business coaching experience 100%
« Formal accredited business coaching training 17%

Professional Experience in:

e Small-to-Medium Enterprise 100%
« Corporate (i.e. companies with more than 200 eng@sy 96%
» Overseas experience (eg. Asia, USA, Europe) 79%
* Owned a business 67%
« Consulting 63%
* Government 42%
« Board membership 33%
* Partnered in a business 25%
» Publicly listed a business 21%
* Education 13%
e Sold a business 8%

Academic Qualifications

* Business 79%
e Science/Engineering/Law 75%
* Psychology/Counselling 13%

Table 5.5 shows that more than half the businessha@s have experience as an
employee or contractor within government; had wdrkeerseas; owned a business; and
worked in consulting. Business coaches attena dipe hours of training covering roles and
other aspects related to supporting firm needsendplerating within programme objectives,
and attend pre-and post-workshop briefing sessionBusiness coaches work with

entrepreneurs in areas such as helping them clabfgctives, understand risks, define
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product/service benefits, and develop business madketing plans (Kurtzman, 2005;
Leonard & Swap, 2005). Conducting up to 10 hourdusiness coaching per firm per
workshop, business coaches are paid according$ioss provided to a maximum of $1,500
per workshop, and complete progress reports adier business coaching session.
Participants are matched with business coachesdingdo product/service, industry
sector, and stage of growth. By ensuring apprtprimatches are made with business
coaches (Megginson et al.,, 2006), participants expected to rate their experience
positively. It is ensured there is no conflict nfarest between the allocated business coach’s
current activities and participant’s products/segsi. Entrepreneurs attend one-hour briefing
sessions at the outset of each workshop to enswterstanding of the role of business
coaches, expectations of business coaching sessimti€ntrepreneurs’ responsibilities. No
restrictive employment clauses are imposed beybaddntract period and business coaches
are free to work with firms after the programme gqdgtion, on a mutually agreed

commercial basis, with entrepreneurs.

Procedure and Measures

At the time of programme enrolment, participants advised that data collected
remains anonymous and confidential (Appendix Ftogramme Registration and
Confidentiality, and asked to complete a questionnaire tappimgn fdemographics,
entrepreneur characteristics, and learning and lolewveent experiences (Appendix 5.2
Programme Enrollment Questionnaire Questionnaires are worded to ensure that the
meaning of items is clear (Podsakoff et al.,, 20083tructions for completing the
guestionnaire are sent via email to ensure theuim&nt is administered in a consistent
manner. Upon programme completion, participantagiete a questionnaire on perceptions
of experience with business coaching (refer Appeads Post-Programme Questionnajre
Table 5.6 shows business coaching variables aatbéceitems contained in the questionnaire.

Pre- and post-test questionnaires comprise threabl@s: business coaches’ role,
business coaching session focus, and businessicgasdtisfaction. Measured on 7-point
Likert scales, the present questionnaires tappadblas that emerged during Study 1 of this
research.
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Table 5.6Survey Variables, Questions and Related Items @mBsss Coaching

Variable Question Item

Business coaes’ To what degree did you  (a) Sounding boarce.g, open/honest feedbau

role business coach play the (b) Listener €.g., empathy, encouragement)
role of: (c) Counsellor€.g., analysed problems)

(d) Advisor €.9., expert knowledge, skills)
(e) Network facilitator €.g., access to others)

To what extent did yot (a) Legal advic
business coach refer you (b) Financial/accountancy advice
to other services? (c) Business advice
(d) Psychology/psychotherapy
(e) Counsellor

Business coachin  The main focus of you (a) Vision/strategy/goals/environm:
session focus coaching sessions was oni(b) Customers
(c) Productioné.g., create/ manufacture)
(d) Processe®(g., method/ procedures)
(e) Peopled.qg., leadership/managing/culture)

Business coachin  To what extent were yc  (a) Period/length of business coact

satisfaction satisfied with your (b) Delivery method of your sessions
business coaching (c) Your relationship with your coach
experience? (d) Your business coach’s style and approach

(e) The role/s your business coach played
(f) The outcome of business coaching

Business coachole (1=not at all to 7=alway9 builds on the work of a number of
authors (Drucker, 2005; Leonard & Swap, 2005; Wipeon & White, 1997), suggesting
that responsiveness and empathic feedback, coullecxpert knowledge, are the hallmark
of effective business coaches. Entrepreneurs ateli@es-ng if business coaches referred
them to other services (Berglas, 2002; Bhide, 2000)

Business coachingession focugl=not at allto 7=alway9 establishes further the
validity of the conceptual framework for co-depemidinction of firms (see Figure 4.1 for
the model which is based on research and was stmyarticipants in Study 1), (Delmar et
al., 2003; Finkelstein et al., 2007; Leonard & Sw2@{05).

Business coachingsatisfaction (1=totally dissatisfiedto 7=extremely satisfied
encompasses a number of aspects that collectivake rine relationship perceived as one of
value (Clutterbuck & Megginson, 1999; Fanasheh320@edham, 2005).
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Findings emanating from this programme evaluatimmpmesented and discussed in

the following section.

Findings and Discussion
This section reports on the pre- and post-tesiteestiparticipants’ perceptions of the
various roles played by business coaches, the foairs of business coaching sessions, and
the extent of entrepreneurs’ satisfaction with bess coaching. Data are analysed using
SPSS 18.0 for Windows to report on descriptiveisttes, and univariate and multivariate
statistical techniques. As noted earlier, resegubstions are examined in the light of the

present findings, and discussed.

Business Coaches’ Role

The essence of research question 1;jR@ntres on whether entrepreneurs who have
received business coaching previously, rate busireemches’ role significantly higher
following a structured business coaching programwvhen compared with pre-test scores.
Table 5.7 shows mean scores and standard devidtiohsisiness coach role variables, and
correlatedt-test statistics, and effect sizes on pre-testugepost-test scores on measures of
roles played by business coaches with entrepremwvelunshave previously received business

coaching.

Table 5.7Business Coach Role Mean, Standard Deviation, asrde(ated t-Test Statistics

To what degree did your Pre-test H=45) Post-test (=45)  Pre/Post-test (1=45)
business coach the role of: X (SD) X (SD) t r

a) Sounding boal 6.07 1.14) 6.22 (99) =77 A

b) Listene 5.67 1.64) 6.07 1.2) -1.71 2

¢) Counsello 5.36 1.57) 6.11 (99) -3.54* 4

d) Advisor 5.49 1.573) 6.16 1.07) -2.98* 4

e) Network facilitato 3.22 2.29) 451 1.93) -2.82* 3¢
Note. * p<.05.

As shown in Table 5.7, an Omnibus multivariate {ekitelling’s Trace)F(9, 36) =

14.10, p<0.05 indicates a significant increase in post-sires on the roles played by
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business coaches. Given the significant multivargtatistical result, post-hoc dependent
sampled-tests were carried out to specifically examine nehdifferences lay. Participants
score significantly higher on business coach rélecninsellort(44) = -3.54,p<0.5, advisor
t(44) = -2.98,p<.05, and network facilitatot(44) = -2.82,p<.05. Pearson correlation
coefficients between = .39 andr =.47 show medium-large effects accounting for mote
than 25% of the variance. Scores on roles of sagndoard and listener do not differ
significantly between pre- and post-test.

These findings suggest business coaches actinghasoes, which is the passing
down of wisdom and skill from expert based pereeptxperience (Brotman et al., 1998;
Clutterbuck, 1991), and network facilitators whidgeludes being an advocate or providing
access to capital (Bhide, 2000; Megginson et 8062, are roles valued by entrepreneurs.
The work of a number of authors (Drucker, 2005;nad & Swap, 2005; Witherspoon &
White, 1997) imply that the role of business coacheilds on a collaborative, responsive
relationship, and empathic feedback coupled witheetxknowledge, thus determining the
hallmark of effective business coaches. Exposimigepreneurs to stories and situations that
open up a variety of possibilities, business cosgitevide entrepreneurs from start-up firms
with direction and options to broaden their persipecon reaching their firm’s vision
(Kurtzman, 2005).

Interestingly, the role of business coaches as smllan is reported significantly at
pre/post-test by entrepreneurs. According to §p€r®94) the role of coaching overlaps
with counselling, but as observed by Greene ancht32003), this might be due to the
coaches’ background orientation. However, as did% of the business coaches hold a
psychology degree, the concern by Berglas (200#t) dbaches might be overstepping their
expertise, might be founded. Bluckert (2005) agldisoaches to stay within the bounds of
catalysts for change, rather than act as expertsliagnose and offer solutions for
psychological problems. Alternatively, a numbereotrepreneurs may equate counselling
with the helping profession, and therefore view téen as inter-changeable with coaching
and/or mentoring (Garvey & Alred, 2001).

The second research question gRfroposes that entrepreneurs within a structured
business coaching programme who have not receiusthdss coaching previously, would

rate the business coaches’ role significantly highan entrepreneurs who have previously
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received business coaching. Table 5.8 shows mearess and standard deviations for
business coach role variables at post-test.

Table 5.8Business Coach Role Post-test Mean Scores anda@thbBeviations

. . Previous Business No previous Business
To what degree did your business coach P

play the role of: Coa(;,_(hings g=45) Coa():_(hing; gq)=80)
a) Sounding boat 6.22 (93) 6.21 ( 85
b) Listene 6.07 1.12) 6.06 ( 88)
c) Counsello 6.11 ( 98) 6.04 (95
d) Advisor 6.16 1.07) 6.02 11.02)
e) Network facilitato 3.22 2.2%) 4.48 1.69)

A MANOVA test (Hotelling’s Tracef(5, 119) = .16p>.05 indicates non significant
relationships between cohorts on post-test scavesdles played by business coaches.
Given the non-significant result, no further posthests were carried out. Accordingly,
findings refute the research question proposingeh&rcepreneurs with no previous business
coaching would rate the business coaches’ rolafgigntly higher was not supported.

In order to examine the extent to which busineskes referred participants to other
services, pre-test and post-test frequencies vedentfrom the same sample, and post-test
frequencies for those with no previous businessliog. Table 5.9 shows the proportions
of entrepreneurs referred to specialist servicesdaghes.

Table 5.9Business Coach Referral to Specialist Services

Previous BC Previous BC  No previous BC

Business Coach Referral Pre-test Post-test Post-test
(n=45) (n=45) (n=80)
a) Legal advic 28.9% 17.8% 6.5%
b) Financial/accounting advi 17.8% 8.9% 8.6%
c) Business advic 26.7% 33.3% 9.7%
d) Psychology/psychotherapy/counsel 4.4% 2.2% 2.2%

While Table 5.9 shows a decrease in referrals ftioenpre- and post-test for legal
advice, financial/accounting, and psychology/ psyohrapy/counselling services, the

incidence of referral for business advice increadedtrepreneurs with no previous coaching
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had a lower incidence of referrals for legal adyifeggancial/accounting, business advice, and
psychology/psychotherapy/ counselling services #nepreneurs with previous coaching.
This finding might indicate that start-up entreers with previous business coaching are
more accustomed to articulating their needs forfgesional services, whereas start-up
entrepreneurs with no previous business coachmgatisfied with the feedback provided by
business coaches within a structured programmek{Beat al., 2000).

Collectively, these findings imply that the role lafisiness coaching is provided to
entrepreneurs in a consistent manner, possiblybati@ible to the training provided to
business coaches (Clutterbuck & Megginson, 199%hile entrepreneurs with previous
business coaching value business coaches actimgpuassellors, advisors, and network
facilitators, the mark of effective coaching hastadvocated where business coaches act as
sounding boards, become confidantes to entreprgneoncerns, and provide objective
feedback on performance (Brotman et al., 1998; €oé&pQuick, 2003; Drucker, 2005). It
appears that roles of sounding board and listemerhald as principles, underpinning
coaching professional and as common attributesllobwsiness coaches (Clutterbuck &
Megginson, 1999). Effective listening and queshgns said to encourage entrepreneurs to
change their thinking by challenging underlying uemsptions (Leonard & Swap, 2005).
Moreover, it is evident that business coaches refdarepreneurs to other providers of

professional services, as appropriate (Bhide, 2000)

Business Coaching Session Focus

Research question 3 (RQaps whether entrepreneurs who have receivethéssi
coaching previously, rate the focus of businessltiog sessions significantly higher at post-
test, when compared with pre-test scores. Tall® Shows mean scores and standard
deviations for business coaching session focusabi®s between pre- and post-test
conditions, and correlateetest statistics and effect sizes on pre-test wepast-test scores
on measures of business coaching session focus.

As shown in Table 5.10, when compared with pre-@stOmnibus multivariate test
(Hotelling’s Trace)F(9, 36) = 18.24p<.05 indicates a significant increase in post-testes
on business coaching session focus. Given théisgmt multivariate statistical result, post-

hoc dependent samplesests are carried out to examine specifically whdifferences lay.
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Participants scored significantly higher on bussnesaching session focus of customers
t(44) = -2.53p<0.05, and productiot{44) = -3.03p<0.05. Pearson correlation coefficients
betweerr = .36 and = .42 show medium effect accounting for up to ¥ @& the variance.

Scores on role of vision/strategy/goals/environmgmocesses, and people do not differ

significantly between pre- and post-test.

Table 5.1Business Coaching Session Focus Mean, Standarcfevand Correlated t-
Test Statistics

The main focus of business coaching Pre-test (=45) Post-test (=45) Pre/Post-test (1=45)

sessions was on: X (SD) X (SD) t r
a) Vision/strategy/goals/environme 5.42 1.4)) 5.53 1.5¢) -.34 .0
b) Customer 3.98 2.06€) 4.89 1.79) -2.53* 3¢
¢) Productiol 2.47 (1.55) 3.56 1.93) -3.03* 4
d) Processe 3.90 1.82) 4.49 1.93) -1.83 .2
e) Peopl 4.20 2.07) 4.40 2.09) -56 .0
Note. * p<.05.

The findings that customers and production are gaifstant focus of business
coaching sessions for start-up entrepreneurs isigtent with responses from interviews
conducted during the exploratory, Study 1 stagehd research. While firms involve a
complex mix of factors, customers represent thenary reason for firm success or failure
which is built upon the enterprises’ ability to gdure goods and services that satisfy
customer demand and value (Delmar et al., 200%elstein et al., 2007; Leonard & Swap,
2005).

The fourth research question (j(roposes that entrepreneurs within a structured
business coaching programme who have not receiusthéss coaching previously, rate
business coaching session focus significantly higinen entrepreneurs who had previously
received business coaching. Table 5.11 showstpsstnean scores and standard deviations
for business coaching session focus.

A MANOVA test (Hotelling’'s Trace)F(5, 119) = 1.03,p>.05 indicates non
significant differences between cohorts on businesaching session focus outcome
variables at post-test. Given the non-significanttivariate statistical result, no further post-

hoc tests are carried out. The question regardihgther participants with no previous
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business coaching would rate the business coada@sgjon focus significantly higher than

those who have previously received business cogclimot supported.

Table 5.11Business Coaching Session Focus Mean Scores anda®tiaDeviations

. . . Previous Business No previous Business
The main focus of business coaching P

SESSIONS Was on- Coa():_(hingsgz%) Coa():_(hinggg=80)
a) Vision, strategy, goals, environm 5.42 1.47) 5.53 1.5¢)
b) Customer 3.98 2.0€) 4.89 1.79)
¢) Productiol 2.47 1.55) 3.56 1.93)
d) Processe 3.90 1.82) 4.49 1.93)
e) Peope 4.20 2.07) 4.40 2.03)

In summary, entrepreneurs who have previously vedeibusiness coaching
identified customers and production as the sigaifidousiness coaching session focus during
the structured programme. As noted, this mightehasen due, in part, to the nature of the
workshop topics. Comparisons between cohorts shmwignificant differences, indicating
similarity for coaching session focus. Businesact@s typically ensure entrepreneurs have
a clear vision with timely goals, and set achiegdbkks based on performance (Clegg et al.,
2003; Clutterbuck & Megginson, 1999; Hall et al999; Rider, 2002; Zeus & Skiffington,
2002). As people within firms form the basis obgth, effective leadership and the ability
to convey the firm vision succinctly, is paramotatsuccess (Tichy, 2002). In order for
entrepreneurs to take a holistic approach to the fand delegate work to employees,
processes and procedures are said to be needegrdeth and effective management
(Gerber, 1995; 2005; Kets de Vries et al., 2007@priard & Swap, 2000; Sexton et al.,
1997).

Business Coaching Satisfaction

Research question 5 (BQasks whether entrepreneurs who have receivechdrssi
coaching previously, rate their satisfaction witlsiness coaching significantly higher, when
compared with pre-test, following a structured hass coaching programme. Table 5.12

shows mean scores and standard deviations for dsssitpaching satisfaction between pre-
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and post-test conditions, and dependent samfast statistics and effect sizes on pre-test

versus post-test scores on measures of businedsicgaatisfaction.

Table 5.12Business Coaching Satisfaction Mean Standard Dewviand Correlated t-Test
Statistics

To what extent were you satisfied with  Pre-test (1=45) Post-test (=45) Pre/Post-test (=45)

your business coaching: X (SD) X (SD) t r
a) The period/length of your sessit 5.20 1.73) 5.58 1.3€) -1.24 A
b) The delivery method of your sessi 5.67 1.4%) 6.33 (85) -3.38* A4t
c) Relationship with youbusines:«coact 5.91 1.29) 6.18 (94) -1.47 2
d) Yourbusines«coacles' style/approac 5.60 1.42) 6.20 1.06€) -2.83* .3
e) The role/s youbusinesi«coach playe 5.44 1.60) 6.16 1.09) -3.39* A4
f) Outcome obusinesscoaching 5.40 1.60) 6.13 1.0]) - 3.10* 4.

Note. * p<.05.

As shown in Table 5.12, an Omnibus multivariate (eletelling’s Trace) (11, 34) =
5.48, p<.05 indicates a significant increase in post-tesdres on business coaching
satisfaction. Post-hoc dependémests reveal that participants score significahther on
business coaching satisfaction for the deliveryho@tof session§(44) = - 3.38,p<0.05,
business coach’s style and approa@ht) = -2.83,p<0.05, the role/s the business coach
playedt(44) = -3.39,p<0.05, and the outcome of business coachiag) = -3.10,p<0.05.
Correlation coefficients betweer= .39 and = .46 show a medium effect accounting for up
to 18.4% of the variance. Scores on satisfactiaih whe period/length of sessions and
relationship with one’s business coach did noediffignificantly between pre- and post-test.

These findings suggest that entrepreneurs ardfisdtiwith a number of areas of
business coaching. The significant rating for te#ivery method of business coaching
within a structured environment is consistent wiktumby-Croft and Brown (2005).
Programmes inevitably fail because of lack of foans clarity (Clutterbuck, 2002; Eby et
al., 2000). The style, approach, and role playjetusiness coaches can be attributed to the
process undertaken at the commencement of thegmmoge to ensure that areas such as the
stage of firm growth and industry are matched appately with business coaches’
background and experiences, in addition to thaitrgiprovided (Clutterbuck & Megginson,
1999; Leonard & Swap, 2005; Syme, 1999). Furthatisfaction with business coaching,
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hinges on entrepreneurs gaining insight into tipegsent situation and envisioning future
goals while working collaboratively with busineseaches to achieve desired outcomes
(Rider 2002; Stober, 2006; Witherspoon & White, @09

The final research question (RQcentres on whether entrepreneurs within a
structured business coaching programme who have rectived business coaching
previously, would rate business coaching satisfacsignificantly higher than entrepreneurs
who had previously received business coaching.leTali3 shows mean scores and standard
deviations for cohorts on business coaching satisfaat post-test.

Table 5.13Business Coaching Satisfaction Mean Scores andi&tdriDeviations

To what extent were you satisfied with your  Previous Business  No Previous Business

business coaching: Coaching (=45) Coaching (=80)
X (SD) X__(sD)
a) The period/length of your sessit 5.20 1.73) 5.58 1.36€)
b) The delivery method of your sessi 5.67 1.43) 6.33 (.85)
¢) Relationship with youbusines:«coact 5.91 1.2%) 6.18 (.94
d) Yourbusines«coacles'style/ approac 5.€0 (1.42) 6.20 1.06)
e) The role/s youbusines«coach playe 5.44 1.60) 6.16 1.09)
f) Outcome obusines«coachiny 5.40 1.60) 6.13 1.0J)

A MANOVA test (Hotelling's TraceF(5, 119) = .96p>.05 indicates non-significant
differences across cohorts on business coachingfesditon at post-test. Given the non-
significant multivariate statistical result, no ther post-hoc tests are carried out. The
expectation that participants with no previous bess coaching would rate their relationship
with their business coach significantly higher th#dnmose who have received business
coaching previously, is not supported.

Overall, business coaching is valued highly by ipgénts, with satisfaction
attributed to business coaches’ backgrounds anerexges (Leonard & Swap 2005).
Business coaches’ varied experiences enable eatreyms to gain insight, viewing their
firm’s progress objectively and realistically, frdmmoader perspectives (Kambil et al., 2000).
Entrepreneurs appear to be more satisfied withractsted programme than with their
previous business coaching received. Findingsootsignificant differences in satisfaction

levels between previous and no previous busineashaog cohorts, suggest that sessions
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delivered by practicing professionals resonateh efitrepreneurs (Sexton et al., 1997). As a
general observation, relationships with businesgloes, which are based on trust, is central
to fulfilling entrepreneur needs (Leonard & SwaP02). Moreover, Megginson et al. (2006)

argued against using premeditated tools, insteazhtmended going with an approach that is

invented ‘in the moment'.

Summary and Limitations

The aim of Study 2 was to establish measures ahbéss coaching using pre- and
post-test outcome ratings with a comparison grougtart-up entrepreneurs in a structured
environment. The overarching research questiomeaddd during this study wa¥/hat
difference, if any, does a structured programme antik entrepreneurs’ perceptions of
business coaching?

In order to examine the extent to which previousifess coaching and no previous
business coaching could be distinguished, a furtheresearch questions were posed and
examined post-test on a range of dependent vasiatikes played by business coaches; the
main focus of business coaching sessions; andxtleateof entrepreneurs’ satisfaction with
business coaching. Three research questions, sedusn whether entrepreneurs with
previous coaching rate their experience any diffiyeafter a structured business coaching
programme, produced significant differences. T&blel summarises the factors deemed to
be significant, and effect sizes of pre/post-tests for entrepreneurs with previous business
coaching experience.

As shown in Table 5.14, significant differences egeewith medium-large effects on
measures assessing business coaches’ role, andimedfects on measures assessing
business coaching session focus, and businessiogadtisfaction. These findings indicate
that a structured programme can positively infleeaotrepreneurs’ experiences of business
coaching. Further, findings suggest that the afl®usiness coaches as advisors, network
facilitators, and counsellors, with sessions foedssn firm production and customers, are

viewed positively by start-up entrepreneurs.
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Table 5.14variables, Significant Items and Effect Size of-Rwed Post-Test Measures for
Entrepreneurs with Previous Business Coaching E&pee

Variables Significant Items Effect

Business coach rc Counsellr Mediurr-large effect:
Advisor accounting for up to 25%
Network facilitator of the variance

Business coaching sessi Customer Medium effects

focus Production accounting for up to

17.6% of the variance

Business coachin Delivery metho of your sessior Medium effects
satisfaction Your business coach’s style and approach accounting for up to
The role/s your business coach played 18.4% of the variance

The outcome of business coaching

The significant findings that business coachingiges focussing on customers and
production are consistent with Deakin and FreeB89vho reported that the opportunity to
learn about marketing strategies during a strudtpregramme is valued by entrepreneurs.
Not surprisingly, the training component of theustured programme is centred upon
commercialisation, market entry and global growtierefore topics surrounding customers
and production would naturally flow over into busss coaching (Gerber, 2005; Kaplan &
Norton, 1996). According to Page and Jones (1998&)n, strategy, and direction setting at
the start-up phase of firms can be solidified omhen entrepreneurs understand customers’
needs and wants within a competitive environment.

Three research questions identify whether entrepmsnwith no previous business
coaching rate their experience differently to emteaeurs with previous business coaching
experience. Analyses culminated in no statisycsignificant differences between cohorts,
indicating consistency of experience between ergregurs. Moreover, the structured
programme, established to address entrepreneunalenges by providing SMEs with
outcome-driven workshops and business coachingricmyéentification of new business
opportunities for growth, is shown to be viewed ipesly by participants. An important
aspect of business coaching, and confirmed thrabhighprogramme, would appear to be
appropriate  matching between business coaches atpeeneurs (Clutterbuck &
Megginson, 1999).
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In conclusion, one premise of this thesis is thaiteess coaching is a structured, goal
focussed process based on collaborative relatipasind highly effective when undertaken
by business coaches with practical experience ppated (Clegg et al., 2003; Hall et al.,
1999). Respect between business coach and emtegprare said to be essential elements to
effective relationships (Kilburg, 2000). Rathearhrelying on personal observation alone,
the accumulated experience of business coachessntieay can recognise patterns within
firms and provide hypothetical examples and storesich serve to fill gaps in
entrepreneurs’ knowledge, opening them up to aetyanf possibilities (Leonard & Swap,
2005). Experienced business coaches can offezetreurs introductions to other networks
and professional services, thus providing oppotiesifor entrepreneurs that they might not
have had without such help (Bhide, 2000; Kurtznze5).

Limitations to Study 2 include the possibility tHatdings were compromised by the
unequal sample size (previous business coact#n§; no previous business coachim0).
Moreover, whilst findings might be generalisablestart-up entrepreneurs and their learning
needs, the present study was not conducted ovextanded period to determine long-term
effects and results from firm growth (Kazdin, 1980}learly, further research is needed to
determine the impact, if any, that business coaches on SME performance and growth.
Although the present study is limited by sample= simdings form the basis for a larger-
scale investigation into the effects of businesacbong with SMEs. Therefore, measures
from the present research appear to be appropaatecontribute to the investigation to be
conducted in Study 3.

In order to determine the effects of business doaclon firm growth, it is
recommended that entrepreneurs from fast-growth SME used as the cohort, enabling the
results of business coaching to be measured. Arwpto Feindt et al. (2002) fast-growth
presents different interpretations of firm trajegtobut can be measured using compound
sales growth percentage. However, a number obraaontribute to firm growth, such as
firm age, high-profile leadership, trained emplog/eand effective systems and structures
(Anthony et al., 2008; Page & Jones, 1990b; Stoi®@4). In addition, entrepreneurial
traits, behaviours, and perceptions can affecffittencial success of firms (Bender, 2007),
and should be measured for their effect on firmngho Collectively, these factors should be

taken into account in Study 3.
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Based on implications emerging from Study 2, itsisommended that Study 3 utilise
a larger, comparative sample, to examine possiliferences between business coaching
versus no business coaching experiences, by apptye@asures to reduce possible researcher
bias and interpretation of data.

The next section discusses the overall intent, tedinter-relationships between
Studies 1 and 2.
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REVIEW AND DISCUSSION OF STUDIES 1 AND 2

Exploratory in design, the intent of Studies 1 @nas to survey a cross-section of
business coaches and entrepreneurs, with the baemabf selecting, developing, and testing
suitable constructs, and determining appropriatgigg@ants for Studies 3 and 4. The
objective of Study 1 was to clarify assumptionsbokiness coaching by carrying out an
investigation of entrepreneurs (fast-growth; lijés)t, and business coaches’ views regarding
the process and outcomes of business coachingpdiheof Study 2 was to select, develop,
and establish measures based on responses asb@dtatstart-up entrepreneurs undertaking
a structured training and business coaching progiram

Interviews sought to understand the applicatiothefterms coaching and mentoring
in a business environment to ascertain whether thege interchangeable or separate
processes. Accordingly, it is maintained that teems of coaching and mentoring are
interchangeable (Garvey, 2004), and thus, furtigef@teg et al's. (2003) description, a
definition of business coaching for the presensithes established as: business coaching is a
collaborative relationship between experiencedri®ss coaches, and entrepreneurial leaders,
focussing on business goals, entrepreneurs’ dewveof) and contribution to firm growth.

Findings indicate that post-test, a structuredningi and business coaching
programme positively influences experiences ofegrgneurs who have received business
coaching previously, however, analyses culminateda statistically significant differences
between cohorts, indicating consistency of expegdnetween entrepreneurs. The training
component of the structured training programmedaaea segue to business coaching where
entrepreneurs were able to solidify strategieseteetbp goods and services that support their
chosen customer market within a competitive envirent (Gerber, 2005; Kaplan & Norton,
1996; Page & Jones, 1990a). Structured businesshiw linked to business and
management needs can form a basis for effectivelaement and firm growth (Garrett-
Harris, 2006, Gibb, 2009). Moreover, business bar undertaken by persons with
practical business experience and conducted wittollaborative relationships in a
structured, goal focussed manner, is supportedy3¢ al., 2003; Hall et al., 1999).

Interestingly, while business coaches and entrepmsninterviewed shared a number
of equivalent perspectives on entrepreneurial d@sivbusiness coaching experience, and

business coaching measurement, differences arentrestween the lifestyle firm versus
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fast-growth firm. The lifestyle entrepreneur shaveepropensity towards putting family and
employees at the forefront of decision making agehss to be satisfied with this preference
(Hay & Kamshad, 1994). In comparison, fast-growtitrepreneur tended to be motivated
towards being goal directed with a results-orieedadttitude. As identified by St-Jean et al.
(2005) the motivation of entrepreneurs to focuseod-goals, coupled with the ability to

adjust capacity to market forces and customer néggarticularly important to growth.

In reviewing the two studies, differences are notsgtween entrepreneurs of
established firms, and start-up entrepreneurs catimgl pre/post test questionnaires. For
example, established entrepreneurs value businesshes’ roles encompassing that of
sounding board, critical friend, and listener. dontrast, significant effects are found for
start-up entrepreneurs where business coaches eske that of counsellor, advisor, and
network facilitator. It has been said (Sequeiralet 2007) that entrepreneurs with strong
social networks are more likely to succeed. Eghbl entrepreneurs share similar views on
the focus of business coaching sessions includingegt (vision; goals; strategy), processes,
and people. However, significant effects are olesrat pre/post test with start-up
entrepreneurs, where sessions focus was on firmuption and customers. Delmar et al.
(2003) noted differences between established amthgb entrepreneurs according to stage of
growth, with elements such as profitability and megof risk taking centrality during
sessions, thus influencing business coaching focus.

While sampling a cross-section of participants udatg a lifestyle entrepreneur, a
fast-growth entrepreneur, and a group of startqfpepreneurs, limitations are previously
outlined in Studies 1 and 2 regarding the relagiwgshall sample sizes potentially influencing
the external validity (Kazdin, 1980). Accordingly,is noted that interview material could
have been influenced by researcher interpretadon, the period of time over which the
comparison group was studied might not have bedended sufficiently enough to
determine long-term effects, and results, from fgrowth. Nevertheless, the triangulated
approach taken helped establish relationships leetwgealitative and quantitative methods
(Saunders et al., 2000).

Thus, although limitations are evident in Studyh# constructs of business coaches’
role, business coaching session focus, and bustoeshing satisfaction, form the basis of a

measurable investigation into the effects of bussneaching on firm financial performance
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and revenue growth in Study 3. In order to deteenthe effects business coaching and
entrepreneur level of confidence on firm perfornem@nd revenue growth, the following
Studies 3 and 4 concentrate on cohorts of fastdr@ntrepreneurs. Thus, the next chapter

reports on the analysis and outcomes of Study 3.
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CHAPTER 6: STUDY 3
DEVELOPMENT AND TESTING OF A M ODEL OF BUSINESSCOACHING AND FAST-GROWTH

Overview
Chapter 6 reports on the findings of Study 3, antjtative study involving fast-
growth SME entrepreneurial leaders. As outline@l@®.1, Study 3 examines two cohorts
of fast-growth SMEs addressing the principal questof whether business coaching
contributes to firm performance and growth. Toradd this question, this study draws on
Studies 1 and 2, learning evaluation models, arginbas growth theories, and examines
inter-relationships between firm characteristicg.(eindustry sector, firm age, number of
employees), entrepreneur characteristics (e.gdeteage, gender, academic qualifications),
and personality attributes. Beginning with hypste to be tested, the present research
design and methodology is presented, includingserggion of participants, measures, and
data collection procedures. Constructs and resarsdiscussed. The present chapter

concludes with a discussion of findings and liniitas.

Table 6.1Design of Study 3: The Development and TestingMd@el of Business Coaching
and Fast Growth

Aim Research Question Method Cohort

To identify the What contribution if any, Cross-sectional survey (Bnu_sig%)s s coachin
contribution of does business coaching of fast-growth SMEs ve;sus

business coaching to make directly or No business

firm growth indirectly to firm growth?

coaching =100

Study 3 aims to identify the extent to which busseoaching contributes to SME
growth. Inter-relationships that influence grovetle examined between distinguishing firm
features (e.g., industry sector, firm age, numidegroployees), entrepreneur characteristics
(e.g., leader age, gender, academic qualificaticar®) entrepreneur orientation (i.e., locus-
of-control, self-efficacy). In order to comparenii growth rate, a predictive, quantitative
approach is taken with two cohorts: entrepreneuns Wave received business coaching
versus entrepreneurs who have not received bustwsshing. The question addressed
during this stage of the research\Wghat contribution, if any, does business coachimagen

directly or indirectly to firm growth?
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Testable Hypotheses

Following an extensive review of the literatureaslined in Chapter 2, this thesis
proposes that business coaching contributes tale¢lielopment of entrepreneurs’ locus-of-
control and self-efficacy, which in turn contribsteo firm growth. In order to avoid any
repetition, the literature is not reiterated instBection. Using the findings of Studies 1 and
2, business coaching is posited to involve inté&ati@nships between coaches’ role, session
focus, results of coaching, coaching satisfact@md entrepreneurs’ level of confidence.
Table 6.2 shows 17 testable hypotheses proposebdufsiness coaching and entrepreneur
level of confidence.

Figure 6.1 depicts the 17 hypothesised relatiossigsted in the present study.
These inter-relationships involve the business fwesicrole, the coaching session focus,
entrepreneurs’ perceived coaching results, entnepirs’ level of coaching satisfaction,
entrepreneurs’ locus-of-control and self-efficaapd firm performance through percentage

revenue growth, culminating in a hypothesised moflbusiness coaching and firm growth.

Business Coaches’ |1'ib g Entreprenour
Locus-of-Control
Role ¢ =
(Internal)
Hla 1d
4
Business Coaching Entrepreneur
Session Focus Locus-of-Control  Hsp
o (External) \ SME Firm
: ) Growth
Business Coaching
Results
H"'“v Entrepreneur
Self-Efficacy H,,
Business Coaching
Satisfaction
4c
Busi Coachi Entrepreneurs’ Fi
usiness Coaching Level of Confidence frm

Figure 6.1 Hypothesised model of business coaching anddnowth.



Business coaching and SME growth 118

Table 6.2Proposed Hypotheses on Business Coaching and Eetreyr Level of Confidence

Theme Hypothesis
Busines: Hia The role adopted by business coaches positivellyen€es the collaboratiy
Coaches’ Role focus of business coaching sessions
Hy, The role adopted by business coaches positiveiyentes entrepreneurs’
internal locus-of-control
Hi. The role adopted by business coaches positivelyentes entrepreneurs’
external locus-of-control
H.yy The role adopted by business coaches positiveiyentes entrepreneurs’ self-
efficacy
Business H,. The business coaching ses: focus postively influences the resis of

coaching
session focus  Hy,

Hac
Busiress Hsa
coaching results

Hap

Hac

Haq
Busines: Haa
coaching
satisfaction Hap

H4c
Entrepreneu Hsa
level of Hsp
confidence Hse.

business coaching

The business coaching session focus positivelyénftes entrepreneurs’
internal locus-of-control

The business coaching session focus positivelyénftes entrepreneurs’
external locus-of-control

Results of business coaching positively influerentrepreneursatisfactior
with coaching

Results of business coaching positively influerergsepreneurs’ internal
locus-of-control

Results of business coaching negatively influemrdsepreneurs’ external
locus-of-control

Results of business coaching positively influerer@sepreneurs’ self-efficacy

Satisfaction with business coaching positivelyugfices entrepreurs’
internal locus-of-control

Satisfaction with business coaching positivelyuefices entrepreneurs’
external locus-of-control

Satisfaction with business coaching positivelyuefices entrepreneurs’ self-
efficacy

Entreprenels’ internallocus-of-contro positively influences firm grow
Entrepreneurs’ external locus-of-control negatiiefluences firm growth
Entrepreneurs’ self-efficacy positively influendes growth

Research Design

Study 3 takes a predictive, quantitative approasiolving two cohorts (business

coaching versus no business coaching) comparedisindss characteristics and growth. In

light of the testable research hypotheses develdpedhis thesis, deductive and logical

analysis is employed to control, predict, and destrate causal relationships (Cavana et al.,

2001). Factor analytical techniques examine thdedgwing patterns on variables to
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determine whether components can be summarisedsmadler sets (Hair, Black, Babin,
Anderson, & Tatham, 2006). Exploratory factor gse (EFA), involving Principle Axis
Factoring and Oblimin Rotation as the transformmatioethod (Hox & Bechger, 1998), are
used to test relationships between latent factodsadserved variables (business coach role,
coaching session focus, coaching results, entrepresatisfaction with business coaching,
and entrepreneur self-efficacy and locus-of-coitr&FA is used to eliminate survey items
with loadings <0.3 on factors (Hair et al., 2006d amprove the interpretation of suitable
pattern clusters for the next stage (Hox & Bechd®98). Confirmatory Factor Analysis
(CFA) is used to obtain parameter estimates toruhe factor loadings, variances, and
covariances, and residual errors, and also to aisgesther data are a good fit to the model,
hence testing whether the model is plausible véthtdrs that predict reasonably the observed
variables (Hox & Bechger, 1998). Structural equatnodelling (SEM) methods are utilised
to establish relationships between latent variafffehumacker & Lomax, 1996) and reveal

the significance olbusiness coachingn firm financial performance and percentage growth

Method

Participants

Participants are self-nominated business ownerseati@preneurial leaders of 200
private ©€=190) and public =10) firms who responded to advertisements calfiog
Australia’s fastest growing SME firms (Walker, 200&nown as theBRW Fast100the
survey has been conducted annually for over 20sylepiBusiness Review Weekly (BRW),
and included questions relating to business cogcisndeveloped by the present researcher.
The survey has similarities téortune’s FSB 100North America’s fastest growing small
businesses annually. Criteria fBRW Fastl00nclusion are annual revenue in excess of
AUD$500,000 rising each year over four consecutinancial periods; not receiving more
than 50% of revenue from one client; having fewleant 200 full-time and part-time
employees; and not a subsidiary of an Australiaoverseas company. Unlisted companies
must be privately owned.

Of the 200 participants, 509%%100) had used a business coach and 5®8400)
had not used a business coach. The majority ofetiteepreneurs were male with 92%

(n=100) having used a business coach, and 959600) not having used a business coach.
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Where appropriate, parametric (independent santgkst) and non-parametric (chi-square)
tests are carried out. Table 6.3 shows firms loystry. Firms are categorised according to
Australian and New Zealand Industrial ClassificatilANZSIC) industry sectors (ABS,
1983).

Table 6.3Fast-Growth Firms by Industry Sector

Industry Sector Business Coach No Business Coach

(n=100 % (n=100 %
* Information Technology 24 20
e Property 20 17
* Finance 11 13
e Manufacturing 10 3
¢ Personal 8 12
» Construction 8 7
« Communications 4 10
¢ Retall 4 5
+ Education 4 1
e Transport 2 1
* Accommodation 2 2
e Cultural 2 1
+ Health 1 1
* Mining 0 4
*«  Wholesale 0 2
» Agriculture 0 1

As highlighted in Table 6.3 participants represemross-section of industry sectors,
with chi-square cross-tabulation test revealingsigmificant differences on industry sectors
across both cohortg?(15, n=200) = 17.56,0>.05. Table 6.4 shows firm demographics
including: number of employees, age of participgfirms, revenue turnover, and percentage
growth, by previous business coaching versus nmésis coaching experience.

In terms of firm demographics shown in Table 6ddependent sampldstests,
culminate in non-significant differences amongsthants on firm size (number of
employees), firm age, and percentage growth omrevéurnover. Although cohorts differ
significantly on revenue turnové198) = 3.80p<.05, ther2 effect size, accounting for less

then 1% of the total variance, was relatively small
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: Employees, Age, RegegPercentage Growth

Industry Demographics

Business Coach

No Business Coach

(n=100 (n=100

Number of Employees

* Range — no. employees 2-197 3-200

+ Mean (Standard Deviation) 40.27 ¢1.43 46.37 7.93

. Median 25.5 29.5
Firm Age

¢« Range - years 3-54 3-26

« Mean (Standard Deviation) 8.67 (7.13 8.54 6.6

« Median 6 6
Revenue Turnover (Australian dollars)*

¢ Range .9m —161m .5m —1,160m

* Mean 9,010,687 32,233,387

e Median 5,647,915 10,438,735
Percentage Growth on Revenue Turnover from
Previous Year

* Range 7 — 650% 9-407%

« Mean (Standard Deviation) 83.74 86.45 88.67 69.7)

e Median 65 69.5
Note:*p<.05

Table 6.5 shows entrepreneurs reason for stattieditm, source of revenue growth,

and the biggest issue facing the firm in the

presigear.

The firm characteristics shown in Table 6.5 idgntommon patterns occurring

between entrepreneurs with business coaches ase without business coaches, and reveal

non-significant differences on chi-square crossH@ion tests for entrepreneur’s reason for
starting the firmy?(3, n=200) = 2.19p>.05 (e.g., saw a niche): source of revenue growth
¥3(3, n=200) = 3.40,p>.05 (e.g., organic growth); and biggest issue fad¢hre firm in the

previous yeag?(3,n=200) = 3.43p>.05 (e.g., hiring quality staff).

Table 6.6 shows entrepreneur characteristics bywdgn starting the firm, gender,

and academic qualifications.
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Table 6.5Entrepreneur Reason for Starting Firm, Revenue @npand Biggest Issues

Firm Characteristics Business Coach No Business Coach
(n=100 % (n=100 %
Entrepreneur Reason for starting the firm
» Saw a hiche 32 41
* Independence 27 17
* Wealth creation 18 17
e Challenge 10 12
» Could do better job than boss 4 4
» Lack of career opportunities 1 1
* Buying yourself a job 1 1
7 7
Revenue growth will come from:
e Organic growth 46 56
+ New domestic markets 13 4
 Better business practices 12 8
« New products 7 10
» Acquisitions 7 S
» Exporting 4 >
* Increase productivity i 2
» Competition 1 1
e Secure global partner
Biggest issue faced by firm in previous year
» Hiring quality staff (skill shortage) 50 33
+ Growth strategies 18 20
« Capital for growth 14 12
« Managing staff 6 7
* Margin pressures 1 8
» Getting rid of poor performers 2 >
e Growing competition % g
» Slowing economic conditions 1 0
* Rising interest rates 0 1
» Technology 7 7

e Other

As indentified in Table 6.6, independent samptessts reveal non-significant
differences amongst entrepreneur characteristicagerwhen starting firms, and gender, but
significant differences on academic qualificatiofi®2, n=200) = 10.39,p<.05. That is,
proportionately, participants who have receivediress coaching have higher academic

qualifications than those who have not receivedrnass coaching.
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Table 6.6Entrepreneur Characteristics by Age When StartimghFGender, and Academic
Quialifications

Entrepreneur Characteristics Business Coach No Business Coach

(n=100 % (n=100 %

Age when starting the firm

« 30-50 31 28
« Under 30 62 68
« Over50 7 4
Gender

 Male 92 95
+ Female 8 3)
Academic qualification **

» Secondary (HSC; less than HSC) 17 36
« Tertiary 64 48
« Post Graduate (Diploma; Masters; Doctorate; other) 19 16

Note. ** p< .01.

Entrepreneurs with Previous Business Coaching Exjggrce

Of the 100 entrepreneurs who have received busicesshing previously, 81.4%
have engaged in one-on-one coaching, 18.6% haveipated in group coaching, and 29%
have received business coaching as part of a ngpiprogramme. Table 6.7 shows
entrepreneurs’ experience with business coaching.

As Table 6.7 shows, entrepreneurs commonly recelv@@l sessions from business
coaches (41%), payment was made by entrepreneamspanies (59.4%), and business
coaching was flexible from session to session @%.9Entrepreneurs reported that 61.4%
agreed on outcomes or deliverables prior to busiceaching commencement, and 81% of
the business coaches had owned a business. Mason® given for engaging business
coaches were a mixture of tangible (e.g., firm glpwmanage processes: 37.4%) and
intangible (e.g., expand thinking, develop potdntéhange behaviour: 30.4%) outcome
expectations, with 80% of entrepreneurs attributingto 30% of their firm growth to

business coaching received.
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Table 6.7Entrepreneur Experience with Business Coaching

Business Coaching

Question Item (n=100) %
No of Sessions witl « 1 —10 sessions 41
last Business Coach « 11 — 20 sessions 28
e 21 -50 sessions 19
* More than 50 sessions 12
Payment fol e Made by your company 59.¢
Business Coaching « Given to you free of charge by your coach/mentor 30.7
e Made personally by you 9.9
Business coachin » Flexible from session to session 45.¢
sessions were «  Unstructured 34.4
mainly: Structured 19.7
* Other 3.3
Business Coachin  « Agreed outcomes/deliverables at commencement 61.4
Engagement » Did not agree outcomes/deliverables at 38.6
commencement
Business coache * Owned a business 81
experience » Worked for a corporate enterprise 66
» Partnered in a business 45
e Sold a business 36
» Publicly listed a business 19
Main reason fo « Grow business 19.2
engaging a business «  Better manage business processes 18.2
coach « Expand your thinking 17.2
* Increase skills’lknowledge 13.1
¢ Increase your performance 111
« Develop your potential 8.1
« Change your behaviour 51
« Better manage staff relationships 4.0
e Other 4.0
Percentage growl « 0% 9
attributed to . 1-5% 29
business coaching « 6-10% 20
¢ 11-20% 16
e 21-30% 15

e 31-100% 11
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Procedure and Measures

An online cross-sectional questionnaire was utllisgping company demographics,
growth generators, entrepreneur characteristicd, etperiences with business coaching
(Appendix 6.1Fast-Growth 100 Questionnaire The questionnaire was labeled to ensure
that meanings (e.g., coach, mentor) were clearlyda to avoid common methods bias
(Podsakoff et al., 2003). Before completing thesiionnaire, participants agreed to have
their data publicly available for publication aresearch purposes. Participants completed
the questionnaire and returned by email. Incorepigtestionnaires with less than 50% of
data are excluded and missing data dealt with usia@PPS Maximum Likelihood function
of replacing missing values at randorfRor the calculation of average growth rate ranking,
participants provided audited revenue figures deer consecutive financial periods, with
the fourth year used as a baseline. The followorgnula is used to calculate average
revenue growth:

Average growth = [(Year 4 — Year B+ (Year 3 — Year 2 (Year 2 — Year ])
Year 3 Year 2 Year 1

Questions on business coaching comprise four Masalbusiness coaches’ role,
business coaching session focus, business coachswt, and entrepreneurs’ business
coaching satisfaction. Measured on 7-point scajesstionnaires used measures which were
developed during the exploratory Study 2 of thieerch and additional measures. Table 6.8
shows business coaching variables and related itensusiness coaching contained in the
questionnaire.

Business coach rol€l=not at all to 7=alway9 builds on the work of a number of
authors (Drucker, 2005; Leonard & Swap, 2005; Wgheon & White, 1997) which
suggests that responsiveness and empathic feedimagied with expert knowledge, are the
hallmark of effective business coaches.

Business coachingession focugl=not at allto 7=alwayg establishes further the
validity of the conceptual framework for co-depenidiinction of firms (Figure 3.1) which
was based on previous research and shown to partisi in Study 1 (Delmar et al., 2003;
Finkelstein et al., 2007; Leonard & Swap, 2005).
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Business coachingesult (1=totally disagreeto 7=totally agre@ embraces a number

of factors that could influence tangible and infatgoutcomes (Dawdy, 2004; Kauffman &
Bachirova, 2008; Leedham, 2005; Ludeman & Erland2604).

Business coachingsatisfaction (1=totally dissatisfiedto 7=extremely satisfied

encompasses a number of aspects that collectivake rine relationship perceived as one of
value (Clutterbuck & Megginson, 1999; Fanasheh320@edham, 2005).

Table 6.8Survey Variables, Questions and Related Items @mBss Coaching

Variable

Question

Item

Business coac
role

Business coachin
session focus

Business coachin

result

Business coachin
satisfaction

To what degree did yol

(a) Sounding boarce.g. open/honest feedbs

business coach play the (b) Listener é.g. empathy, encouragement)

role of:

The main focus of yoL

(c) Counselloré€g. analysed problems)
(d) Advisor €.g. expert knowledge, skills)
(e) Network facilitator €.g. access to others)

(a) Vision/strategy/goals/environm:

coaching sessions was onib) Customers

As a result of busines
coaching you are now
able to:

To what extent were yc
satisfied with your
business coaching
experience?

(c) Production€.g. create/ manufacture)
(d) Processe®(g. method/ procedures)
(e) Peopled.g. leadership/managing/culture)

(a) Make better decisio

(b) Have more ideas/options to deal with issues
(c) Achieve your objective/goals

(d) Have greater self awareness

(e) Understand your strengths/weaknesses

(f) Know your development needs

(g) Have a more positive attitude towards life

(h) Have a greater degree of confidence that your
business will succeed

(a) Period/length of business coact

(b) Delivery method of your sessions

(c) Your relationship with your coach

(d) Your business coach’s style and approach
(e) The role/s your business coach played

(f) The outcome of business coaching

Table 6.9 shows level of confidence variables asldted items contained in the

questionnaire. Entrepreneur level of confidence waasured on 7-point scales for effects

of entrepreneulocus-of-controlandself-efficacy(1=not at all trueto 7=exactly trug¢ on firm

growth. Based on recommendations by SchwarzerJanagsalem (1995) the self-efficacy
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scale items used for level of confidence were smpersed with five locus-of-control items
(Ferguson, 1993).

Table 6.9Survey Variables, Questions and Related Items drefeneur Level of
Confidence

Variable Question Item
Genera To what (a) I can always manage to solveicult problems if I try
Self-Efficacy * extent is it hard enough.

true that: (b) If someone opposes me, | can find the meansvad to

get what | want.

(c) It is easy for me to stick to my aims and acgtish my
goals.

(e) I am confident that | could deal efficientlytkvi
unexpected events.

(g) Thanks to my resourcefulness, | know how todhan
unforeseen situations.

(i) I can solve most problems if | invest the neszey effort.

() I can remain calm when facing difficulties basa | can
rely on my coping abilities.

() When | am confronted with a problem, | can uluind
several solutions.

(m) If I am in trouble, | can usually think of algtion.

(o) | can usually handle whatever comes my way.

Locus-of-Contro To what (d) The world is run by a few pele in power and there’'s n
extent is it much | can do about it.
true that: (f) Growing my business depends on being in thiet nidace

at the right time.

(h) It is difficult to have much control over thrigs
politicians do in office.

(k) Many times | feel as though | have little irdluwce over
what happens to me.

(n) It is not always wise to plan too far aheadduse many
things turn out to be a matter of good and badifat
anyway.

Note: *General self-efficacy items interspersedmdicus-of-control statements

Data Analysis
Data are analysed principally by CFA procedureagi®iMOS 17.0, and involving a
Maximum Likelihood (ML) estimation method. SEM dams the amount of variance of the
model and is used to simultaneously examine depén@dationships between measured
variables and several latent constructs.
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Instrument Validation
All constructs are tested for reliability, validitgnd fit. Based on an assessment of
CFA fit statistics, measurement models are furtbBned. Table 6.10 shows the correlations

and descriptive statistics of model constructs.

Table 6.10Correlation Matrix, Mean Scores and StandardisediB&ons

Variables Mean SD 1 2 3 4 5 6 7 8
1. Role 6.05 099 1

2. Session Focus 456 1.42 .15 1

3. Result 544 116 .23* .44* 1

4. Satisfaction 5.82 0.79 .30 .17 A5 1

5. Locus-of-contro 3.25 1.25 .01 12 -05 01 1

6. Locus-of-contro 3.25 1.18 .03 13 -05 O .26 1

7. Self-efficacy 6.06 069 .33* 0 19 A6 -18 -171

8. Growth 3.04 1.39 .08 -07 -19 .11 -05 -09.17 1

Note:*p<.05.**p<.01

However, causal conclusions cannot be automaticafiyyn from correlational data
as there might be other competing models with emint interpretation (Hox & Bechger,
1998). Independent samptaests reveal non-significant differences on messwf self-
efficacy (e.g.,To what extent is it true that | can always mantmsolve difficult problems if
| try hard enoughand locus-of-control (e.gT,o what extent is it true that the world is run by
a few people in power and there’s not much | carabout it) between entrepreneurs who

engaged business coaches versus those not engpagingss coaches.

Construct Reliability
Table 6.11 shows the measurement properties oftrcots Instrument validation

proceeded through three steps: calculation of cactsteliability, estimation of variance
extracted, and evaluation of construct validity. n€touct reliability, a measure of
consistency, assesses the degree to which itemfesrdrom random error (Edwards &
Bagozzi, 2000). Indicator and composite reliapiiite two measures of construct reliability
(Fornell & Larcker, 1981). While indicator relidiby represents the proportion of variation
that is explained by a construct it purports to soe@, composite reliability reflects the

internal consistency of indicators (Werts, LinnJ&eskog, 1974).
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Construct Variance  Standardised Indicator
Constructs o Reliability Extraction Loadings Reliability
Role S 7¢ .6€
* Sounding board .86 73
» Listener 74 .55
Session Focus TS T7¢C .5C
» Vision/strategy/goals .76 .58
e Customers .64 41
+ Production .58 .33
Result 75 TE .64
» Achieve your objective/goals .87 75
« Have a greater degree of confidence that 12 .52
your business will succeed
Satisfaction 7S .92 .8C
* Your coach’s style and approach .85 72
e The role/s your coach played .98 .96
« The outcome of business coaching .83 .70
Locus-of-Control (internal) A4S 4C 3z
» Growing my business depends on being .56 .32
in the right place at the right time
« It is not always wise to plan too far .57 .33
ahead because many things turn out to
be a matter of good and bad fortune
anyway
Locus-of-Control (external) 51 .64 .5C
 Itis difficult to have much control over 91 .82
the things politicians do in office
« Many times | feel as though | have little 43 19
influence over what happens to me
Self-Efficacy .82 .82 .5C
« | can always manage to solve difficult 75 .55
problems if | try hard enough
» | can solve most problems if | invest the .76 .57
necessary effort
 If lam in trouble, | can usually think of .76 .58
a solution
.70 49

« | can usually handle whatever comes my
way.
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In the present study, indicator reliability valuesge between .19 and .96, and all
composite reliability values exceed the recommengade of .7 (Nunnally & Bernstein,

1994), except for two constructs locus-of-contiolgrnal) and locus-of-control (external).

Variance Extracted Estimate

Variance extracted estimate reflects the overalbwarh of variance in indicators
accounted for by a latent construct (Fornell & kag 1981). In this study, all estimates
exceed the recommended value of .5 (Hair et al06R@xcept for the locus-of-control

(internal) construct.

Construct Validity

Construct validityis established by measuring convergent and discimbivalidity of
measurement items (Straub, 1989). Convergent ijalabsesses the consistency across
multiple operationalisations. Values fiestatistics for all factor loadings are signific4atl
p<.001), indicating that measures satisfy convergaiidity criteria (Gefen, Straub, &
Bourdreau, 2000). According to Fornell and Larckeg81), average variance extracted for
each construct should be greater than the squaseeélation between constructs when
assessing for discriminant validity, and the extenwhich different constructs diverge from
one another. In this sample, results suggestitiials share more common variance with
related than non-related constructs, with all coass meeting this criterion.

Confirmatory and full structural model fit are assed using multiple indices (Hair et
al., 2006), including the ratio of? to degrees of freedomy?(df) (JOoreskog, 1978),
comparative fit index (CFl), Tucker-Lewis Index (JL root mean-square error of
approximation (RMSEA), and standardized root meguase residual (SRMR). #&/df ratio
of below 3 indicates sound fit (Carmines & Mclvég81). Values of CFl and TLI above .90
are considered a good fit (Hair et al., 2006). MSFEA of .09 or less indicates a close fit
(Hu & Bentler, 1999), and SRMR should be less tldh(Hair et al., 2006). All seven one-
factor congeneric measurement models tested anel fraumeet these criteria.
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Analysis of Results

Given the acceptable measurement models, a felhtlatariable structural model is
estimated (Anderson & Gerbing, 1988) using the saeteof Goodness-of-Fit (GFI) criteria
to test the structural model and respective hymathéBrowne & Cudeck, 1993). When the
number of observations are relatively small, thedehavill always be accepted despite the
poor fit. Alternatively, when the sample is relaly large, the statistical tests will most
likely be significant. However, the Tucker-Lewisdex adjusts for the complexity of a
model and GFI (Hox & Bechger, 1998). Table 6.12nswarises results of directional
hypothesis testing, revealing reliable and robudtdtween the theoretical model and sample
covariancesy?(111)=162.408, p=.019%/df=1.266, CFI=.943, TLI=.929, SRMR=.078, and
RMSEA=.052. These indices suggest a good fit.

Table 6.1Hypotheses and Test Results

Standardized

Hypotheses Parameter Estimate  Conclusion
H.. Role=> Focu: .26%* Supporte
Hip: Role—> Locus-of-control (internal -.02 Not Supporte
Hi. Role—> Locus-of-control (externa .04 Not Supporte
His: Role-> Selfefficacy 37 Supporte
H,.: Session Focu>Resul .61%** Supporte
Hon: Session focu—> Locus-of-control (internal .39% Supporte
H,. Session focu~> Locus-of-control (externa .60** Supporte
Hs.: Result> Satisfactior 2% Supporte
Hap: Result=> Locus-of-control (internal -.31 Not Supporte
Hse Result-> Locus-of-control (externa - 72%* Supporte
Hzq: Result> Selfefficacy .24* Supporte
Ha. Satisfactio = Locus-of-control (internal .04 Not Supporte
H,,: Satisfactio 2 Locus-of-control (externa A€ Not Supporte
H,. Satisfactiol > Self-efficacy -.07 Not Supporte
Hs.: Locus-of-control (internal=> Growtt -.07 Not Supporte
Hsy: Locus-of-control (external> Growth AS Not Supporte
Hse Seltefficacy> Growtr .19¢% Supporte

Note* p<.10.**p<.05.*** p<.01.

As shown in Table 6.12, results show that while thesiness coaching role has
significant positive relationships with sessionuds@nd self-efficacy, supportingand Hyg,
it has no significant influence on locus-of-cont(miternal) and locus-of-control (external),

failing to support Hy, and H.. Session focus has a significant positive effectiacus-of-
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control (internal), locus-of-control (external),daself-efficacy, supporting 4 Hop,, and He.
While the business coaching result impacts sigmifily and positively on satisfaction and
self-efficacy, supporting £ and Hyg, this dimension demonstrates a significant negativ
association with locus-of-control (external), sugjpg Hs., but fails to support ki, with a
non-significant link to locus-of-control (internal) Satisfaction with coaching has a non-
significant impact on locus-of-control (internallpcus-of-control (external), and self-
efficacy, failing to support k4, Hsp, and Hce Self-efficacy is related positively to growth,
supporting H.. But both locus-of-control (internal) and locuseontrol (external) have non-

significant relationships with growth, failing taggport H, and Hp.

N Entrepreneur
Business Coaches’ Locus-of-Control
Role Internal
(SMC =10%)
.26**
y
Business Coaching Entrepreneur
Se;:lllocn_F;;:us Locus-of-Control
( =7%) External g SME Firm
y-617 (SMC = 32%) o Growth
= QY
Business Coaching (SMC = 6%)
Results %
(SMC = 37%)
y-52"* , Entrepreneur
Self-Effi
Business Coaching '~ (seMC =I§g‘%
Satisfaction G [
(SMC =27%) [~
. . Entrepreneurs’ .
Business Coaching Level of Confidence Firm
Note: *p<.10. **p<.05. ***p<.01. - - - > denotes non-significant relationship.

Figure 6.2.Tests of hypothesised model of influences of e&srcoaching on entrepreneurs’
level of confidence factors, and SME financial pemfance and growth.

Figure 6.2 shows significant relationships betweanables (the solid lines) and
percentage of variance explained by the hypothésisedel for each endogenous variable.
Squared multiple correlation (SMC) values, which gre communalities of the variables and

similar to multipleR? in multivariate regression analysis (Hox & Beahde@98), show that
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this model accounts for 7% of the variance in bessncoaching session focus, 37% of the
variance in result of business coaching, 27% ofu@ance in entrepreneurs’ satisfaction
with business coaching, 10% of the variance in deaficontrol (internal), 32% of the
variance in locus-of-control (external), 20% of teriance in self-efficacy, and 6% of the

variance in growth.

Discussion

The objective of this study is to address the mp@cquestion of whether business
coaching directly or indirectly enhances firm growtBy systematically evaluating linkages
between a number of pertinent factors on businessching (business coaches’ role,
coaching session focus, outcome results of coachémjrepreneurs’ satisfaction with
coaching), and entrepreneurs’ level of confidenlmeus-of-control, self-efficacy), firm
growth, in terms of financial performance, is destoated.

Drilling down into the hypothesised model revediattbusiness coaches acting as
sounding boards and effective listeners, tend tmgoduring coaching sessions on vision,
goals, strategy, customers, and production, theeetggowering entrepreneurs’ self-efficacy,
and ultimately leading to firm growth. One explaoa for these findings concerns the
possibility that entrepreneurs with low levels @n@idence seek the services of business
coaches. Notwithstanding, comparisons betweenrtoheveal no significant variations on
locus-of-control and self-efficacy measures, thukng out the possibility of competing
hypotheses. Confirmatory factor analytic techngjastablish clear links between business
coaching elements (coaches’ style, session foegs|tr satisfactiongntrepreneurial level of
confidence (locus-of-control, self-efficacy), andrf growth. SEM techniques suggest the
outcome of business coaching is a direct influeradeentrepreneurial self-efficacy and a
non-direct influencer of firm growth.

The positive effects from the focus of businesschoay sessions and coaching results
leading to entrepreneur satisfaction, are condistéh Anderson et al. (2002), Homan et al.
(2002), and Phillips (2008), indicating that entespeurs benefit from the support and
expertise of business coaches. The business @aokes of listener and sounding board,
that is, the ability to focus completely on therepteneur, understand meanings within the

context of the situation, and support entrepreriesgd-expression (Auerbach, 2005), are
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supported by this study. Findings affirm that bess coaching is beneficial when built on
partnerships embracing trust and rapport, with lkteacand entrepreneurs working
collaboratively together (Clutterbuck & Megginsdr®99), and where relationships are such
that entrepreneurs feel free to express what camesind without fear of judgment or
reprisal, thus increasing the likelihood of satsifan (Witherspoon & White, 1996).
Additionally, business coaches providing wisdom agertise to guide the focus of
business coaching sessions, assists entrepreneunsiderstand competitive challenges,
evaluate alternatives, and lessens the propersityake mistakes by implementing sound
decisions in order to attain results (Bunker et2002; Clegg et al., 2005; Cooper & Quick,
2003).

Self-efficacy outcomes are of particular interesd aaffirm Kets de Vries and
Korotov’s (2007b) reasoning that business coachepa@t entrepreneurs by working with
their strengths, which builds self-confidence, teaabling entrepreneurs to face operational
and environmental issues. Forbes (2005) held eéhaepreneurs with strong self-efficacy
believe in decisions involving their own abilitieshile Jerusalem and Schwarzer (1992)
asserted that self-efficacy as a personal resdoroes a buffer against stress, anxiety, and
burnout. Alternatively, entrepreneurs with certgarsonality traits and moderate self-
efficacy might benefit from the support provided llnysiness coaches (Stewart et al., 2008).
It is suggested that the style of coaching, togethth trusting relationships and rapport built
between coaches and entrepreneurs, can have a@asfect on entrepreneurs’ emotional
intelligence (Sullivan, 2006).

Findings that outcome results from coaching hamegative effect on external locus-
of-control are consistent with Begley (1995) andoBe et al. (2000) who identified
externally-orientated entrepreneurs as high rigkersaand more likely to go bankrupt. In
contrast, internally-orientated entrepreneurs aoeentikely to display leadership styles to
control outcomes (Boone et al., 1996), supportimg findings of Hansemark (2003) that
locus-of-control has predictive validity of entrepeurial activity. However, the outcome of
the present analysis is in line with Boone and dabBnder (1993), showing that locus-of-
control is not related significantly to firm growtinstead being a reflection of situations
rather than of performance. In line with Bush BQQhe interwoven nature of business

coaching elements suggest that when entreprensiraaivated and committed to working



Business coaching and SME growth 135

on results with coaches they trust, firm growthunaty follows. Therefore, the present
research supports the findings of Leedham (2008} tmaching relationships, through
internal and external personal benefits, leadsiginess results.

Limitations associated with this study and recomaagions for Study 4 are presented

next.

Limitations and Recommendations

There are four main limitations associated withd$t@: the present cross-sectional
survey; a relatively small sample size; constretiibility; and common methods bias. This
study is cross-sectional, providing only a snapstidactors influencing firm growth. The
non-longitudinal nature means that causal relaktipssbetween variables cannot be implied
as other factors might have influenced growth. éMtheless, it is noteworthy that 80% of
entrepreneurs attribute up to 30% of their firmvggtoto business coaching.

While SEM with maximum likelihood estimation was @oyed using 100
participants, the relatively small sample size douéve influenced the statistical power of
this method used to examine inter-relationshipsveen variables. Samples of at least 200
participants are recommended as a sound basistioration (Hair et al., 2006). Moreover,
causal interpretation cannot be assumed as a m@sulting SEM (Hox & Bechger, 1998).
Relatively low Cronbach alphas and construct réltes for locus-of-control scales could
have been influenced by the present results (HilM&Gowan, 1999). However, these
statistics can be attributed to each of the lodussatrol constructs having only two items
following the application of one-factor congenenuneasurement models. Construct
reliability of locus-of-control scales range betwed9 and .64. Moreover, Cronbach’s alpha
statistics ranged between= .49 anda = .51. Nevertheless, taking a deductive posttivis
approach to statistically analyse data and prezlients, quantitative measures can lose the
essence of the respondent’s intent (Hill & McGowE909).

In addition to the limitations above, it shouldalse noted thaHawthorne Effect
may have contributed to the results, that is, @némeeurs reporting positively because of the
attention provided to them by business coachestliegt might not have received from other
sources (Carey, 1967). Common method variancetmigtur owing to potentially biasing

factors with self reports as a result of socialirdédity due to entrepreneurs’ acquiescence
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by agreeing with everything (Spector, 2006). Tonglate common method variance,

Spector (2006) advised researchers to analyseutppge and the desired inference to be
attained from questions to ensure that self-repoeee clear about what is expected of them.
Therefore, by adopting a triangulated approachntpagive research findings on business
coaching could be corroborated by collecting addal qualitative data on entrepreneurs’
experiences, thus reducing common methods bias\{@te 2003).

In conclusion, Study 3 establishes a model of lmssircoaching factors that facilitate
firm growth, as well as proposes a systematic amipcehensive method of measuring
outcome evaluation. Further, the present inveitigdays a solid foundation for conducting
qualitative research to verify these findings indst 4.

Following next is the aim, research design, methaglg findings, and discussion of
Study 4.
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CHAPTER 7: STUDY 4

IN-DEPTH EXPLORATION OF FAST-GROWTH ENTREPRENEURS EXPERIENCES OF BUSINESS
COACHING

Overview
Chapter 7 reports on the findings of Study 4, imrg fast-growth SME
entrepreneurial leaders, and utilises qualitatigsearch methods (Table 7.1). Study 4
corroborates findings from Study 3 by collectingliidnal data on entrepreneurs’ business
coaching experiences. Beginning with the resedesign and methodology, including a
description of participants, measures, and datkea@n procedures, the present chapter
concludes with a discussion of findings and liniitas.

Table 7 .1Design of Study 4: In-depth Exploration of Fast-@tlo Entrepreneurs’
Experiences of Business Coaching

Aim Research Question Method Cohort

To corroborate Whatare theexperiencs  Sem-strictured SME entrepreneul
findings from Study 3 of fast-growth telephone interviews business coached
by exploring entrepreneurs when involving entrepreneurs (n=39)
entrepreneurs’ receiving business of fast-growth SMEs

experiences coaching?

The aim of Study 4 is to extend and corroboratdifigs from Study 3 by collecting
data on entrepreneurs’ business coaching expegen@aiestions addressing the cohort of
entrepreneurs who received business coaching oy&uquantitatively establish the role of
business coaching, entrepreneur self-efficacy, SWE growth. During this stage of the
research a cross-sectional sample from Study heeeviewed for their retrospective views
on business coaching. The question addressedudy &t is: What are the experiences of
fast-growth entrepreneurs when receiving businesslting?

Research Design
Study 4 takes an inductive qualitative approachh wicross-section of entrepreneurs
who participated in Study 3, in order to extendfthdings of Study 3. Cavana et al. (2001)
argued that while positivism remains objective ayvin separation from participants during

data gathering, human activities can lose meaningnweduced to numbers. Caracelli and
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Greene (1993) advocated transforming data duriagsstal or thematic analysis to obtain

an integrated depth of understanding, using ovpitepconceptualisations of phenomena to
guide qualitative methods for independent triangohe Thus, Study 4 uses qualitative
procedures, taking an interpretive stance to raoactsunderstandings and meaning-making
from iterations between participants and resear@l@mson & Duberley, 2000). As Cavana
et al. (2001) noted, interpretive methods alloveagshers to experience realities in different
ways and uncover the richness and complexity afepneneurs thinking and criticisms, by

centering on subjectivity and relatively narrow ifélsrough content analysis of interview

data collected. Developing themes and analysingec® according to constructs being
investigated ensures consistency and validity duiterpretation (Ryan & Bernard, 2000).

Using a triangulated approach provides not only adarce between quantitative and
qualitative data, but can lead to practical andtéical evidence for advancing conclusions
(Saunders et al., 2000).

Method
Participants

Participants are 39 self-nominated entrepreneurs atreed to be interviewed
following the completion of a questionnaire for BBRW Fastl0@nnual survey, findings of
which are reported in Study 3. Table 7.1 shows foharacteristics of entrepreneurs who
participated in the study, including industry sect@venue turnover, percentage growth,
number of employees, and year established.

Table 7.2 shows that participants represent a @®sson of industry sectors,
reporting 53.8% of revenue turnover in the $500;$80million range and 25.6% in the $8.1
million-$15 million bounds. In terms of percentagmwth on revenue turnover from the
previous year, 46.2% reported growth in the viginof 21-80%, while 43.6% reported
growth in the 81-160% range. Most of the firms evestablished between the years 2000-
2004 (71.8%), and employ up to 50 employees (76.9%)
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Table 7.2Firm Characteristics by Industry Sector, Revenumduer, Percentage Growth,
Number of Employees, and Year Firm Established

. Percentage
Characteristic ltem (n=39)
Industry Sectc « Information Technology, Communications 38.5

« Finance, Property 25.6
«  Agriculture, Mining, Manufacturing, Construction, 23.1
Transport
« Accommodation, Education, Health, Cultural, 12.8
Personal
Revenue Turnove « $490,000 - $8,000,000 384
(Australian dollars) «  $8,000,001 - $15,000,000 25.6
«  $2,500,001 - $4,000,001 15.4
+ $15,000,001 - $30,000,000 12.8
- $30,000,001 - $1,160,000,000 7.7
Percentage Growl « 51 —80% 33.c
on Revenue e 81-120% 28.2
Turnover from e 121 —160% 154
Previous Year e 21-50% 12.8
. 161 - 650% 10.3
Number of « 2 —20 employees 38.t
Employees « 21 -50 employees 38.5
« 51 -75employees 7.7
« 76 -100 employees 1.7
e 101 - 200 employees 7.6
Year Firm e Year 2000 - 2004 71.¢
Established «  Year 1990 - 1999 17.9
«  Year 1953 - 1989 10.3
Procedures

Interviews were conducted over the telephone farode between 15-30 minutes
duration. Prior to the start of interviews, entespeurs were advised that the interviewer was
the researcher who is analysing the questionnag@qusly sent to them, and asked whether
they would consent to answering further questiobsut their experiences with business
coaching. Entrepreneurs were advised that if #ggged to be interviewed, the conversation
was to be tape-recorded for research purposesdaithcollected for this thesis investigation

collated and reported anonymously.
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Interview questions tapped entrepreneurs’ need Wasiness coaching, their
perception of the experience, and the contribubasiness coaches made to firm growth.

Table 7.3 outlines the eight general themes exglarel related interview questions.

Table 7.3General Themes Explored and Related Interview Qurest

Business Coaching Theme Question

Entreprenet Neec What prompted you tengag a business coac

Contribution to Growt What was it abouthe business coaching that contribute
your growth?

Style of BusinessCoachin How would you describe your business coach’s s

Coacling ToolsFramework What tools, models or frameworks did the businesgle use

during your sessions?
OutcomeMeasuremen How did you measure the effectiveness of busineasting

MemorableFeatures cCoachingc  What was is it about the business coaching thélyreands
out for you?

Othel Business Coachin Is there anything else you would like tdl me about busines
Experiences coaching?
Part ofa Trainin¢/Peer Grou If business coaching was part of training/peer graould

you tell me about that?

Interview material was firstly transcribed, themtamt analysed for common themes
based on pre-defined constructs to minimise in&tgbive analysis. An interpretive approach
was used to reconstruct understandings and meatnorgsteration between participants and
researcher (Johnson & Duberley, 2000).

Analysis and discussion of the interviews follows.

Analysis and Discussion
As noted earlier, the aim of Study 4 is to extendihgs emanating from Study 3 by
collecting additional data on entrepreneurs’ bussn@aching experiences through telephone
interviews. The following analysis and discussioonsists of relevant quotes from
entrepreneursnE39) which are taken as excerpts from fully transatibeaterial, and
categorised according to the eight themes usethi®iinvestigation (coaching need, part of
training/peer group, contribution to growth, coachstyle, coaching tools/frameworks,

measurement, memorable features of coaching, btisiness coaching experiences).



Business coaching and SME growth 141

Business Coaching Need

In the first question entrepreneurs were asked wgnampted them to obtain a
business coach. A high proportion of respondefft84) engaged business coaches in order
to increase their skills and knowledge, assist tteeaevelop into their role of leading a firm,
and to keep them accountable. Responses align atnard and Swap (2005) who
indicated that entrepreneurs look for appropriatsiriess coaches who can effectively pass
on skills, experience, and knowledge. Further, §fiegpn et al. (2006) asserted that
entrepreneurs seek experienced business coachesrkowith them to attain milestones,
reach market performance indicators, and achiesabss goals.

| think it's when you realise that you have gotlskihat need to be sharpened and

there’s people out there with better skills andWwlealge than you do, and so you try

to suck as much value as you can out of them. alt’about learning really (Case

12).

I’'m good at my profession and the business devdlapd grew, then | realised that |

didn’t know the business side of it because | hatdhad any business training at all

(Case 14).

I've probably got a moronic financial background #mose sort of things come

natural to me. But it's the other things like gettiprojects done and really growing a

business are what | wanted to do. | believe thathieved that by using them in

keeping me on track (Case 32).

Other entrepreneurs (30%) sought business coachesave experienced persons,
acting as a guide with wisdom, and who could achetsvork contacts. Earlier research
(Kram, 1988; Clutterbuck & Megginson, 1999) ideletf the benefits of business coaches
acting as advocates who, through their network amst can give entrepreneurs
introductions to significant others. The differenisetween having guidance and network
contacts, and not being exposed to such oppomgnitan mean that when firms need to
raise capital, those that have established contamis access to the necessary resources
within a shorter time frame (Bhide, 2000). Moregwbe wisdom of experienced business
coaches can provide insight and understanding tre@eneurs enabling them to stay ahead
of the competition (Leonard & Swap, 2005).
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Just looking with completely fresh eyes to be tblgive advice (Case 36).

Having someone there that can guide you and magbgive you the answer, but just

give you enough to think about things in a differey to address a particular

problem (Case 13).

Someone that had lots of contacts with other bgse® (Case 19).

Why not use their experiences as opposed to makkengame mistakes myself (Case

28).

The remainder of entrepreneurs (28%) reportedttieat needs for business coaches
were to ameliorate feeling isolated and lonely, &ading someone to act as a sounding
board, and give feedback. Whether it was for neasuf isolation, loneliness, or wanting
feedback, a number of entrepreneurs noted havingfided from business coaches who
listened to them and acted as sounding boards @€dQuick, 2003).

It is lonely at the top and that's really been fastic to have the resource of

somebody with broader experience than | have, sotyethat | can confide in and

bounce things off (Case 39).

| think realistation really that you get very istéd and you know, | think if you are

closeted in this environment where unless you spc huge amount of knowledge

on what’s going on outside in the environment, oelin danger of being static and
that’'s from an intellectual perspective and, | gu@s addition, from a management

perspective as well (Case 12).

| had the opportunity to ask a pile of questiond éind out some feedback from him

(Case 17).

Nobody’s got a moratorium on good ideas and proegssd if you've got somebody

that can challenge your own line of thinking themedy it's got to be for a greater

benefit (Case 23).

Overall, it seems that an ability to engender ingstelationships combined with
knowledge, business experience, effective listenamgl providing guidance and support,
summed up the principal reasons entrepreneurs eddagsiness coaches. These responses
are in line with the reasons provided in Study Bdngaging business coaches to: expand
thinking, develop potential (25.3%); increase skiknowledge, performance (24.2%); grow

the business (19.2%); and to better manage bugimesssses (18.2%).
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Business Coaching Contribution to Growth

As revealed in Study 3, entrepreneurs indicate leaween 5%-50% of firm growth
is attributable to business coaching received. Métrepreneurs were asked what it was
about business coaching that contributed to thewth, 35% stated that key ingredients for
their growth are the wisdom, experience, help amdance from business coaches. Self-
awareness can engender understanding for entrepseoktheir strengths, weaknesses, and
self-motivation within a contextual framework, atftls gain a more effective style of
leadership (Drucker, 2005; Kets de Vries et alQ720) Korotov, 2007). Entrepreneurs with
high levels of self-efficacy and perceived conwekr situations are more likely to achieve
goals in the face of adversity than individuals wdwnot have these qualities (Markman et
al., 2005).

| think probably one of the things that helped mdarstand about myself was that |

was a very driven individual and that although tlcan be very good, at times you

need to understand how others can interpret thak ey can potentially feel a little
bit bullied or threatened. Even though, believethrese has never been that intent,
but | can be a little bit intimidating at the enfitbe day (Case 3: contribution to firm

growth 10%).

It was just around understanding the underlying 3831es of the business, day-to-

day, and when they come up, and why they comdtupore or less helped us with

what we were going through, such as frustratiord &elped us to put it into context
and they had models and things which we put intobosiness, and made life a lot
easier because we now understand where we siteire.thAnd now we feel more
comfortable about the way business is being peifggniCase 27: contribution to

firm growth 30%).

Nearly a third of the participants (30%) said thaeh growth came about because
they were provided with the opportunity to consid#rer perspectives and options. Having
the opportunity and time throughout the coachinacess to reflect and assess their current
direction and situation, from both personal anditess perspectives, is an important aspect
to entrepreneurs and one advocated by Clutterbuck Megginson (1999) as a vital

component within business coaching.



Business coaching and SME growth 144

It allowed me to sit back and I look at it from i#fetent perspective and maybe look
at things in a slightly different way and learnrtot to react to situations in a certain
way and also to approach the way we were doingnassi in a more methodical and
structured way (Case 13: contribution to firm grova0%).
It forces you to look at your business. It makas ngassess your goals and it makes
your direction clearer. It was hard. | had some iness goals but | never had really
looked at personal goals and | think that's somaghthat’'s important as you are
driving a business that there is also purpose amehd and that you do have personal
goals (Case 39 : contribution to firm growth 15%).
My business has had consistent growth and if | Wagstting personal coaching |
probably wouldn't have made some of the decisibat Itmade which allowed the
company to grow. | would have probably made degcssithat were based on some
limited thinking or some fears that | had aroungaeity to grow you can only grow
your business as fast as you can grow personalliyaafast as you put the resources
and the structure around providing those platforfiorsgrowth (Case 38: contribution
to firm growth 50%).
A further 20% of the entrepreneurs said their gloeame about because they gained
a greater understanding of business, and expedegiavth as managers. Managing firm
growth and learning how to engage in high levehkhig and conceptualisation relating to
their firms as a result of business coaching sdene of value to entrepreneurs (Chenault,
1987; Corman et al.,, 1988). Moreover, busines<liog that is based on coach and
entrepreneur working together, increases the hkeld of achieving outcomes (Witherspoon
& White, 1996).
Certainly understanding the intricacies of businessl how they operate has been
quite valuable (Case 3: contribution to firm growit%).
It allowed me to sit back and I look at it from iffetent perspective and maybe look
at things in a slightly different way and learnrtot to react to situations in a certain
way. And also to approach the way we were doingnass in a more methodical
and structured way (Case 13: contribution to firnogth 30%).
A relatively small proportion of entrepreneurs ()58tought that business coaching

benefited their personal development and understgnof self. Gaining self-efficacy is
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reported as a significant contributor to firm grbwtvith business coaching allowing
individuals to move forward to pursue their dreafladwards, 2004). Business coaching
focussing on positive outcomes for entrepreneunshedp them to acquire new skills, gain
broader perspectives, experience advanced probtdung skills, and achieve overall
performance improvement (Hall et al., 1999). Meem Skaalvik (2009) asserted that the
long-lasting effects of business coaching are pestthanges in self-efficacy, with continued
goal setting, and increased firm performance.

Motivation and perhaps the ability to believe iresalf (Case 34: contribution to firm

growth 10%).

It's like a whole heap of things fell into placedathings took me personally to

another level in my development which allowed mtalke on the next evolutionary

steps to make a difference (Case 25).

It forces you to look at your business. It makas fgassess your goals and it makes

your direction clearer. It was hard. | had some iness goals but | never had really

looked at personal goals and | think that's someghihat’s important as you are

driving a business that there is also purpose smeéhd and that you do have personal

goals (Case 39: contribution to firm growth 15%).

The importance of business coaches taking a hokgiproach to the interconnected

nature of personal and business growth was empmthgizoughout these responses.

Style of Coaching

When describing their business coach’s style, 3t%h@interviewees said that their
business coaches were directive, structured, edgagetruth telling, and gave strong
feedback. Direct communication can be learned bking a conscious effort to comprehend
what others are saying or inferring, by respondipgropriately so that the listener will not
engage in defensive behaviour (Kets de Vries et2807a). However, probably the most
difficult aspect of communicating is not the propgynto talk, but rather the ability to listen
with understanding and empathy (Covey, 1989).

Direct, subtle as sledgehammer, there’s no niceliesalls it as it is Case 20).

He was confronting a lot, he speaks deeply froneeapce so | have a lot of respect

for that. | think also that he listens and interf@é an interesting way (Case 33).
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Sophisticated, educated, burrowing (Case 29).

She’s been there and done that. She takes no $regis very confronting and honest

(Case 25).

Very systematic and logic driven (Case 34).

A strong contrast was drawn with 27% of the enegapurs describing their business
coach’s style as encouraging, relationship buildfagilitative, and consultative. Clegg et al.
(2003) espoused that business coaching is mosttigdewhen based on a collaborative
relationship with a focus primarily on firm perfoamce, business goals, and individuals’
contributions.

He wasn't an autocrat in any way shape or form. really was an encouraging

person and a good facilitator (Case 15).

She has all the knowledge of the business righh firception, it just means that it

cultivates that flow of communication. | really dothink any style is better than

another. It's just simply what someone can eliciparticipation and what of that is

lasting (Case 36).

Very collaborative and very good communicator anddylistener, encouraging and

optimistic (Case 22).

A number of entrepreneurs (18%) said their coache® reflective listeners and
observers, with wisdom and honesty, acting as sagrbards. Individuals value empathic,
non-judgmental listening (Edwards, 2004), as walltaking time to engage in personal
reflective space, to gain increased clarity abowtagons before acting (Clutterbuck and
Megginson, 1999). A combination of attentive listey, thought-provoking and direct
questioning can help entrepreneurs externalise lgmay gain awareness and new
perspective, thus enabling them to move forward idedtify new opportunities (Creane,
2006).

| think it's his listening style which allows yoo get off your chest what the issues

are but he is able to fairly quickly zero in on tlesues and knock you straight if you

like so that you can make the decision and havednédence to say okay, bite the

bullet and move to the next step (Case 30).
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I'd describe my coach’s style as very insightfull arery deep capacity to hear what

is going on for me and provide that sounding bdardnme to explore what’s going on

for me. Yeah | could go on for about an hour ort tha | won't (Case 38).

A relatively small percentage of participants (168a)d they enjoyed the relaxed,
unstructured style of their coaches. The relaxeky style of entrepreneurs can be an
effective balance to entrepreneurs’ energy, crigtignd imagination which can drive them
to obsessively pursue ideas and display destrutéindencies, at the expense of receiving
advice (Kets de Vries, 1985).

Very much understated, very much an observer. Viangh a person who has

probably got a unique balance of left and rightibrao can sort of sit and deal with it

and show you how it's done and at the same timesitaand be unnoticed and can
observe and pick up on the sort of underlying ngssar undertones that might be

being given out in a certain situation (Case 13).

Appears to be up to date with current thinking @hdnging principles. Models and

analogies are used a lot to convey the idea orqiple with story telling being a

strong tool as well. It is an informal atmosphevéh a structured approach, easy

going but you need to work (Case 5).

The remainder of the entrepreneurs (10%) respotiagdt was the business coaches’
energy, enthusiasm, entrepreneurial nature, pesitature, and humour that contributed to
their growth. The relationship between coachessqaal attributes and skills was seen as
important to coaching effectiveness (Leedham, 20@0&yether with the entrepreneurs’
values, origins, and character (Kilburg, 2000)onder to develop interpersonal skills and
psychological self-awareness for the entrepreneur.

A lot of energy and very enthusiastic - somethibgud the way he points out what

you should do without humiliating you or makingaitbad experience. So he is

someone who can put a positive spin onto sometthiag was actually quite a

negative point. You need someone to point outevitiernot going well for you. But

not sort of leave you kicked (Case 3).

Direct, humorous, has excellent communication skitid gets results (Case 4).

Collectively, the present responses support thénbss coaches’ role as that of a

sounding board and listener (Study 3), albeit wdiffierent business coaching styles and
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approaches. Findings indicate that the match letvieeisiness coaches with entrepreneurs’
values and style of operating are essential (Cluittsk & Megginson, 1999). However, it
could be contended that differing styles betweesin@ss coaches and entrepreneurs might

work synergistically to provide alternative persjpegs to situations.

Tools/Frameworks of Business Coaching

When entrepreneurs were asked what tools, modefsanreworks their business
coaches employed during their sessions, 41% oicpaahts said their business coach did not
use tools, instead they just talked, and this waseficial because of the coach’s
understanding of business. Some studies (Bush;20lutterbuck & Megginson, 1999)
identified coaching to be effective when planningl goreparation are well executed, and
structured processes using tools and models weratpuservice.

For me personally, the relationship was more alibet experience, rather than any

tools she was using to apply that (Case 16).

The framework isn’t a structured framework. It'sr@ly around, firstly, the first step

of that is to make sure, and | talk from own exgmaee, | try to make sure that | am

present. It's very easy to come and be somewhgseg €hase 36).

None, it was by discussions. It was probably byrgta so there was no formality to

it (Case 34).

None, the business is quite different to a lotuditesses, it's not something you can

sort of pull out of a box (Case 9).

In contrast to coaches not using frameworks, neathjird of the entrepreneurs (31%)
responded that their business coaches used pagrieodels and tools. Assessment tools
such as the360-degree feedbacknulti-source pre- and post- instruments are used
compare executive self-perception of leadershife styth that of, among others, colleagues,
subordinates, and upper-management (Kets de Wrials, 2007a); which are then used as a
springboard for development (Goodstone & Diamah®98). Self-assessment tools such as
the Myers-Briggs Type Indicatoare employed to assist entrepreneurs understagid th
personality and that of others (Muchinsky, 2006).

He could use, and he has a lot of tools to workhenbusiness at a point in time if it

is needed (Case 8).
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They have proprietary models. | guess everyonetlrais own adaptations (Case

27).

She uses primarily the tools of Neuro Linguistiogtemming such as values, goal

setting, and a belief change model (Case 4).

Its a very commercial package like it's a framewotools where it's De Bono’s

model and a whole lot of other things | can’t rgallame (Case 29).

They had a lot of internal and proprietary type ralsd Most of the models were

effectively, in terms of business, just breakingoivn into three areas. So you have

administration effectively, and then the actualibess, and then you had what was

called black areas which were more strategic isq@=se 2).

Sixteen percent of the entrepreneurs stated tbatlithsiness coaches used a range of
different, text book type tools. Business coacb@smonly use a wide variety of tools,
methods, and approaches derived from the businesggement discipline, such as the
SWOT Analysis (Stanford Research Institute, n.d.) as a means ebérighining firms’
strengths, weaknesses, opportunities, and threats.

| guess we would go through the key areas of tlsnbas and clients and how does

that work, relationships formed, new opportuniteesd perform a SWOT on those

through to internal management issues (Case 3).

There were some particular tools and | can’'t evemember the name of them, a lot

of them he has picked up from various businessd(idkse 19).

I’'m sure he’s taken it from lots of text books dearnings he had but I’'m not of the

ability to give you a specific name for the stylatthe’s using (Case 33).

Interestingly, 11% of entrepreneurs indicated thatr business coaches preferred to
use whiteboarding, questioning, and role playinghtéques. Mnemonics such GROW
(Goals, Reality, Options, When), are used to aidstjaning of entrepreneurs in a positive
manner and within the context of entrepreneurs’ ramass and willingness to take
responsibility (Whitmore, 1996).

Our role was just really about, we just used torspé&ime on whiteboarding and

dialogue, you know Q and A techniques (Case 15)

Very few. To be honest those sessions were | sgpos management to an extent

to make sure we set our objectives and our goas€@2).
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He doesn’t. | see that he has a kit-bag of toold he only uses them when he needs
to. But often times he is just more responsiwagéachanging needs and the changing
requirements we have got. He has a lot of toolsvewy much we just sit down and

it's “okay, what's on today?” and we work from tlee(Case 8).

It's really been quite informal and driven a lot byy agenda but with some really

challenging and very insightful questioning in ther And it is about questioning

(Case 12).

It was apparent from the responses that a diveasger of tools, methods in
approaches were used by business coaches. Inaases, entrepreneurs were unaware of
the types of tools being used by business coadaisad trusting that they were suitable to
the task when in fact the approaches might notatid yGrant, 2005).

Business Coaching Outcome Measurement

The area that entrepreneurs were less sure of.ewasating the measurement of
coaching outcomes. To the question on what wassuned, more than a quarter of the
entrepreneurs (27%) responded they were not sigreod know, it was too difficult, or that
they did not measure the effectiveness of busimesghing received. As advanced by
Witherspoon and White (1996) very few firms measeomaching results. However,
responses suggest that entrepreneurs rely on &glt father than the results of firm
performance.

Not sure you can measure it, I'm not sure that gauo (Case 7).

Good question. It's been often sort of top of mar | fluctuate in my mind whether

it's worth it or not. It goes up and down (Case 8)

How do you measure it? | don’'t know. | mean | sipiply the principles. It is six

years since | started my own business and it will @me up that I'm using the

principles today and passing that onto other ped@iase 20).

Surprisingly, a quarter of the participants (25%@r&vadamant they could measure
coaching outcome through results, profits, winnmgrk, and achieving contracts. These
findings contradict assertions of Bolch (2001), &ndsch and Powers (2006) that very few
coaching outcomes are tracked or determined by R@Govern et al. (2001) contended

that all coaching should be measurable in some twranother.
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We were winning work. It's as simple as that, otiyare not getting it coming

through the door then you are in trouble (Case 3).

By results achieved such as improvements in pedoce or goals set and obtained

(Case 4).

Financial results foremost and staff retention setlp (Case 11).

Well | measure it by the bottom line for sure baihgng the ability to gain new ideas

and look at new ways to conduct ourselves in tidsistry, which we are doing all the

time (Case 23).

We have identified and set five specific goals eadth a different set of

measurements, maybe one or two per goal. Thikgsbeing on time for meetings

and not over committing, my own level of comfortl @atisfaction, survey of my

immediate team and ultimately impacting the bottiom (Case 5).

On measuring outcomes, a proportion of the entrepunes (21%) said it was through
gut feel, peace of mind, life experiences, valudggment, and achieving personal goals.
Laske (2004) asserted that results stem from theegs of coaching whereby entrepreneurs’
mental-emotional growth has been supported, thdsgdveight to the ‘gut feel’ by some of
the entrepreneurs.

Only sort of anecdotally and in terms of the wayfaleabout it and the way it was

driving us forward (Case 10).

For me it's about how good | feel about it and abthe decisions | can make after

looking at or discussing things. | guess that’'s really very scientific but | think if

you own and run a business there is a lot of wioat go that you can’t measure

(Case 12).

It's more really an esoteric thing, just a gut feglwhere we would say each meeting

we having, each month are we getting value our @@ase 19).

It was more of a sense of it rather than being gbing that was quantifiable as a

whole (Case 29).

| guess a lot of what we do in the business isfeglf so | guess this is gut feel so |

just sort of know that me as a person, as an iddai has developed considerably

(Case 13).
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Other entrepreneurs (17%) measured results fromndas coaching through
implemented learning, applied principles, new ideand perceived effectiveness.
Effectiveness can be perceived througith personal and business-related results (Bug0g)2
Kilburg (2000) contended that firm performance a@ndwth could emanate from business
coaching only if appropriate measures were put plawe at the commencement of the
engagement.

| guess in terms of a lot of things we spoke abaualways walk away from the

meeting and be hoping | would be able to implertieh in the business (Case 26).

The effectiveness of the way | measured it witltnmey new business was that | was

able to embrace a skill set that | was then ablpass onto people who worked with

me (Case 15).

We sort of have reviews where we look back everyma@@ths. And with a fast-

growing business it is good to stop and look barld see what happened over the

last 12 months, and see where you might have stainbt you have worked on this

and that knowledge and the journey that you haweecthrough (Case 27).

The remainder of the participants (10%) used motangible ways of measuring,
such as constructive feedback, the positive imgaey felt from the business, engaging in
fresh thinking, and their increase in confidend#ese responses indicate that perception is
an important indicator of satisfaction with busimesaching (Fanasheh, 2003).

| think it's just something that if you feel it'sith a positive impact on you then it's

something you can continue with (Case 7).

The quality of my life has improved and that has$tated into the quality of the

business which has actually improved and that'y veeasurable to me (Case 36).

| think it was just my peace of mind, my personahgformation and ability to be

more aware of my state of being (Case 25).

While it has been estimated that less than 10%oathing has any measure of ROI
(Bolch, 2001), responses reveal that 25% of ergreqrrs are adamant that they tangibly
measured the outcomes of the business coachingrédoeyved. Notwithstanding, while
results can be measurable, other, more intangibteeptions of outcomes were evident,
including personal behavioural development and alearhotional growth (Kauffman &
Bachkirova, 2008; Laske, 2004).
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Memorable Features of Coaching
Slightly over one third of the participants (34%aids that business coaching was

memorable because it provided them with foresigatspective, advice, learning, insights,
and was challenging. Entrepreneurs seek out asitwaches for a number of reasons, but it
would seem that the opportunity to gain an in-depsight into performance is highly valued
(Clutterbuck & Megginson, 1999). Bunker et al. 2D pointed out that leaders who take
counsel from others ensure they have the skilljtgband emotional intelligence to foster
relationships, and thus build firms that are sustiale.

If we had had the old thinking mentality we wouddtdrgone broke (Case 15).

It was all sorts of things really, but it was caastly challenging me to step up to a

new level (Case 29).

The quality of my life has improved and that hanstated into the quality of the

business has actually improved and that’'s very medode to me (Case 36).

A completely different perspective on every simggae and also | think you have to

be very brave to really, really look at yourseldan a critical light. [ think this helps

you to do that (Case 7).

In addition to knowledge and experience, 22% ofdgh&repreneurs highlighted that
business coaching was memorable because of thésrashieved, and the implementation of
systems. Outcomes are dependent on a wide varidfctors, and can be evaluated from
clearly physical, observable, and reliably measenezhts or alternatively from cognitive and
emotional perspectives (Kauffman & Bachkirova, 2008deman & Erlandson, 2004).

It was comforting to know that I could call on sdody with vast experience that

was there to help in whatever way | needed it (GG&9e

Just the experience and the knowledge. It's sutifference when you are running a

$5m business and you talk to someone who is rurai$g800m to $400m business.

It's a whole new perspective of thinking as wedl #mt was just such a big highlight

for me (Case 26).

There is a wealth of knowledge behind just thataaeh that helps you (Case 21).

There was some really valuable information in th®istems and the approach and

way that we looked at the business and you knavetsired things accordingly. So

I'd most definitely say the systems that they hadlable (Case 35).
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For other participants (22%) it was their renewedsg of energy, drive, motivation,
confidence, and focus to move forward that lefastihg impression. Entrepreneurs meeting
with business coaches can provide them with theoppity to talk through their business
issues, find appropriate solutions, and lay thenéfation for motivation to act (Cooper &
Quick, 2003; Porter, 2000).

For me it was the fact that | had massive amoumesgpect for the individual both as

a person and what they had achieved in their lif€he energy and drive was

contagious (Case 3).

It kept you back onto that track. So it steered lyack onto where you wanted to be

which was important if growing fast because theme 0 many opportunities (Case

32).

It gets you an extra level of confidence as yoalgag and you can tackle work and

the daily challenges (Case 37).

It's a continual realignment of having my mind e tright place to be able to execute

the deals | want to do (Case 23).

Some entrepreneurs (22%) said the memorable fesatmm&duded the business
coaches’ personality and willingness to engagetireestructured or unstructured processes,
and to share, be connected, provide support, asid dbility to maintain confidentiality.
Witherspoon and White (1997) espoused that respgntth entrepreneurial needs and
changing agendas are important coaching qualit&milarly, Bush (2005) maintained that
effective coaching emanates from business coaclels emtrepreneurs taking shared
responsibility for the relationship.

| think it is just the relationship and the knowdedof the business they now have,

they can see some things are coming in from tintare, as it changes. It's also

someone to share with, you know, the growth anaspéeations (Case 9).

| think the reason it worked was because the retetip was really good (Case 16).

It's just fantastic to have somebody that has ymterests at heart that you can

discuss your business with. You know, discussimght staff or with other people in

the business you don't always get that objectigdldack (Case 14).

Some entrepreneurs (22%) said the memorable featmduded the business

coaches’ personality and willingness to engagetireestructured or unstructured processes,
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and to share, be connected, provide support, agsid afbility to maintain confidentiality.

Witherspoon and White (1997) espoused that respgntlh entrepreneurial needs and
changing agendas are important qualities. SimildBlysh (2005) maintained that effective
coaching emanates from business coaches and @amteejps taking shared responsibility for

the relationship.

Other Business Coaching Experiences

At the end of the interview, entrepreneurs wereedskhether they would like to say
anything else about business coaching. Interdgfid§% said they were committed to self
improvement, learning, growth, and development. né&mber of investigations have
previously reported that people committed to leagnare more likely to achieve positive
outcomes (Zeus & Skiffington, 2000).

| just think you need to be committed to self-improent and learning particularly if

your company is growing fast (Case 18).

If I was recommending it to anyone else | wouldaiely say not to hold back, to

constantly grow and develop and learn personallg &ok for the right people and

style to support you in that process and don't gedtle for less (Case 25).

No, other than you'll only get out of it what yaut jto it. If you sit there and expect

to learn everything, well it is not going to happddut if you sit there and talk and let

them facilitate your learning, well you will probiglpet a reasonable result (Case 2).

It is worth everything you put into it. It's a féifent way of solving your problems

(Case 24).

Additionally, 29% of the participants stated thatvimg trust, a good relationship, and
personal connection was critical to choosing tlghtribusiness coach. Auerbach (2006)
stated that the greater the established levelust @nd intimacy within a relationship, the
more likely it is that the use of powerful questiay and active listening will be effective
levers for behavioural change.

| think one of the things for me over the years thva@ done is that I've really looked

around and found people that connected with mel ahithk that’s probably made the

biggest difference and | liken that to leveragihg telationship (Case 25).
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You need to completely open up to this person iséles and business challenges.

There needs to be a lot of trust (Case 5).

He’s really good at talking to people at heart asmwe use him in that sense (Case

14).

Anybody who is thinking about employing a coach mesd to find a couple of them

before they find the right one. And | would veryclnrecommend it. People should

get into it (Case 16).

The remaining entrepreneurs (26%) stated they dathe business coaches’ help,
feedback, business knowledge, and the opportunithave a sounding board. These
responses appear very positive towards businesshioga with the support of business
coaches highly valued, someone they trusted andtidy could rely on (Copper & quick,
2003).

If you want to be successful you can’t do it onrymun, you've got to get help along

the way (Case 7).

| don’t think you can do it all on your own. Acceke knowledge that is out there in

the business community and you will be delightedhast cases | expect with the

results (Case 33).

If nothing else, to get some real feedback on howare doing or putting problems

into perspective because it's quite lonely sometiraed | don’'t mean that in a

personal sense. Who can you look to for help? da3.

If I was recommending it to anyone else | wouldaialy say not to hold back, to

constantly grow and develop and learn personallg ook for right people and style

to support you in that process and don't just sefttr it (Case 25).

Overall, entrepreneurs’ endorsement of businesshoiog would seem to indicate that
the business coaching process is a worthwhile tmess, in terms of time and money, for

not only firm growth and achievement, but alsogersonal awareness and development.

Business Coaching as Part of a Training/Peer Group
Entrepreneurs who stated in Study 3 that busineashing was part of a training
programme or a peer group programmel), were asked to elaborate on their experience.

Half of the entrepreneurs (50%) said that the bengbm attending training in conjunction
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with business coaching, was in sharing experieramad ideas with other like-minded

entrepreneurs. Entrepreneurs have different naedsrding to the stage of firm growth

(Delmar et al., 2003). Therefore, entrepreneuiagoable to speak with peers who they
respect, can be beneficial when established norpeting business groups interact in both
formal and informal settings (Sexton et al., 199&r.cording to Edwards (2004), individuals
gain from situations in which they can voluntatéarn and expand their understanding.

It gives me access to people who are in a simileirless and personal space or life-

space as | am and therefore they can talk more fexperience and personal

experience and that can be very powerful (Case 18).

We help each other as a group, and it's all basjcgpeaking from experience, so we

can't give actual advice from the experiences #abhave been through (Case 26).

Basically I've been helicoptered into a group of @& non-competing businesses

where we all share. I've since found out that weshhre very similar problems on a

day-to-day business whether it is staffing issueany particular sort of problems

(Case 39).

A number of entrepreneurs (28%) replied that trejfpeer programmes provided
them with an opportunity to learn new skills, andingknowledge from speakers and
facilitators. A firm’s culture develops from antepreneurial founder’s values, origins, and
character, with change dependent on the interpalsekills and psychological self-
awareness of the leader (Covey, 1989; Kilburg, 2000arning from experienced people,
compared to theoretical instruction, is said tmdtate into more effective management
practices, and better customer relations (Deakiat ,€1988; Mumby-Croft & Brown, 2005).
As pointed out by Nicholls-Nixon (2005), leadersilthurelationships with employees by
sharing a clear company vision.

As the coaching often involved strategies that teglato the culture of the

organisation, the best way to ‘train’ these peopigs by simply leading by example.

Where the management lived and breathed the médleé @oach then the culture of

the organisation became obvious and quickly perete#itroughout. The result of

this was amazing (Case 11).

There is a whole process of meeting people onerenand networking nights. It's a

fabulous program (Case 30).
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A proportion of participants (22%) sought out peersimilar positions from non-
competing organisations with whom to garner suppexthange knowledge, and further
develop skills. Maitland (2006) asserted the valfiraining and peer group programmes is
in networking and obtaining support. Peers froom-noompeting firms can benefit from
interacting and learning from one another withirgraup environment (Cooper & Quick
(2003).

We help each other as a group, and it's all basjcgpeaking from experience, so we

can give actual advice from the experiences thahawe been through (Case 26).

Bouncing ideas off people and having that supgogreat (Case 22).

Collectively, an opportunity to learn from otherslgs entrepreneurs to realise that
they are not alone in the challenges faced in ngfast-growth firms, and that they could

speak openly and objectively with peers.

Summary and Limitations

Study 4 aimed to extend the findings from Studgd@centrating on entrepreneurs’
business coaching experiences, which seem to vaslyw For example, when asked what
prompted them to seek out coaching, a humber oégrEneurs wanted business coaches’
experience and knowledge; others wanted to shardgspof view or ideas, while several
sought business coaching for skills developmenglationships with business coaches are
considered paramount by all entrepreneurs. Tallesummarises interview responses by
business coaching theme.

As shown in Table 7.4, interviews with entrepresepositively affirm business
coaching experience with increased business pegiocenand growth. When entrepreneurs
were asked what contribution business coaching n@adem growth, 38% replied that it
was the opportunity to use business coaches adisguboards and motivators, enabling
them to look at their firm from different perspees. Another 21% of entrepreneurs
nominated business coaches’ guidance, and provatinge and clarification as contributors
to firm growth. Structured frameworks, tools, oodels were used by 46% of business
coaches, whereas 51% of business coaching was c@eddaformally with either no or little
structure. When asked how they measured busineashing effectiveness, 36% of

entrepreneurs said it was by results, achievenaamt,winning work. In contrast, 54% of
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entrepreneurs noted that effectiveness was noturesdse; rather it was more on how good

they felt about the experience and their persoeatidpment.

Table 7.4Summary of Interview Responses by Theme

Business n=39
Coaching Theme Responses ( % :
Coaching Nee » To increase skills and knowledge, develop into,reéep me accountable 42
« An experienced person, a guide, someone with wisdetwork contacts 30
» Feeling isolated, lonely, someone to act as a sogrmbard and give 28
feedback
Contributionto « Contribution, wisdom, experience, help, guidanceazfch 35
Growth « Considering other perspectives and options 30
» Greater understanding of business, growth as manage 20
» Personal development and understanding of self 15
Style of Coachint « Directive, structured, truth telling, strong feedba 31
« Encouraging, relationship building, facilitativersultative, collaborative 27
« Listener, observer, wisdom, honesty, sounding board 18
* Relaxed, unstructured 16
« Energy, enthusiasm, entrepreneurial, positive, humo 10
Tools/ * None used: instead just talking, understandingrassi 41
Frameworks of < Proprietary models 32
Coaching « Lots of different text book type tools 16
» Very few used: more white-boarding, questioningietimanagement 11
Outcome » Not sure, too difficult, not scientifically, | donknow 27
Measurement  « Results, profits, winning work, contracts, achigyin 25
« Gut feel, peace of mind, life experiences, valulg@ment, personal goals 21
« Implemented learnings, applied principles, new $de#fectiveness 17
» Productive feedback, positive impact, fresh thigkimcreased 10
confidence
Memorable » They provide foresight, perspective, advice, laagninsights, challenge 34
Features of « Their experience, achievement, results, systems 22
Coaching « The energy, drive, motivation, confidence, focus 22
« Interest in you, sharing, connected, relationstypport, confidentiality 22
OthelBusiness  « Committed to self improvement, learning, growth degelopment 45
Coaching » Having trust, relationship, connection, choosirg tiight one 29
Experiences « We all need help, feedback, business knowledgeding board 26
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The present study does not support the assertidhic@overn et al. (2001) that all
coaching should be measurable, nor Hall, Otazo, Holtenbeck (1999) that all coaching
follows a structured goal focussed, results orieataand time limited process. Rather,
present findings are in line with Laske (2004) aoeedham (2005), concluding that
behavioural development, as opposed to bottomdineen results, is enhanced through
coaching, and that relationships between coachasopal attributes and skills is important
to coaching effectiveness. Further, entreprenseesn to need to take time out to engage
with an empathic listener, allowing them persoreflective space, thus gaining greater
clarity about a situation before acting (Cluttedh& Megginson, 1999). Entrepreneurs can
also benefit in the role modelling displayed by ibass coaches, which helps them
understand and correct behaviour and actions (Asgg902).

Of the entrepreneurs (15%) who had received trgirin as part of a structured
business coaching programme (Table 7.5), up to dfathe responses affirm the value of
being able to interact, network, and share expeegmvith peers. Gibb (1997) and Sexton et
al. (1997) attest to the benefits of learning panthips which encourages the opportunity for
entrepreneurs to sharing relevant business chalfewgh others in similar situations, for the
objective of building competencies, and providimgight for improvement or operating

differently.

Table 7.55ummary of Interview Responses by Entrepreneupgiiences

Business n=15
Coaching Theme Responses ( % :
Par of a » Sharing experiences and ideas 5C
Training/Peer  « Learning new skills and knowledge from speakerfacilitators 28
Group « Networking and obtaining support 22

Limitations to Study 4 include possible research®as and interpretation.
Participants might have answered questions in g@asguly correct or socially desirable
manner (Spector, 2006). However, interpretive weshallow researchers to develop themes
and analyse content according to constructs bewestigated (Cavana et al., 2001; Ryan &
Bernard, 2000). Moreover, using a triangulated reagh provided balance to the

quantitative findings of Study 3 by providing cradscking for internal consistency and
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reliability (Jick, 1979; Saunders et al., 2000)ughadvancing theoretical and practical
conclusions

Study 4 suggests that rather than focussing orotdine results, entrepreneurs
sought mainly to absorb business coaches’ expa&$eand knowledge, develop leadership
and business skills, share points of view or ideasl gain new perspective. While it is
apparent that particular coaching styles appeadlifferent entrepreneurs, having a trusting
relationship with a business coach appropriatetfeir stage of firm growth, leadership need,
and personal development, is considered paramodgtpart of a large scale investigation,
this study highlights that quantitative indicatakne do not tap the true influence of
business coaching. Findings demonstrate cleadyirtiportance of qualitative approaches,
indicating that business coaching is a non-direfftuéncer of firm performance, perceived
value, and effectiveness. In addition, findingggest that firms and entrepreneurs who
engage business coaches report deriving practieakflts that culminate in real firm
performance.

The next section provides a review and discussiothe inter-related elements of
Studies 3 and 4.
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REVIEW AND DISCUSSION OF STUDIES 3 AND 4

The intent of Studies 3 and 4 was to survey engregurs from fast-growth SMEs,
with the overall aim of determining the effectshafsiness coaching on firm growth. Taking
a quantitative, predictive approach involving twahorts, the objective of Study 3 was to
develop and test a model of business coaching astigfowth. Using a qualitative,
inductive method, the aim of Study 4 was to cauyan in-depth exploration of fast-growth
entrepreneurs’ experiences with business coaching.

Overall, findings indicate that business coachimginon-direct influencer of firm
performance, perceived value, and firm effectivene€onfirmed by a number of authors
(Clutterbuck & Megginson, 1999; Leonard & Swap, 2)0entrepreneurs engage business
coaches because of their wisdom, experience, aowlkdge; their willingness to share
points of view and ideas; and their ability to ast guides and network contacts. Other
reasons include feeling isolated, lonely, wantiogheone to act as a sounding board, and
receiving feedback (Cooper & Quick, 2003). Nohstanding, entrepreneurs might perceive
the expression of feelings of loneliness and igmhags signs of inadequacy, and possibly
account for only 28% of entrepreneurs admittingrtineeaknesses and/or needs (Kets de
Vries et al., 2007c). However, having the self-eamass to understand weaknesses is a
necessary prerequisite for effective business lsageand management (Drucker, 2005).

Although only two-thirds of business coaches anttepneneurs indicated having
agreed on outcomes and deliverables at engagememencement, this lack of agreement
by some did not seem to be an obstacle to entreprerf80%) perceiving that up to 30% of
their firm growth was attributed to business coaghi When asked what is was that
contributed to this growth, entrepreneurs proviceasons consistent with why they engaged
business coaches in the first instance, that isause of their contribution, wisdom,
experience, help, guidance, opportunities to cansather perspectives and options, and gain
greater understanding of the impact of firm gromahd management requirements.
Entrepreneurs who come from technical and manufactubackgrounds in particular,
benefit from business coaches who have encounsaéretir market trends or precedents that
would justify or not justify taking a particular ese or some action (Gerber, 2005). Other
entrepreneurs said business coaching impactedtlglii@t their personal development and

understanding of self, which in turn contributedito growth.
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Entrepreneurial motivation to pursue personal gaatgether with the ability to adjust
to competitive forces and customer demands, caecttyrimpact firm growth (Korotov,
2007; St-Jean et al., 2005). While SEM technicgreggest that business coaching is a non-
direct influencer of firm growth via entreprenelrself-efficacy, entrepreneurs vary in the
ways in which they measure the effectiveness ofnless coaching, with just over half
saying it is not measurable and a third saying thatllts are measureable. These mixed
findings might be attributed to entrepreneurs ngiteaing on outcomes at the outset of
business coaching engagements.

The relationship with business coaches is congidarere important than the tools
and frameworks used during business coaching sessiath just over half the entrepreneurs
responding that business coaching was conductemtmiafly, with none or very little
structure. The ability of business coaches todsponsive and bring fresh perspectives to
immediate issues (Orenstein, 2000) might accounefdrepreneurs’ perception of business
coaching contribution to firm growth, with a thif the entrepreneurs indicating that
business coaches provide foresight, perspectivdécadlearning, insights, and challenge.
However, Syme (1999) stated that in addition tarmss coaches engaging in flexible styles,
it is also behest upon entrepreneurs to displayingiless to participate in coaching
interactions. Nevertheless, it is apparent thatiqudar coaching styles appeal to different
entrepreneurs, and having trusting relationshigh Wwusiness coaches appropriate for their
stage of firm growth, leadership need, and persdesaElopment, is considered paramount
(Delmar et al., 2003, Megginson et al., 2006).

Entrepreneurs identified sharing, connectednekdjoreship, support, confidentiality,
energy, drive, motivation, confidence, focus toetakction and interest in them, as the
memorable features of business coaching. Otherdkyities include business coaches
acting as sounding boards and effective listerserd;the focus during coaching sessions on
vision, goals, and strategy, customers and prooiuctiThese notable characteristics seemed
to empower entrepreneurs’ self-efficacy, contribgtito firm growth and entrepreneur
satisfaction. Creane (2006) asserted that busicesshes’ thought-provoking questioning
enabled entrepreneurs to engage in self-discovkug, viewing problems as opportunities
rather than inhibitors to moving forward and takigrountability. Based on the findings
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from Studies 3 and 4, a Business Coaching and Girowth model (Figure 7.1) is not only

established, but also tested empirically.

SME
Firm Growth

-financial performance

Entrepreneur Self-Efficacy
-solving problems
-finding solutions
-handling situations

Business Coaching Satisfaction
coaches’ role + coaches’ style + coaching outcome

Business Business Business
Coach Coaching Coaching
Role Session Focus Results
-sounding board -vision/strategy/goals -achieving goals
-listener -customers -more confidence
-production

Figure 7.1.Business Coaching and Firm Growth model.

As shown in Figure 7.1, specific components of ess coaching work in concert to
engender a sense of satisfaction with entreprenexgeriences. Business coaching
satisfaction emanates from the role played by ocemctine focus of sessions, and the results
achieved. The combined factors impact entrepresneetf-efficacy enabling them to solve
problems, find appropriate solutions, and handlkeiaions, fostering firm growth as
measured by financial performance.

Limitations to Studies 3 and 4 were noted, inclgdine relatively small sample size
which might influence casual interpretation, ane possibility of common method variance
owing to self-report biasing factors (Hox & Bechg#998; Spector, 2006). However, the

triangulated approach used to corroborate quanBtatesearch findings on business
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coaching, by collecting additional qualitative data entrepreneurs’ experiences, served to
reduce common methods bias (Creswell, 2003).

It is recommended that future research use theunemsleveloped during Study 3 to
take a longitudinal approach with firms from staptto harvest, using deduction and analysis
to establish relevant causality of growth (Bygrad@89; Chandler & Lyon, 2001). In
addition, taking a qualitative design approachrtdbece entrepreneurs’ experiences, such as
used in Study 4, will provide a longitudinal view taking account of changing factors, both
from an internal and external perspective (Hill &Gbwan, 1999).

The final chapter presents a business coachingfiandgrowth model, concluding
remarks, and the significance of the present rekear
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CHAPTER 8: CONCLUSION

Overview

Operating in competitive and turbulent environmgeatgrepreneurs seek experienced
mentors or coaches to work with them to attain miagerformance, and achieve business
goals. A fundamental issue however, centres orsunement of effectiveness, return-on-
investment (ROI), and value to businesses engasyinf services. The overall objective of
this thesis was to address the principal questiomh&ther or not business coaching, which
combines the interchangeable terms of coaching raedtoring, directly or indirectly
enhances financial performance and firm growth.

Chapter 8 outlines the overall elements of the iB2ss Coaching and Firm Growth
model (Figure 8.1) which has been developed from pghesent research. The chapter

culminates with concluding remarks, and the sigaifiice and implications of this thesis.

SME
Firm Growth

-financial performance

Entrepreneur Self-Efficacy
-solving problems
-finding solutions
-handling situations

Business Coaching Satisfaction
coaches’ role + coaches’ style + coaching outcome

Business Business Business
Coach Coaching Coaching
Role Session Focus Results
-sounding board -vision/strategy/goals -achieving goals
-listener -customers -more confidence
-production

Figure 8.1.Business Coaching and Firm Growth model.
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Business Coaching and Firm Growth Model

Findings from this dissertation are triangulatediasgt existing literature to provide a
comprehensive representation of the degree to whisiness coaching facilitates financial
performance in order to advance a Business Coaandd-irm Growth model (Figure 8.1).
Collectively, the four inter-related studies affitite value and supportive nature of business
coaching. As stated previously, the definition thoe present thesis is that business coaching
is a collaborative relationship between experienbadiness coaches and entrepreneurial
leaders, focussing on business goals, entreprérgenslopment, and contribution to firm
growth as measured by financial performance.

The components (business coaches’ role, businesshiog session focus, business
coaching results, business coaching satisfactiod,emtrepreneurs’ level of confidence) of

the proposed business coaching and firm growth travéepresented next.

Business Coaches’ Role

Key elements underpinning the role of business lvem@re that of being effective
listeners and sounding boards for entrepreneuoitributing to entrepreneurs’ personal and
firm growth, it is apparent that particular coadhistyles, such as engaging in directive
versus non-directive conversations, appeal to mdiffeentrepreneurs. While Ellinger et al.
(2008) found that inhibitory coaching behaviourslinled directive, controlling, and
dictatorial styles, a number of entrepreneurs resfiee no-nonsense approach and direct
feedback from business coaches. In contrast, o#mérepreneurs prefer consultative,
facilitative styles provided by business coaches ate empathic and non-judgemental, but
engage in thought provoking questioning (Clegd.e2803; Creane, 2006; Edwards, 2004).

Business coaches are engaged for a variety ofmeagleich might include enhancing
entrepreneurs’ self-awareness, and acknowledgeafettie loneliness and isolation of the
position, and a need to obtain counsel from otlBtsker et al., 2002; Cooper & Quick,
2003; Kets De Vries et al., 2007a). Equally, otbetrepreneurs seek out business coaches
for their skills, knowledge, and ability to act a&sunsellors, advisors, and network
facilitators. Entrepreneurs want the opportunityearn from experienced business coaches
who increase entrepreneurs’ skills and knowledggisiing them to develop into their role of
leading firms (Gibb, 1997; Megginson et al.,, 2006)Particularly amongst start-up-
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businesses, Devins et al. (2005) highlighted thpontance of building relationships with

network stakeholders. Experienced business coatia®® access to networks and
professional services, thus providing opportunities extra resources, and finance that
entrepreneurs might not have had without such (gtgde, 2000; Kurtzman, 2005). In line

with Leedham and Swap (2005), fast-growth entreguesn nominate business coaches’
guidance, advice, and clarification provided, astgbutors to firm growth.

Overall, business coaches who adapt to the pergoaall style that works best with
entrepreneurs seem to be the most effective (Chuité & Megginson, 1999). In addition,
business coaches who are able to work with entneprs on matters pertaining to firm
growth, and provide psychosocial support, are Figlalued by entrepreneurs (Clutterbuck,
1991, 2008; Kram, 1988). As identified by Diedri¢p004), the first place to start in
business coaching, is with entrepreneurs’ perceinedds. Moreover, having trusting
relationships with business coaches appropriateefdgrepreneurs’ stage of firm growth,

leadership needs, and personal development, astdeoed paramount (Leedham, 2005).

Business Coaches’ Focus

Important areas that business coaches focus ongdseissions that contribute to fast-
growth are the context (vision, goals, strategustemers, and the production of goods and
services for the firm. Business coaches work \gttfrepreneurs to develop a clear vision
with timely and achievable goals coupled with perfance-based tasks and milestones
(Clegg et al., 2003; Clutterbuck & Megginson, 198@il et al., 1999; Rider, 2002; Zeus &
Skiffington, 2002). Firm life-cycle stage and gtbwis tempered by a number of factors
including product readiness, customer and markeef) and available funding (Churchill &
Lewis, 1983). Involving a complex mix of factoenterprises satisfying customer demand
represents the primary reason for firm successituré (Delmar et al., 2003; Finkelstein et
al., 2007; Leonard & Swap, 2005). Moreover, managecapabilities and effective
leadership, combined with a flexible approach andaaility to delegate, are essential
ingredients to aid in the growth and sustainabdityirms (Chan et al., 2006; Gerber, 1995).

To assist the focus during sessions, business esarte a diverse range of tools,
methods, and frameworks (Grant, 2005). At timastruments such as 360-degree multi-

source feedback, and Myers-Briggs Type IndicatoB{V) are used to compare perceptions
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between self and others on, for example, issuasimglto leadership style, communication

effectiveness, and collaborative effort, in additim calibrating entrepreneurs’ efforts to

adjust to market forces, internal expectations, emstomer expectations (Kets de Vries et
al., 2007a; Muchinsky, 2006; St-Jean et al., 200Bitmore, 1996). Other business coaches
use a wide variety of tools, methods, and appraadeeved from the business management
discipline, such as SWOT analysis. In some casgsgpreneurs are unaware of the types of
tools being used by business coaches, insteadngusiat what is being used is suitable to

the task. Alternatively, business coaches just #émld pose questions, with entrepreneurs
outlining the benefits of this approach becauséhef coaches’ understanding of business
(Brotman et al., 1998; Zeus & Skiffington, 2002).

The premise that business coaching is a semi-ateda;tgoal focussed process based
on collaborative relationships, and is highly efifez when undertaken by business coaches
with practical experience, is supported (Clegglet2803; Devins & Gold, 2000; Hall et al.,
1999; Leonard & Swap, 2005). Structured programthas include training and business
coaching are viewed positively by entrepreneursedsence, business coaches who are fully
across the nuances and situations which might aeithn firms, work collaboratively with
entrepreneurs to focus on their needs to promaimileg and growth (Gibb, 2009; Leonard
& Swap, 2005).

Business Coaching Results

Findings in the present thesis reveal that thecafff of business coaching is
measured through the achievement of goals anduiteiriy of confidence. While a number
of entrepreneurs measure business coaching eHeetss by bottom-line results,
achievement, and winning work, other entrepreneusuate outcomes through an ability to
implement learning, apply principles, and generagw ideas. Still others state that
effectiveness is not measureable; rather it is mamehow good they feel about the
experience, and their personal development thrautghite engagement and subsequent
performance, rather than solely on the resultgof growth.

These findings contradict assertions that very éeaching outcomes are tracked or
determined or measured in some form (Bolch; 200isdh & Powers, 2006; McGovern et
al., 2001; Witherspoon & White, 1996). As contethdby Bush (2005), effectiveness can be

through both personal and business-related restltgrepreneurs indicate that firm growth
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is attributable to the wisdom, experience, hel@ gnidance from business coaches enabling
them to engage in high level thinking, conceptaaios, and to gain greater understanding of
business, thus experiencing growth as managersné@he 1987; Corman et al., 1988).
Entrepreneurs seek to absorb business coachestienqes and knowledge, develop
leadership and business skills, share points olv e ideas, and gain new perspectives
(Clutterbuck & Megginson, 1999; Whitmore, 1996).

Overall, business coaching helps entrepreneursiracaquew skills, gain broader
perspectives, experience advanced problem sohkillg,sand achieve overall performance
improvement (Hall et al., 1999). Other intangilderceptions of outcomes are evident,
including personal behavioural development, and tedesmotional growth (Kauffman &
Bachkirova, 2008; Laske, 2004). Enabling entrepues the opportunity for personal
development and understanding of self, the lontiHgseffects of business coaching are
positive changes in self-efficacy, which in turnntdbute to increased firm performance
(Edwards, 2004; Moen & Skaalvik, 2009). Moreovmrsiness coaching which is based on
business coaches and entrepreneurs working togaticezases the likelihood of achieving
outcomes (Witherspoon & White, 1996).

Business Coaching Satisfaction

Entrepreneurs’ satisfaction with business coaclemgnates from a combination of
factors centered on business coaches’ role, busioeaches’ style, and business coaching
outcome. Business coaches’ style and role aréwuatttd to background, experience, and
training, working in concert when entrepreneurssrably matched with business coaches
(Clutterbuck & Megginson, 1999; Leonard & Swap, 208yme, 1999). Business coaches’
varied experiences as practicing professionals€agaisant with entrepreneurs’ expectations
of gaining objective and realistic insight intonfirprogress (Kambil et al., 2000; Sexton et
al., 1997). Entrepreneurs positively affirm busmecoaching outcomes with increased
business performance and growth, with satisfackimging on gaining a perspective into
their present situation, and envisioning futurelg@Rider 2002; Stober, 2006; Witherspoon
& White, 1996). Findings demonstrate that entrepues base outcomes on the tangible
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aspects of systems implementation, and perceivevtgrérom cognitive and emotional
perspectives (Kauffman & Bachkirova, 2008; Ludergaarlandson, 2004).

The opportunity to talk through business issuesghvep options, and find realistic
solutions with business coaches, appears to affiorgepreneurs with renewed energy, drive,
motivation, confidence, and action focus (Cooper Q@uick, 2003; Porter, 2000).
Entrepreneurs emphasise that personal relationgiepeloped and nurtured throughout
sessions with business coaches, in addition tonbssicoaches’ willingness to engage in
either structured or unstructured processes, aspbnsiveness to changing agendas, serves
to satisfy needs, thus fostering effective firmfpemance in addition to growth through
personal development (Bush, 2005; Kilburg, 200(raed & Swap, 2005; Mumby-Croft &
Brown, 2005; Witherspoon & White, 1999).

Entrepreneurs’ Level of Confidence

The present thesis suggests that the role playduifipess coaches together with the
results from business coaching, has a positiveetetfe entrepreneurs’ self-efficacy, that is,
entrepreneurs belief in their competence to perforfthe modelling of business coaches
enables entrepreneurs to engage in analytical tiicerggendering self-awareness, leading to
the setting of higher goals. Through self-awarsnestrepreneurs understand their strengths,
weaknesses, and self-motivation within a contexfi@ahework, and thus the ability to form
a more effective style of leadership (Drucker, 20RBts de Vries et al., 2007c; Korotov,
2007). Entrepreneurs with perceived control overaions are more likely to achieve goals
in the face of adversity, than individuals who duf have these qualities (Markman et al.,
2005).

The need for achievement combined with the motivato succeed, are important
characteristics of entrepreneurs (Hansemark, 2863ean et al., (2005). Belief-based, self-
efficacy has a strong relationship with successyiging entrepreneurs within competitive
environments the confidence to contribute signifigato financial performance outcomes
(Chen et al.,, 1998; Luthans & lbrayeva, 2002; Radclrrese, 2007). Entrepreneurs’
motivation fuels thought processes, which increas#fsconfidence, and provides an ability
to see situations and challenges as less thregteama thus more effort is exerted to work
hard to achieve firm growth (Baum et al., 2001; |elobeck & Hall, 2000). Further,
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entrepreneurs with strong self-efficacy, emotiostability, and openness, tend to believe in
decisions involving their own abilities and thateshployees (Forbes, 2005; Stewart et al.,
2008). Entrepreneurial self-efficacy can be vievasda personal resource forming a buffer

against stress, anxiety, and burnout (Jerusaleroh&&rzer, 1992).

Concluding Remarks

As stated previously, the purpose of this thesi®igstablish the extent, if any, to
which business coaching is an enabler or drivdimaihcial performance and firm growth in
SMEs. This thesis reviews a number of well esshield business management, psychology
and consulting theories, frameworks and methodekgiat have a significant influence on,
or have been adopted by, business coaching. Aeragsic, comprehensive, and linear
method was taken to evaluate the outcome of busioeaching through four inter-related
studies using quantitative and qualitative techesquin the first study, business coaches and
entrepreneurs, from lifestyle and fast-growth besses, were interviewed using an
exploratory, grounded theory, and interpretativethoes to explore the plausibility and
classifications of assumptions pertinent to busiresaching. Informing the next stage, the
second study sought to establish measures for dmssisoaching, and answer question
relating to start-up entrepreneurs’ perception o$itkess coaching when coupled with a
structured training programme. Findings revealt thastructured training and business
coaching programme positively influences experisrafeentrepreneurs who have previously
received business coaching.

Surveying two cohorts of fast-growth entreprenanrghe third study, confirmatory
factor analytic methods establish clear links betwbusiness coaching elements (coaching
style, session focus, result, satisfactioahtrepreneurial level of confidence (locus-of-
control, self-efficacy), and firm growth. Modelntechniques suggest the outcome of
business coaching influences financial performarel thus firm growth, through
entrepreneurial self-efficacy. The final studyrotworates findings from the previous study
by interviewing fast-growth entrepreneurs to explbusiness coaching experiences. The
present research highlights that quantitative etdics alone do not tap the true influence of
business coaching (Cavana et al., 2001), with igslidemonstrating the importance of

qualitative approaches by identifying that businesaches’ experience and knowledge, in
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addition to trust engendered through relationskigsas important to outcomes as bottom-
line results. The research undertaken validatesuge of a mixed-methods approach to
triangulate findings, with the objective of obtaigithe same result by establishing links
between studies. Following Johnson and Duberl€¢2300) advice, sophisticated and
replicable data collection methods have been conemsvely developed and used
throughout each of the studies undertaken, alloworgreplication of the experimental
conditions into business coaching practice.

A salient finding of this thesis is that specifiongponents of business coaching
variables work in concert to engender a sensetsfaetion with entrepreneurs’ experiences
of the business coaching role, satisfaction whitlamates from the role played by coaches,
the focus of sessions, and the results achievedlesRof business coaches might vary
between directive and non-directive, depending o personalities of both parties and
entrepreneurs’ needs. Although there is variafiorthe use or non use of tools and
frameworks, collaborative relationships, with besi® coaches acting as listeners and
sounding boards, enable entrepreneurs to build estdblish trust and rapport. The
combined factors of business coaching impact ergresurs’ self-efficacy, enabling them to
increase their personal performance to solve pnafléind appropriate solutions, and handle
situations that would otherwise have been diffitoltnanage in the face of firm growth.

The outcome of the inter-related studies in thesgméresearch suggests that business
coaching enhances business performance and grpsethding firms with evidence on value
and effectiveness. While it is acknowledged thaté might be competing reasons for firm
growth results, quantitative and qualitative tegleis reveal that the degree of trust
developed during collaborative relationships, whieusiness coaches remain flexible and
entrepreneurs take responsibility for actions, mess coaching is more likely to be
successful than when such factors are not in exste Based on findings from the present
research, it is affirmed that business coachingslifavourably to entrepreneurial level of
confidence, impacting financial performance andnfigrowth. This thesis, through a
systematic and comprehensive approach, estableshmedel of business coaching factors
that facilitate firm growth, as well as proposemethod of measuring outcome evaluation.
Thus, a Business Coaching and Firm Growth modegu(iei 8.1) is not only established, but

also tested empirically.
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Research Significance and Implications

Reasons for undertaking this present researchdadle dearth of evidenced-based
investigations on business coaching, the shorthg&aminations using control methods and
cross-sectional measures, and the lack of systemagstigation into the effects of business
coaching on entrepreneurial personality charat¢tesisnd SME financial performance and
growth (Grant, 2005; Kilburg, 2000; Leedham, 20B&gl, 2004; Stober & Parry, 2005).

By systematically and consistently, throughout tpigsent research, evaluating
linkages between a number of pertinent businesshaog factors and entrepreneurial level
of confidence, relationships with firm growth argtablished. Thus, the development of a
Business Coaching and Firm Growth model, within ¢batext of a grounded framework,
adds substantially to the apparent dearth of tileeson business coaching. Findings suggest
that firms and entrepreneurs engaging in busineashing can benefit from the theoretical,
empirical, and practical implications emanatingnirehis study. Adding substantially to
current research, this investigation provides ttegdwork for future research on outcome-
based business coaching.

As noted previously, the coaching industry has grewponentially over the previous
three decades, but without regulation, qualifiaadicand standards, coaches have come under
considerable criticism (Hall et al, 1999; Spend@0722 Stober & Parry, 2005). Given the
paucity of coaching research, this thesis provielddence-based outcome measures which
could be embraced by future business coaching n&ds®a. It is proposed that coaches
should be well grounded in the business manageithenipline to effectively undertake
business coaching. The current dissertation ptesam opportunity for researchers and
practitioners interested in business coaching ke taold of theories from the business
management field, and further develop these thedryeformulating and rigourously testing
hypotheses. Coaching will become credible in ignoright only when the various
frameworks currently in practice are grounded isesgch. Once a body of evidence has
been substantiated empirically, coaching will berenaccepted by existing mainstream
disciplines than it is currently.

Providing strong evidence of business coachingcg#feness on firm growth,
findings from this present research have both #texa and practical implications. In the

context of firms querying ROI from business coaghithe establishment of a Business
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Coaching and Firm Growth model, as presented is tinesis, demonstrates that tangible
and/or intangible outcomes are achievable. Fragmaatical ROl perspective, the proposed
model shows that self-efficacy and firm growth cdnites 20% and 6% variance
respectively. The evidence that business coaclingn effective means of supporting
entrepreneurs in their every-day operations, gratenperatives, and firm growth, provides
significant incentive for entrepreneurs to contrdbe services of business coaches.
Moreover, findings suggest that firms and entrepuesi who engage business coaches derive
practical benefits that culminate in financial perhiance and real firm growth.
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Plain Language Statement - Appendix 4.1

RV

Dear,
Plain Language Statement

| am currently a PhD student in the School of Mérigeat RMIT Business. My research
topic is Comparison and Effect of Coaching and Mgng on the Goals and Outcomes
of Small to Medium Enterprises. My supervisor isféssor Kosmas Smyrnios.

| am inviting you to participate in this projectodr participation will involve completing
a one page questionnaire and being interviewedgproximately 50 minutes in your
office. Participation in this research is voluntarpu may withdraw at any time and
withdraw any unprocessed data.

Data collected will be analysed for my thesis dm&results may appear in publications.
Results will be reported in a manner which doesematble you to be identified. Thus the
reporting will protect your anonymity.

If you have any queries regarding this project gdeeontact my supervisor Professor
Kosmas Smyrnios, phone 03 9925 1633, ek@mas.smyrnios@rmit.edu.authe
Chair of the RMIT Business Human Research Ethits@ummittee Professor Tim Fry,
phone 03 9925 1478, emaillu@rmit.edu.au

Yours Sincerely,

Bernadette Crompton
Student Investigator



Business coaching and SME growth 206

Prescribed Consent Form - Appendix 4.2

RMIT HUMAN RESEARCH ETHICS COMMITTEE

Prescribed Consent Form for Persons Participating in Research Projects Involving Questionnaires and

Interviews
FACULTY OF Business
DEPARTMENT OF Marketing
Name of participant:
Project Title: Comparison and Effect of Coaching and Mentoring orthe Goals

and Outcomes of Small to Medium Enterprises

Name(s) of investigators: (1) Bernadette Crompton Phone: 0418 311 331
1. I have received a statement explaining the interview and questionnaire involved in this project.
2. | consent to participate in the above project, the particulars of which - including details of the interviews and

questionnaire - have been explained to me.

| authorise the student investigator to administer a questionnaire and interview me.

4. | authorise the student investigator to tape record the interview
5. | acknowledge that:
(a) Having read the Plain Language Statement, | agree to the general purpose, methods and demands
of the study.
(b) | have been informed that | am free to withdraw from the project at any time and to withdraw any
unprocessed data previously supplied.
(c) The project is for the purpose of research and/or teaching. It may not be of direct benefit to me.
(d) The privacy of the personal information | provide will be safeguarded and only disclosed where |
have consented to the disclosure or as required by law.
(e) The security of the research data is assured during and after completion of the study. The data

collected during the study may be published. Any information which will identify me will not be used.

Participant’'s Consent

Name: Date:
(Participant)

Name: Date:
(Witness to signature)

Where participant is under 18 years of age:
| consent to the participation of in the above project.

Signature: @) 2) Date:
(Signatures of parents or guardians)

Name: Date:
(Witness to signature)

Please fax signed Consent Form to Bernadette Cromgn on fax no: 03 9531 0460.

Any complaints about your participation in this project may be directed to the Chair, Portfolio Human Research Ethics Sub-Committee,
Business Portfolio, RMIT, GPO Box 2476V, Melbourne, 3001. The telephone number is (03) 9925 5594 or email address rdu@rmit.edu.au
Details of the complaints procedure are available from: www.rmit.edu.au/council/hrec
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Business Coaching Experience

Please answeALL questions by circling the appropriate number otimg those points theBEST describe your situation.

Part One: Business Background

1. Company Name:

2. Name, position and age of business owner/CEO:
Name:

Position:

Age: years

3. Contact telephone number:

4. Email address:

5. In which year was the enterprise established?

6. The CEOis: Male 1 Female 2

7. The highest academic qualification of the CEO is:
Less than HSC (year 12) 1 MBA 4
HSC (year 12) 2 PhD or Doctorate 5
Tertiary degree 3 Other 6

8. Which ONE industry best describes your operatin?
Agriculture, forestry, fishing 1 Inforian Tech 9
Mining 2 Communications 1
Manufacturing 3 Finance & Insurance
Construction 4 Property & Bus Services
Wholesale Trade 5  Education
Retail Trade 6  Health & Com Services
Accommodation, cafe, restant 7 Cultural &neational 15
Transport and storage 8  Personal and Otheicés 16

9. How many locations does the business have?
(&) In Australia? location/s
(b) Overseas? location/s

10. What was the annual gross revenue for the last thesyears?
2004: $

2003 $
2002 $
11. How many equivalent full time employees doesétbusiness have?
2004 employees
2003 employees
2002 employees
12. What is the estimated market share?
2004 %
2003 %
2002 %

13. The main reason for business growtl{Réease circle ONE only

(a) internal organic growth 1
(b) acquisition 2
(c) new product release 3
(d) quality control 4
(e) customer service 5
(f) other(please specify) 6

Part Two: Business Coaching Experience

1. During what period did you engage a Business Cola?
from: o:t

2. How many Business Coaching sessions did you hanghat time?
3. What was the average length of a Business Coawhisession?

4. Did you pay for the Business Coaching? Yes 1 No 2
5. What was the cost per Business Coaching sessiéh?

6. Your Business Coach was: Male 1 Female 2

7. Did you agree on the outcome/deliverables ofiriass Coaching at the
commencement? Yes 1 N@

8. Did you have a signed agreement for the Busi@esghing
engagement?

Yes 1 No 2

9. Were Business Coaching sessions delivered main{glease circle ONE
only)

(a) face-to-face 1

(b) by telephone 2

(c) by email 3
10. Were your Business Coaching sessions main{please circle ONE
only)

(a) structured 1

(b) unstructured 2

(c) flexible from session to session 3

11. Did your Business Coach use tools/techniquesdonduct: (please
circle all applicablg

Personality profiling 1
360 degree feedback 2
Goal assessment 3
Other 4

12. Did your Business Coach possess qualificafior(@lease circle all
applicablg

Business degree 1

Human resource or training degree 2

Psychology degree 3

Business Coach training school accreditation 4

Don't know 5

Other 6
13. To what degree did your Business Coach play tmele of:

Not at all Always

Sounding boareg. open/honest feedback 1 2 3 4 5 6 7
Critical friendeg. willing to speak truth 1 2 3 4 5 6 7
Listenereg. offered an ‘ear’, encouragement 1 2 3 4 5 6 7
Counselloreg. questioned/analysed problems1 2 3 4 5 6 7
Career advisoeg career options 1 2 3 4 5 6 7
Network facilitatoreg. provided access 1 2 3 4 5 6 7
Business Coachg. expert knowledge 1 2 3 4 5 6 7

14. The main reason you engaged a Business Coaclswalease circle
ONE only?
(a) to increase your skills and knowledge 1
(b) to grow the business 2
(c) to better manage business processes 3
(d) to better manage staff relationships 4
(e) to change your behaviour 5
(f) to increase your performance 6
(g) to develop your potential 7
(h) to expand your thinking 8
(i) other 9

15. To what extent were you satisfied with your Busess Coaching
experience?

Totally Extremely

Dissatisfied Satisfied
The period/length of your sessions 1 2 3 4 5 6 7
The cost of your sessions 1 2 3 8 6 7
The delivery method of your sessions 1 2 4 5 6 7
Your relationship with your Business Coach 2 3 4 5 6 7
Your Business Coach’s style and approach 1 2 4 5 6 7
The role/s your Business Coach played 1 2 4 5 6 7
The outcome of Business Coaching 1 2 8 5 6 7

16. Would you engage a Business Coach at anothePti Yes 1 No 2

Please fax completed questionnaire to Bernadetter@pton on fax no:
03 9531 0460
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Business Coach Questionnaire — Appendix 4,4

Please answeALL questions by circling the appropriate number otimg those points thaBEST describe your situation. (Please use black pem)onl

Part One: Background

6. Company/trading hame:

7. Name, position, age, gender of Business Coach:
Name:

Part Two: Business Coaching Practice

Position:
Age: years
8. Contact telephone number:

Gender: Male 1 meke 2

9. Email address:

10. In which year was your Business Coaching businesstablished?

11. How many people does your business employ?

7. Your highest academic qualification is:
Less than HSC (year 12) 1 MBA 4
HSC (year 12) 2 PhD or Doctorate 5
Tertiary degree 3 Other 6

8. Do you possess qualifications {please circle all applicable

Business 1
Human resource or training 2
Psychology 3
None of the above 4

9. Have you undertaken Business Coach traininges 1  No 2
10. Where did you receive your Business Coachitrgin

Name of school/course

11. Do you have a Business Coaching credentiaditification?
Yes 1 No 2

12. If you have a Business Coaching credentiabdification what level is
it? Business Coach accreditation level

13. When did you receive your Business Coachinderrgal or
certification? Year

14. What was your main background prior to becominga Business
Coach?(please circle ONE on)y
(a) Business Management 1
(b) Management Consulting 2
(c) Human Resources 3
(d) Training
(e) Psychology
(f) Counsellor
(g) Teacher
(h) Other(please specify) 8

~o ;P

15. Besides Business Coaching do you currently emgain: (please circle
all applicable)
Business Management 1
Management Consulting 2
Human Resources 3
Training
Psychology
Counselling
Teaching
Other 8

~o o™

16. Besides your current Business Coaching busihasg you evelplease
circle all applicablg

Owned a business 1
Been a partner in a business 2
Sold a business 3
Publicly listed a business 4

1. Do you conduct Business Coachingplease circle all applicable
In Australia 1
Overseas 2

2. Are your Business Coaching sessions delivered img: (please circle
ONE only

(a) face-to-face 1
(b) by telephone 2
(c) by email 3

3. Are your Business Coaching sessions mainkplease circle ONE on)y
(a) structured
(b) unstructured 2
(c) flexible from session to session 3

4. Do agree on the outcome/deliverables at Busi@esashing
commencement? Yes 1 N@

5. Do you have a signed agreement for the Busi@eashing engagement?
Yes 1 No 2

6. What is the average length of a Business Coachiengagement?

7. What is the average length of a Business Coachisession?

8. What is the average number of Business Coachiisgssions per
engagement?

9. Do use tools/techniques to conduct your BusineSgaching: (please
circle all applicablg

Personality profiling 1

360 degree feedback 2

Goal assessment 3

Other 4
10. To what degree do you play the role of:

Not at all Always

Sounding boareg. open/honest feedback 1 2 3 4 5 6 7
Critical friendeg. willing to speak truth 1 2 3 4 5 6 7
Listenereg. offer an ‘ear’, encouragement 1 2 3 4 5 6 7
Counselloreg. question/analysed problems 1 2 3 4 5 6 7
Career advisoeg. career options 1 2 3 4 5 6 7
Network facilitatoreg. provide access 1 2 3 4 5 6 7
Business Coachg. expert knowledge 1 2 3 4 5 6 7

11. The main reason you are engaged as a Businesmth is:(please
circle ONE only?
(a) to increase skills and knowledge 1
(b) to grow the business 2
(c) to better manage business processes 3
(d) to better manage staff relationships 4
(e) to change behaviour 5
(f) to increase performance 6
(g) to develop potential 7
(h) to expand thinking 8
(i) other 9

12. Have you ever referred your Business Coachingdjents on for other
services of:(please circle all applicable

Legal advice 1
Financial/accountancy advice 2
Business advice 3
Psychology/psychotherapy 4
Counselling 5
Other(please specify) 6

Please fax completed questionnaire to Bernadetter@pton on fax no: 03
9531 0460



Programme Registration and Confidentiality - Appendx 5.1

From: Bernadette Crompton [mailto:bcrompton@perspectivesolutions.com.au]

Sent: Tuesday, 25 August 2008 10:07 AM

To:

Subject: Confirming Registration for the Mentre Commercialisation & Growth Programme

Dear

Thank you for registering for Information City Australia’s Global Growth workshop and business coaching
programme.

Attached are two documents:

1) Participant Application

On the attached Participation Application form, please provide details of the business and product or service
you will be work on during the programme and email back to me as soon as possible. This document will be
made available to trainers and business coaches involved in the programme.

2) Questionnaire

To assist us to best match your profile against the capabilities of a business coach from our experienced
Mentre Network, please complete the information on the attached questionnaire. If there are two
applicants from your company, please complete separate questionnaires. When completed either scan the
questionnaire/s and email back to me, or fax to (03) 9639 8255.

The privacy of the information you provide on the questionnaire will be safeguarded by Information City
Australia and used by the programme directors for business coaching matching purposes only. The
information will not be given to business coaches unless you have specifically consented to the disclosure, or
as required by law. All questionnaires received throughout the Mentre programme series are collated
anonymously and used for reporting and research purposes. Your identity will not be divulged to parties
outside the Mentre Programme.

If you have any queries please contact Bernadette Crompton on mobile 0418 311 331.
regards

Bernadette Crompton MIBA

Programme Director

Mentre Commercialisation & Growth

M: 61 (0) 418 311 331

F: 61 39639 8255

E: bcrompton@perspectivesolutions.com.au




MENTRE Appendix 5.2

Commerciaiieationt&lGrawth Programme Enroliment Questionnaire
Please answer ALL questions by checking the apptaerbox [] or typing in the space the answer that BESTescribes your situation
Part One: Participant Background 3. Your I'ast business coag experile_—nlce wégsdease check ONE only
12. Company Name: (a) with a coach Yds No
.p. y (b) with a mentor ~ Yels | No[]
13. Participant Name: 4. Over what period did you work with the businesgoach?
14. Position: from: to:
15. Telephone number: 5. Your business coach was: Male [] Femald_]
5. The participant is: Male [] Female[] 6. Did you pay for the business coaching? Yes[_] No[ ]
6. Participant’s age: years 7. Did you agree outcome/deliverables at commero&Mm
7. Participant’s highest qualification: (Please check one only Yes[ ] No[ ]
(1) Lessthan HSC (year12) [] (5) Bachelors degree o 8. How many sessions did you have in that time?
(2) HSC (year 12) [J (6) PostGraduate Degree [] ' Y y ’
(3) Certificate [0 @ Masters Degree O 9. Were your business coaching sessions main(please check ONE only
(4) Diploma [] (8 PhD or Doctorate O 8 ?It(;l:(?t;?eresission 0 session E (3) unstructured O
(9) Other please specijy
8. Are you the company founder? Yes[ ] No[] 10. What were the business coach’s qualificatigpEse check all applicabje
9. How many years have you been in the company? years (1) Coach training O ® Psyc‘hology degree  []
10. Reason for attending worksh@pltease check all applicabje Eg o susg:ess degreiy [1 4 Dontknow [
ther please speci
(1) Concept scoping [ ) )
@ Busnesspan Ol (5 elecualpropery [ | 1L Had your business conch eptense chec l appieae
evelopment protection ! ] abu )
(3) New product release O (6) Capital raising O (2) Partnered in a business[_] (4) Publicly listed a business [_]
(4) Financial scenarios [0 (7) Finding stakeholders [ (5) Other please specijy
(8) Other please specijy 12. To what degree did your business coach play thele of:
Part Two: Company Background Not at all Always
- - 1 2 3 4 5 6 7
?
1. In which year w§s the company establlshed.o (a) Sounding boarceg open/honest feedback) ] 1 O O 0O O O
2. How many Iocapons does the gompany have? (b) Listener ég. empathy, encouragement) [ O] O O O O O
(@) In Australia? locations/s (c) Counsellor g .analysed problems) O 000000
(b) Overseas? locations/s (d) Advisor g expert knowledge, skills) O0O00030d000aa00d
3. Number of product or service lines your compangells? (e) Network facilitator ¢g. access toothers) [] [1 [1 [0 O [ O
4. What was the annual gross revenue for the last theeyears? 13. Did your business coach ever refer you to otheervices:(check all applicable
2007: $ (1) Legal advice
2006: $ (2) Financial advice [0 (4 Psychology/psychotherapy []
2005: & (3) Business advice [J (5) Counselling [
) . ) (6) Other(please specify)
5. Number of full time employees in company®eg 2 p/t=1 f/t employee) 14, Business coaching was fota) personallife  Yeb] No[]
2008 employees :
2007 pl y (b) business/executive Yés] No[]
employees
ploy 15. Main reason you engaged a business coach was(tiheck ONE only
2006 employees (1) increase skills’/knowledge [] (5) change your behaviour []
6. Name of product/service you want to focus ortlierworkshop is: (2) grow the business [ (6) increase performance []
(3) better business processes [ ] (7) develop your potential [_]
7. What is your product/service stage of growth(please heck ONE only) (4)  better staff relationships L1 (8 expandyourthinking []
(1) Concept ] ) Growth [ (9) Other please specijy
(2) Development [0 () Global expansion O 16. Main focus of your business coaching sessionasion:
(3) Prototype/betatesting [] (7) Planning takeover | Not at all Always
(4) Entering market ] (8 Planning exit N . ‘ 1.2 3 4 5 6 7
Part Three: Training Experience E‘;‘; \é'j';tlgr’nzt;gtegy’ goals, environment E E E E E E E
1. Have you previously had training i (please check all applicalle (c) Stakeholders OO0O0O000ogog
(1) Concept scoping | (d) Production ég. create/ manufacture) OO00O000dau0aad
(2) Business plan O (9 Intellectual property [ (e) Processe®(. method/ procedures) OO0000008
development 0 protection 0 (f) People ég. leadership/managing/culture) (] 0 O O O O O
(3) New product release (6) Capital raising
(4) Financial scenarios [0 (7) Finding stakeholders [ 17. To what extent were you satisfied with your busess coaching experience?
(8) Other please specify Totally Dislsatisfized . EeremeIg Sat6isfie;j
Part Four: Business Coaching Experience (a) Period/length of business coaching O 000000
1. Have you used a business coaches [ No[ ] (b) Co;t of business coaching sgssions OO000gOgad
2. Number of business coaches you've used over ydifietime 8)) 3gILIJ\:erre);ar:ilgrgr;?w?po\:v?tlﬁlyoi?i%gzz E E E E E E E
. . i (e) Your business coach’s styleandapproadn] [1 [0 O O O O
Plea_se alnsr\:ver the_followmg q#estlons ONIifyou have (f) The role/s your business coachplayed 1 00 00 O O O O
previously ad t_)usmess coaching and based on YloAST (g) The outcome of business coaching OOOo0Oao0oaoao
business coaching experience.

Please email completed questionnaire to Bernad€itempton at bcrompton@perspectivesolutions.com.




MENTRE

Commercialisation & Growth

Appendix 5.3

Post-Programme Evaluation

Please answer ALL questions by circling the apprigpe number or noting those points that BEST deg&iyour situation. (Please use black pen only)

Part One: Participant Background

16. Company Name:

17. Participant Name:

Part Two: Workshop Rating

1. To what extent did you find each workshop topiaseful?

Not at all Extremely
Useful Useful
(a)Introduction to mentoring 1 2 3 4 5 6 7
(b)Business plans 1 2 3 4 6 7
(c)Defining and assessing the business 1 2 3 4 5 6 7
opportunity
(d)Workshop flyers/USP 1 2 3 4 B 7
(e)SWOT analysis 1 2 3 4 5 @
(f)Protecting the value of the business 1 2 3 4 5 6 7
opportunity
(g)Preparing financial scenarios 1 2 83 5 6 7
(h)Presenting financial scenarios 1 2 8 5 6 7
(i)Getting stakeholders 1 2 3 4 &% 7
(j)Presenting the business opportunity to 1 2 3 4 5 6 7
external parties
(K)Summary session 1 2 3 4 6 7
2. To what extent were you satisfied with your workhop experience?
Totally Extremely
Dissatisfied Satisfied
(a)The period/length of sessions 1 2 3 4 5 6 7
(b)The session trainer’s experience 1 2 8 5 6
(c)The delivery method of each session 1 2 4 5
(d) The trainer's style 1 2 3 4 % 7
(e)Your interaction with other participants 2 3 4 5 6 7
() The cost for the workshop 1 2 3 & 6 7
(g)Vvalue for money 1 2 3 4 % 7
3. What comments do you have about the workshops?
Part Three: Business Coaching Rating
1. To what degree did your business coach play thele of:
Not at all Always
(a)Sounding boarde@) open/honest feedback) 1 2 3 4 5 6 7
(b)Listener ég. empathy, encouragement) 1 2 3 4 5 6 7
(c)Counsellor ég .analysed problems) 1 2 3 4 5 6 7
(d)Advisor g expert knowledge, skills) 1 2 3 4 5 6 7
(e)Network facilitator €g. providedaccess) 1 2 3 4 5 6 7

2. Did your business coach ever refer you to otheervices for:(please
circle all applicablg

(a) Legal advice 1
(b) Financial/accountancy advice 2
(c) Business advice 3
(d) Psychology/psychotherapy 4
(e) Counselling 5

(f) Other(please specify) 6

3. The main focus of your business coaching sesssomas on:

Not at all Always
(a)Vision, strategy, goals, environment 1 2 4 5 6 7
(b)Customersdg external) 1 2 3 4 5 6 7
(c)Stakeholderseg internal) 1 2 3 4 5 6 7
(d)Production €g create, manufacture) 1 2 3 4 5 6 7
(e)Processe®@ methods, procedures) 1 2 3 4 5 6 7
(f)People €g. leadership,managing, culture) 1 2 3 4 5 6 7
(g)Flyer/USP 1 2 3 4 5 &
(h)Business Plan 1 2 3 4 5 8
(i)Presentation 1 2 3 4 5 @
(j)Other (please specify)
4. To what extent were you satisfied with your busiess coaching?

Totally Extremely

Dissatisfied Satisfied
(a) The period/length of your sessions 1 2 3 4 5 6 7
(b) The delivery method of your sessions 1 2 4 5 6 7
(c) Your relationship with your mentor 1 23 4 5 6 7
(d) Your mentor’s style and approach 1 3 4 5 6 7
(e) The role/s your mentor played 1 2 8 5 6 7
(f) Overall business coaching value 1 2 8 5 6 7

5. What was it about business coaching that providethe most value?

6. What other comments do you have about the busss coaching?

Part Four: Other Comments

1. How do you intend to apply what you have learnduring this
workshop and business coaching to your business?

2. Would you recommend this workshop to your collegues?
Yes D No D

3. If you have a colleague who you think would likéo receive
information about the Mentre workshops, please proide their contact
details:

Name:

Email:

4. Do you have any other comments you have aboutetentre
Program?

5. Would you be happy for Information City Australia to use your
comments for marketing of future Mentre workshops?

YesD No D



Appendix 6.1 Fast Growth 100 Questionnaire
s (00

Congratulations on joining the prestigious BRW Fast 100
The BRW Fast 100 magazine that comes out in October is drawn from your responses to this
survey which we prefer the founder to fill out.

We also use it as a resource for other features throughout the year so it is very worthwhile to
spend the time answering questions.

We have tried to keep it as short as possible. Please feel free to add your thoughts or
reflections (or attach more comments in your email reply).

Please answer ALL questions by typing your answer in the text box [ ] or ‘checking’
the box [ [_] ] that BEST describes your situation.

Deadline: Please complete by August 31.

Part 1: Background on Business, Ownership and Management of Business
Company Name:

Name and position of Founder/CEO (i.e. person who completed the questionnaire):

Contact telephone number:

Email:

In which year was the enterprise established?

o v AW

Which ONE industry best describes your operation?
[lAgriculture, forestry, fishing
[IMining
[IManufacturing
[CIConstruction
[IWholesale Trade
[IRetail Trade
[JAccommodation, cafe, restaurant
[ITransport and storage
[information Tech
[JCommunications
[IFinance & Insurance
[IProperty & Bus Services
[CJEducation
[JHealth & Com Services
[JCultural & recreational
[IPersonal and Other Services

7. The founder is: [IMale [ Female
8. Founder was under 30 when they started the business: []Yes [INo
9. Founder was over 50 when they started the business: [Yes CINo

10. What is the highest academic qualification of the founder? (Select ONE only)
[JLess than HSC (year 12)
[IHSC (year 12)
[Tertiary
CIMBA
[IPhD or Doctorate
CJother



11. Why did you start the business? (Select ONE only)
[IWealth creation
[lindependence
[ IBuying yourself a job
[ICould do the job better than your former boss
[]Saw a niche
[IChallenge
[ILack of career opportunities in previous employment
[]Other (please specify)

12. What is the legal structure of your business?
[lPrivate Company
[ IPartnership
[IFamily Trust
[]Sole Trader
[IPublic Company
CJother

13. Number of full time employees : employees
14. Do you plan to hire more staff this financial year? [lYes CINo
If yes, how many?

15. What is the highest academic qualification of the CEO/MD?

[ILess than HSC (year 12)
[IHSC (year 12)
[Tertiary

CIMBA

[IPhD or Doctorate
[]other

Part 2: Business Growth Issues

1.The biggest issue we faced in the last year was (check one)

[ISlowing economic conditions
[IGrowth strategies

[1Growing Competition
[IMargin pressures

[ IHiring quality staff (skill shortage)
[lUnfair dismissal

[IGetting rid of poor performers
[IcCapital for growth
[ISuccession

[ IManaging

[IRising interest rates
[ITechnology

[lother....(Please Specify)

2. Revenue growth next year will come from (check one)

[ IBetter business practices
[lOrganic growth
[]Acquisitions

[lExporting

[INew products

[ INew domestic markets
[JSecure global partner
[]Increase productivity
[]Competition

[lother (Please Specify)



Part 3: Business Coaching/Mentoring

1. Have you used a business coach and/or mentor? [Yes CINo

Please answer the following coaching/mentoring questions based on your LAST business coaching or
mentoring experience.

4. Your coach/mentor was: [ IMale [ IFemale
6. Number of coaching/mentoring sessions you had in that time?

7. Payment for your coaching/mentoring was: (please check ONE only):
[IMade personally by you
[IMade by your company
[IGiven to you free of charge by the coach/mentor

9. Did you agree outcome/deliverables at commencement? [ ]Yes CINo

10. Your coaching/mentoring sessions were mainly: (please check ONE only)
[Istructured
[IStructured
[CIFlexible from session to session

12. Had your coach/mentor ever: (please check ALL applicable)

[ Jowned a business

[IBeen a partner in a business
[1Sold a business

[IPublicly listed a business
[IWorked for a corporate enterprise

13. To what degree did your coach/mentor play the role of:

Not at all Always
1 2 3 4 5 6 7
(a) Sounding board (eg open/honest feedback) O O O O O 0dg
(b) Listener (eg. empathy, encouragement) O O O 0O o O o
(c) Counsellor (eg .analysed problems) O O O O O 0dg
(d) Advisor (eg expert knowledge, skills) O O O 0O o O o
(e) Network facilitator (eg. provided access to others) O O 0 0000
14. What proportion (%) of your rate of business growth do you attribute to coaching and/or mentoring? %
16. The main reason you engaged a coach/mentor was: (please check ONE only)
[lto increase your skills and knowledge
[]to grow your business
[ Ito better manage business processes
[Ito better manage staff relationships
[lto change your behaviour
[lto increase your performance
[Ito develop your potential
[lto expand your thinking
Other (please specify)
17. The main focus of your coaching/mentoring sessions was on:
Not at all Always
1 2 3 4 5 6 7
(a) Vision, strategy, goals, environment O O O 0O o O o
(b) Customers O O O O O 0dg
(c) Stakeholders O O O 0O o dod
(d) Production (eg. create, manufacture) O O O O O 0dg
(e) Processes (eg. methods, procedures) O O O O O 0dg
(f) People (eg. leadership, managing, culture) O 0O 0 0 0 008

19. Were your coaching/mentoring sessions part of a:
Training program? [lYes [ INo
Peer group program? [lYes [INo



20. As a result of coaching/mentoring you are now able to:

(@) Make better decisions

(b) Have more ideas/options to deal with issues
(c) Achieve your objective/goals

(d) Have greater self awareness

(e) Understand your strengths/weaknesses

(f) Know your development needs

(g) Have a more positive attitude towards life

(h) Have a greater degree of confidence that your
business will succeed

21. To what extent were you satisfied with your coaching/mentoring?

(a) The period/length of your coaching/mentoring
(b) The cost of your coaching/mentoring sessions
(c) The delivery method of your sessions

(d) Your relationship with your coach

(e) Your coach/mentor’s style and approach

(f) The role/s your coach/mentor played

(g) The outcome of coaching/mentoring

Totally Disagree

I
I | | [
|

Totally
Dissatisfied

I O I

I |

3

I I | | [

I | [ [ S
I | | [
OOOO0oode
I O [

I I | | [ S

I [ | | [

Totally Agree

Extremely

OooOoOogae

Satisfied

I [

Part 4: Founder Level of Confidence

1. To what extent is it true that:

(a) I can always manage to solve difficult problems if I
try hard enough.

(b) If someone opposes me, I can find the means and
ways to get what I want.

(c) It is easy for me to stick to my aims and accomplish
my goals.

(d) The world is run by a few people in power and there’s
not much I can do about it.

(e) I am confident that I could deal efficiently with
unexpected events.

(f) Growing my business depends on being in the right
place at the right time.

(g) Thanks to my resourcefulness, I know how to handle
unforeseen situations.

(h) It is difficult to have much control over the things
politicians do in office.

(i) I can solve most problems if I invest the necessary
effort.

(j) I can remain calm when facing difficulties because I
can rely on my coping abilities.

(k) Many times I feel as though I have little influence
over what happens to me.

() When I am confronted with a problem, I can usually
find several solutions.

(m) If I am in trouble, I can usually think of a solution.

(n) It is not always wise to plan too far ahead because
many things turn out to be a matter of good and bad
fortune anyway.

(0) I can usually handle whatever comes my way.

Not at all True

oo o o0ooo0oodogoo g
OO0 O o0ooo0oododgaod

O
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O
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Exactly True

6

O

OO o o0ooo0oodogoo oY

O

THANK YOU FOR SPENDING TIME ON THE BRW FAST 100 SURVEY!



