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GUIDELINE #2

Select/Build Assessments:

◦ What “Assessment(s)” can I use to help create 
more awareness for the client?more awareness for the client?

GUIDELINE #3

 Look at these “Modules”:

◦ Develop “Questions” to elicit information 
(remember this is coaching not training)

◦ Craft “Homework” to practice newly learned 
skills/behaviors

GUIDELINE #4 

 Coaching/Teaching:

◦ Balance talking and listening (actually more 
listening)

C hi i Di dbl k◦ Coaching is a process. Discover roadblocks, 
beliefs, skill needs of coachee.  Adjust and 
address these as arise.

GUIDELINE #5

 Fine-tune your listening skills:

◦ Set aside your agenda; focus on the client

◦ Use “Questions” help client explore and learn

◦ Be patient, listen first!  Let them uncover the 
answers before you help them

◦ Take notes!
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1. Assess Needs/Areas of Improvement:

Do S.W.O.T. (Strengths, Weaknesses, Opportunities, 
and Threats) by using: 

◦ Instruments –D.I.S.C., Self-Inventories, 
Quizzes, Checklists, Self-Evaluations, etc.

◦ Interviews – Coachee, Manager, Peers, , g , ,
Subordinates, Customers, Suppliers, etc.

◦ Benchmarks – Before and After

◦ Observation – Live, telephone or video

2. Determine “Specific” Outcomes/Results:

◦ Mutually set specific outcomes/results
(3-5) with client and/or manager

◦ Map out the coaching program – # of 
sessions, topics for each session, p
learning questions, homework,  etc…

3. Coach Client to Achieve Specific Results:

◦ Focus on attitude, behaviors and skills to help 
client achieve their results

◦ Communicate to the client (and manager) theirCommunicate to the client (and manager) their 
progress – Help them see it when they get it!
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4. Feedback & Follow Up:

Build in a feedback loop:

◦ Throughout the process (phone calls and e-mails)

◦ After the process (face-to-face, phone calls and p ( , p
e-mails)

“Length”Length

 Length of session- A coaching session can run 
from 30 to 90 minutes or from a Half to Full-day

 Length of Project – 1 day, 30 days 60 days, 90 
days, 180 days, one year…

SAMPLE “Three-Month Coaching Package*” (Remember 
customize specifically for the client’s needs)

Session 1 
 Review Assessment Instrument

Session 2  
 Firm up the 3-5 outcomes, set benchmarks, assign journal 

writing, assign homework

Sessions 3 through 5
 Start sessions by discussing journal notes and reviewing 

homework.  Focus on specific outcome(s), coach to move 
closer to desired outcomes.  Assign homework

SAMPLE “Three-Month Coaching Package*”

Session 6
Cli t t "fi l j t" f hi Client presents a "final project"; focus coaching on an 
outcome; discuss final session goals

Session 7
 Wrap up – Summarize; reinforce successes - show how 

achieved outcomes; identify areas for future development; 
co-create a 6-month action plan

"Bonus Session"
 Include a "Bonus Session" to follow-up on progress.  Example 

– a check-in call to see how client is succeeding

*Includes brief check-in calls/e-mails between sessions
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 www.CoachFederation.org - International Coach 
Federation

 www.Coachu.com - Coach University, a virtual 
coaches training school

 www.CCUI.com - Corporate Coaching University, 
virtual site dedicated to corporate coachingp g

 www.PatrickDonadio.com - Article - “The 6 Myths 
of Coaching”

Marketing - Consulting/Coaching 
Services?

 Let people know you have these services…

 How? 

W b it

Marketing - Consulting/Coaching 
Services?
Website
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Marketing - Consulting/Coaching 
Services?

 SPEAKING - Use the keynote for leverage - Add 
coaching/ consulting stories to presentations

 MEDIA Rebrand yourself

Marketing - Consulting/Coaching 
Services?

 MEDIA - Rebrand yourself… 
 Ex - Small Business News

Marketing - Consulting/Coaching 
Services?

 Write Articles – about your expertise and add 
coaching/consulting stories

Selling - Consulting/Coaching 
Services?

 Audience Analysis for Presentation

◦ Ask questions to see if they need your 
consulting/coaching services to get 
results and/or make behavior/skill change
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 What type of organizations would be a perfect

Client ConsiderationsClient Considerations

 What type of organizations would be a perfect 
match for you?

 How to keep clients coming back for more: Develop 
a reputation for truth-telling.

 Help clients understand what you have 
accomplished.

 Conduct pre and post-benchmarking surveys

 Build on your base. 
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Write case studies.
 Leverage:  Who knows who…

 Determine your Fee Boundary/Time boundary.

Consulting InvestmentConsulting Investment
When discussing cost for the coaching 
Use the term “investment”, not fee

Coaching InvestmentCoaching Investment

,

◦ Think flat rate not hourly (whenever possible) –
“The Coaching Package Investment is $_____”

◦ Packages could run for a certain number of 
Day(s), Week(s), and/or Month(s). 

◦ Package could include assessments, check-in 
calls/emails, materials, etc. Out-of-pocket 
expenses are additional.
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Miscellaneous Miscellaneous stuffstuff……

 Give clients away…

 Beware of your proposal

 Join NSA Consulting and/or
Coaching PEGS
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CASE STUDY FOR CONSULTING—EILEEN MCDARGH 

Copyright 2012 Eileen McDargh 

Challenge: Develop a Resilient Senior Leadership Team that responds well to 
change. 

SITUATION: Significant structural reorganization for global leaders in regulatory 
division of major pharmaceutical company.  New players have been brought in 
from the outside and other internal roles have been shifted in a quest to respond 
to a changing environment. Head of the group knows he has individual world-
class performers but needs them to operate as a team and come together to 
solve issues that transcend geographical boundaries.  

Methodology: 

Conducted intensive interviews with every member of the senior team to identify 
issues, opportunities, and areas of concerns. In the process, discovered that not 
only was there confusion about roles and goals but they really had no 
understanding of each other as human beings. Because of a lack of 
understanding, potential turf wars loomed.  I discovered duplication of effort, work 
either underdone or overdone, and procedures that were either outdated or time 
wasters 

Developed a three-day offsite retreat that used music as a theme:” Orchestrating 
world class medicines with world class performers”. 

Created a workbook/notebook with the compilation of the issues, data on 
individual behavioral styles, and plenty of information about all the team. 

Provided a process to generate expanded appreciation for the diverse 
backgrounds, interests and skill levels of all in attendance. 

Used interaction and a web exercise to unravel the questions related to roles and 
goals. 

Interspersed three-days with opportunities for laughter and casual conversation. 

Developed action plans and individual commitments so that the alignment and 
conversation became ongoing. 

Provided small black books so they could record what they are doing differently 
and what ideas and relationships they developed.  These were used as a tool 
post meeting to capture examples of positive and negative experiences with 
fellow team members to be used in a follow up exercise to maintain momentum 
of the workshop.  

Held a video conference two-months later with all attendees to see about 
progress on actions and commitments. 
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CASE STUDY FOR CONSULTING—EILEEN MCDARGH 

Copyright 2012 Eileen McDargh 

Results: 

According to the Senior Vice President 

 “The team started to think for each other. We built the foundation for a 
transformative team. We now understand how we operate and who we are as 
individuals. We learned how to have the difficult conversations without being 
difficult. She pulled us together and got people to tell the truth. She also made it 
fun. There were plenty of laughs along with very serious moments. 

   I’ve seen a real improvement into the team’s thinking. It’s a complex business 
model and how she pulled it together was very powerful. 

   She hit every single issue she thought we had. She distilled it down. She has a 
unique ability to gather data and say, ‘This is what matters.’  

   We spent the last day talking about action steps and made commitments—
which she gave us back in writing—about what we said we would do for each 
other. She gave us a small black book to track our progress and two months 
later, we all checked in via video conference to see exactly how we are doing. 

Nine months later we continue to grow and have transformed into a high 
performing team.  
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TWO TYPES OF FACILITATION 

 
 

 Content Facilitation Process Facilitation 

Focus What is discussed How the discussion 
progresses 

Attention on Task 

Purpose 

Result/outcome 

Method and processes 

Group dynamics 

Knowledge needed Subject matter expertise Group dynamics 

Skills needed Offers ideas 

Discusses ideas 

Solves problems 

Makes decisions 

Facilitates and leads 
discussions 

Sets rules 

Helps others follow 
guidelines 

Who supplies information Team members 

Facilitator 

Facilitator 

 

Page 16 of  30



 LEADER ROLES 
 
 
INSTRUCTOR 
TRAINER 
 

 
FACILITATOR 

 
TEAM LEADER 

 
 
Conducts training to 
meet learning objectives 

 
Conducts meetings to 
reach outcomes 

 
Leads team-member 
meeting to get results 
that affect team’s work 

 
 
Instructs on skills, 
lectures, supervises 
practice of skills, 
corrects mistakes 
 

 
Encourages 
participation and 
involvement of all 

 
Encourages solutions, 
helps solve problems 
and make decisions 

 
 
Is subject/content expert 

 
Is process expert 

 
Knows subject and 
members 
 

 
 
Leads discussions 
 

 
Leads discussions 

 
Leads discussions 
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DIFFERENCES BETWEEN TRADITIONAL TRAINING 
AND A PERFORMANCE CONSULTING APPROACH 

 
 
  

Traditional Training 
 

 
Performance Consulting 

Goal Conduct a training session, 
comply with a regulation or 
edict 

Support a business need 

 

Focus on Need to learn Need to do 

Training program A solitary event Part of an improvement 
process 

Timing Can be reactive Proactive and reactive 

Solutions The solution No bias toward any solution

Partnership Partnership with managers 
makes training more 
effective 

Partnership with client 
needed to be effective 

Needs analysis May be done as part of 
training program design 

Required input to develop a 
plan to improve 
performance 

Types of analysis 

 

Target population 

Task analysis 

Job breakdown 

Methods selection 

Performance analysis 

Barriers to performance 

Goal analysis 

Environmental or system 
analysis 

Types of evaluation done Level 1:  reaction 

Level 2:  learning 

 

Level 3:  behavior or 
performance 

Level 4:  results or 
operational outcomes 
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Chapter 4:  Competencies for the Facilitator or Coach 1 
 

 
© 2004 Reproduced with permission from Jean Barbazette.  The Trainer’s Journey to Competence   

Competency Model Checklists for Facilitator or Coach 

A = meets advanced competency (advanced tangible results or output are visible) 

B = meets basic competency (tangible results or output are visible) 

I = incomplete (tangible results or output are not observed, missing or partially complete) 

N = behavior not observed (not competent) 

Rating Facilitator Competencies Basic Results or Output Advanced Results or Output 

 1. Plans team or training 

meetings using an 

agenda 

Facilitator’s agenda Collaborative agenda 

 2. Sets a productive 

climate and begin a 

discussion 

Participants are ready to begin a 

discussion 

Participants are ready to begin a 

discussion, collaboratively set ground 

rules 

 3. Gets the group to 

focus on defining and 

reaching outcomes 

Defined outcomes 

Plan to reach outcomes 

Defined outcomes 

Plan to reach outcomes 

Variety of processes to reach 
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Chapter 4:  Competencies for the Facilitator or Coach 2 
 

 
© 2004 Reproduced with permission from Jean Barbazette.  The Trainer’s Journey to Competence   

outcomes 

 4. Helps group 

communicate effectively 

Effective group communication Effective group communication 

Group harmony 

Open and civil disagreement 

 5. Encourages creative 

problem solving 

including brainstorming 

List of brainstormed options 

Solved problems 

List of brainstormed options 

Variety of problem solving techniques 

Solved problems 

 6. Supports and 

encourage participation 

Partial group participation Complete, non-defensive group 

participation 

 7. Fosters self-discovery 

of alternatives and 

solutions 

Participants find alternatives and 

solutions 

Participants find alternatives and 

solutions 

Inventories 

 8. Helps the group make 

decisions 

Group makes a decision 

Facilitator’s rationale 

Group reaches a decision, by 

consensus when appropriate 
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Chapter 4:  Competencies for the Facilitator or Coach 3 
 

 
© 2004 Reproduced with permission from Jean Barbazette.  The Trainer’s Journey to Competence   

Group’s rationale 

 9. Selects a team leader Team leader by the facilitator Team leader selected by the group 

 10. Handles disruptive 

participants effectively 

Problem ignored or problem member 

excluded from the group 

Behavior change 

Rating Coaching Competencies Basic Results or Output Advanced Results or Output 

 1. Builds a relationship Participants accepts coaching Participants willingly accepts coaching 

 2. Provides information Shared expertise Shared information 

 3. Facilitates 

development 

Participant develops skills Participant develops skills through 

self-discovery 

 4. Confronts when 

necessary 

Participant overcomes inaction 

Facilitator removes learning obstacles 

Participant overcomes inaction 

Suggests how the learner can remove 

obstacles 

 5. Deals with change Change occurs Change effected successfully 

_____ % Total of competencies observed 

_____ % Total required for competence 
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Patrick J. Donadio, MBA, CSP, MCC.  614-488-9164         E-mail: Patrick@PatrickDonadio.com              www.PatrickDonadio.com  

How to Add Coaching to Your Speaking Business© 
 

Presented by Patrick J. Donadio, MBA, CSP, MCC 
 

What is coaching?   
 
“Coaching is an interactive process that helps individuals and their organizations develop more rapidly and produce 
more satisfying results”.   Coaching is about development not fixing; helping the coachee fulfill their potential. 
 
 
How does it differ from Consulting and Training? 

 Consulting - Focuses on the organization and providing solutions.  The consultant is the expert 
 Training - Focuses on training/teaching individuals.  The trainer is the expert with the answers  
 Coaching - Focuses on helping the person uncover the answers for themselves with guidance and support 

 
 
How does it work?     
 

A coach helps the coachee identify where they are now (awareness), where they want to be in the future (results) and 
then helps them narrow the gap (skills/behavior/action). 
 

The goal of coaching is to help the client get their desired results, i.e. set better goals, improve your presentations, 
make better decisions, increase your sales... Coaching can take place in a one-on-one environment or by telephone. 
 
 
How Do I Turn My Presentation into a Coaching Project?            NOTES 
 
First build your “Base Coaching Program”.  Here’s how: 
 

1) Review Current Workshop/Presentation Material: 
a) Look for “Modules” or sections that can stand-alone (as a session). 

 

b) Look for areas you can expand the material. 
 
 
 
 

2) Select/Build Assessments: 
a) What “Assessment(s)” can I use to help create more awareness on this 

issue/topic for the client? 
 
 
 
 

3) Look at these “Modules”: 
a) Develop “Questions” to elicit information (this is coaching not training). 

 

b) Craft “Homework” to deepen skills, shift attitudes or change behavior. 
 
 
 
 

4) Coaching/Teaching: 
a) Keep a balance between talking and listening (actually more listening). 

 

b) Coaching is a process.  Continue to discover roadblocks, beliefs and skill 
needs of the coachee as they progress through the learning process.  Be 
prepared to adjust and address these as they arise. 

 
 
 
 

5) Fine-tune your listening skills:   
a) Use “Questions” (in #3 above) to help client explore and learn more. 

 

b) Set aside your own agenda and focus fully on the client.  Be patient and 
listen first!  Let them uncover the answers before you help them. 

c) Take notes! 
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Patrick J. Donadio, MBA, CSP, MCC.  614-488-9164         E-mail: Patrick@PatrickDonadio.com              www.PatrickDonadio.com  

How to Add Coaching to Your Speaking Business - Patrick Donadio 
 
Customizing the Coaching Program for the Client 
 

1. Assess Needs/Areas of Improvement: 
   Do S.W.O.T.  (Strengths, Weaknesses, Opportunities, and Threats) by using:  

a. Instruments – Examples: - D.I.S.C., Self-Inventories, Quizzes, Checklists, Self-Evaluations, etc. 
b. Interviews – Coachee, Manager, Peers, Subordinates, Customers, Suppliers, etc. 
c. Observation – Live, telephone or on video 

 
2. Determine “Specific” Outcomes/Results: 

a. Mutually set specific outcomes/results (3-5) with client (and manager?) – Fewer outcomes the better 
b. Map out the coaching program – how many sessions, what to cover in each session, etc… 

 
3. Coach Client to Achieve Specific Results: 

a. Focus on attitude, behaviors and skills to help client achieve their results 
b. Communicate to the client (and manager) their progress – Help them see it when they get it! 

 
4. Feedback & Follow Up: 

a. Build in a feedback loop throughout the process (phone calls and e-mails) 
b. Build in feedback after the process (face-to-face, phone calls and e-mails) 

 
 
 

SAMPLE “Three-Month Coaching Package*” 
(Remember, to customize the program specifically for the client’s needs) 

Session 1  
Review Assessment Instrument (D.I.S.C. Communication Style Profile), identify the 3 outcomes and review feedback 
from the interviews/other assessments with client. (May also have pre-coaching meeting with client and manager) 
 

Session 2   
Firm up the 3-5 outcomes, set benchmarks (example: do benchmark video), assign journal writing, assign homework 
 

Sessions 3 through 5 
Start each session by discussing journal notes and reviewing homework.  Spend some time focusing on the specific 
outcome(s), coach/teach/fine-tune behavior and skills to move closer to desired outcomes. Assign homework to 
practice newly learned skills/behaviors 
 

Session 6 
Client presents a "final project"; focus coaching on an outcome; discuss final session goals 
 

Session 7 
Wrap up – Summarize; reinforce successes - show how they achieved outcomes; identify areas for future 
development; co-create a 6-month action plan and discuss renewal of coaching project if applicable 
 

"Bonus Session" 
Include a "Bonus Session" to follow-up on progress.  Example – a check-in call to see how client is succeeding 
 

*This package includes all the above plus brief check-in calls/e-mails between sessions. 
 

 
 
Length and “Investment”  
 

1. Length - A coaching session can run from 30 to 90 minutes or from a Half to Full-day 
 

2. “Investment” – Use the term “investment”, not fee, when discussing cost for the coaching: 
a. Think flat rate not hourly (whenever possible) – “The Coaching Package Investment is $_____” 
b. Packages could run for a certain number of Day(s), Week(s), and/or Month(s). Package could include 

assessments, check-in calls/emails, materials, etc. Out-of-pocket expenses are additional. 
 
 
 
 

 2011 Patrick Donadio, MBA, CSP, MCC is a Certified Speaking Professional (CSP) and Master Certified Coach (MCC). He specializes in 
Business Communications and Leadership Development.  Since 1986, he has been teaching/coaching leaders and their organizations to: increase 
profits, improve presentation/verbal communications, enhance their credibility, deepen relationships and boost performance — in less time.  Want 
Patrick to speak for your next conference, seminar or retreat?  Or hire him as your business communication coach to improve the delivery of your 
message, call 614-488-9164 or e-mail: Patrick at: Patrick@PatrickDonadio.com   Visit http://www.PatrickDonadio.com for business tips. 
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Certified Management Consultant Resources 
 
 
Recommended Websites: 
 
Institute of Management Consultants USA 
Professional association & certifying body for management consulting, promoting excellence and 
ethics and awarding the Certified Management Consultant (CMC).www.imcusa.org 
 
Canadian Association of Management Consultants 
Professional association of management consultants. Administers the Code of Professional Conduct 
and program leading to the internationally recognized Certified ...www.cmc-canada.ca 
 
Business Certification Management Certification Accounting ... 
... Certified International Management Consultants Board for Certified Manager Business ... 
Management Consulting Certification Human Resources Certification ...businesscertification.org  
 
CIAC - CIAC Certified Management Consultant (CCMC) 
CIAC Certified Management Consultant (CCMC) The CIAC-Certified Management Consultant 
(CCMC) designation verifies expert knowledge of call center business operations. www.ciac-cert.org 
 
ICMCI - CMC 
The Certified Management Consultant (CMC) qualification. The Certified Management Consultant 
qualification is only awarded by those Full Members of ICMCI 
www.icmci.org/certified_management_consultant  
 
Certified Management Consultant 
She is a Certified Management Consultant and has met strict certification requirements of the 
Institute of Management ... Other Consulting Resources 
...www.emsnetwork.com/OtherResources/whatisaCMC.htm 
 
Why Hire a CMC? - Institute of Management Consultants USA 
The Certified Management Consultant™ (CMC®) certification is awarded to those ... sources, and 
the combined wisdom of the knowledge management created 
...www.imcusa.org/?page=WHYHIREACMC 
 
APMG-International - Certified Management Consultant Award 
Our Registered Consultants for the IC's Certified Management Consultant (CMC) qualification. We 
are currently the only certification ...www.apmg-international.com/home/.../CMCAward.aspx  
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Management Consultant Salary, Pay, and Earnings Information ... 
Individuals who are seeking certification may obtain a certified management consultant (CMC) 
credential from the Institute of Management Consultants (IMC). 
www.highersalary.com/business/management-consultant/ 
 
Certified Management Consultant - Training Seminars ... 
Search for Certified Management Consultant career or certification training by format and location, 
Certified Management Consultant courses Certified Management ...www.training-
classes.com/.../certified_management_consultant  
 
 
 
Recommended Reading: 

 

 

The Consultant's Calling: Bringing Who You Are to What You Do.  

Geoffrey M. Bellman 

 

 

The Value-Creating Consultant: How to Build and Sustain Lasting Client Relationships.  

Ron A. Carucci & Toby J. Tetenbaum 

 

 

The Business of Consulting.  

Elaine Biech 

 

 

 

Getting Started in Consulting.   

Alan Weiss 
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90 Days to Success in Consulting.  

William McKnight 

 

 

 

Consulting For Dummies.  

Bob Nelson 

 

 

The Consultant's Manual: A Complete Guide to Building a Successful Consulting 
Practice.  

Thomas L. Greenbaum 

 

 

Getting Started in Speaking, Training, or Seminar Consulting.  

Robert W. Bly 

 

 

 

1,001 Ways to Make More Money as a Speaker, Consultant, or Trainer...  

Lilly Walters 
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The Contract and Fee-Setting Guide for Consultants & Professionals.  

Howard L. Shenson 

 

  

An Insider's Guide to Building a Successful Consulting Practice.  

Bruce L. Katcher 

 

 

 

Flawless Consulting: A Guide to Getting Your Expertise Used.   

Peter Block  

 

 

The Trusted Advisor.   

David H. Maister  

 

 

 

 

The Basic Principles of Effective Consulting.  

Linda K. Stroh 
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Recommended Reading for Coaching 

    

 

Twelve Months to Your Ideal Private Practice: A Workbook. Paperback by Lynn Grodzki  

 

 

  

 

 

Executive Coaching with Backbone and Heart: A Systems Approach to Engaging Leaders with 

Their Challenges . Hardcover by Mary Beth A. O'Neill  

 

  

 

 

The Heart of Coaching: Using Transformational Coaching to Create a High-Performance 

Coaching Culture (4th Edition). Paperback by Thomas G. Crane 

 

 

 

 

Book Yourself Solid: The Fastest, Easiest, and Most Reliable System for Getting More Clients 

Than You Can Handle Even if You Hate Marketing and Selling. Paperback by Michael Port 

 

 

 

 

 

  

    The Business and Practice of Coaching: Finding Your Niche, Making Money, and Attracting Ideal 

Clients. By Lynn Grodzki  

 

 

 

 

 

Million Dollar Coaching: Build a World-Class Practice by Helping Others Succeed (The Issues 

Collection) Paperback by Alan Weiss 
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Coaching Questions: A Coach's Guide to Powerful Asking Skills. Paperback by Tony Stoltzfus  

 

 

  

 

 Becoming a Professional Life Coach: Lessons from the Institute of Life Coach Training. 

Hardcover by Patrick Williams  

 

  

 

Start Your Own Coaching Business. Paperback by Monroe Mann  

 

  

   

 

Four Steps To Building A Profitable Coaching Practice: A Complete Marketing Resource Guide 

for Coaches. Paperback by Deborah Brown-Volkman  

 

 

  

 

Co-Active Coaching: Changing Business, Transforming Lives Paperback by Karen Kimsey-House  

 

  

 

Wellness Coaching for Lasting Lifestyle Change Paperback by Michael Arloski  
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The Life Coaching Handbook. Paperback by Curly Martin  

 

  

 

 

Becoming a Life Coach: A Complete Workbook for Therapists. Paperback by David Skibbins , Ph.D. 

CPCC  

 

  

Getting Started in Personal and Executive Coaching: How to Create a Thriving Coaching Practice. 

Paperback by Stephen G. Fairley  

 

 

    

 

Become a Coach: Discover what it Takes to Turn Your Passions into Profits. Paperback by Justin 

Lukasavige  

 

 

 

 Life Coaching For Dummies (For Dummies (Psychology & Self Help). Paperback by Jeni Purdie  

 

  

 

 

Niche Marketing for Coaches: A Practical Handbook for Building a Life Coaching, Executive 

Coaching or Business Coaching Practice. Paperback by Hannah McNamara 
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