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CEO Coaching Brings Corporate Brands
To Life...in Flesh and Blood

Michael Jordan may banve buile his fame by
et thee ball hut now. as pl‘v'~iw|1~nI ul’upwrzllunm
Tor the Washigton Wizards. he joins the growing
vk~ of business leaders seeking 1o be the brand
asameans of feveraging the reputation and vis-
ihilis of thewr corporations,

lesatrendthiar Makovsky & Co. Prestdent Ken-
neth Makovske calls the “iconizaton of CEOST
RN Bans 30

Channels and messages hittig cach imdividual

There are <o nenoy donmation

person that simpliciy o branding has cmagor
advantage tor o corporation.” Makovsky says
particulirly inan ave of unprecedented elohal
expanston and merger activitv inowhich husi-
tesses are steugehog to pat frendlssempathen
faceontherempares: Ngnvon CEOSdelimne
Clicraetensties with vour corporate sdentity and
vot e el anestreniely powerful reputation man
agetnent ool

Todkay's husiness Tandsecape s eife with Tiving,
Breathing brands. such as Southwest Arrlines”
Herh Kelleher whoo by nature, exudes the same
prapr=h it that the andine is known for - and Ri-
chiard Branson, whose impulsive curiosity and
stnt-man CGaractualhy make the hodgepodge of
Buosiness ines ander the Virgin name el HPS
Coaly Fiormabears the same entreprencarial gusto
tha dron e her forebears o huild an empnre froma
todestowooden garage. Now Wizardsstrategizers
are hedging their hets that Jordan's competitive
zeal will vl oft oo the fluling baskethall fran
chise and its plavers.

O1 course, nol every corporate leader has the
stuth it ke G be bike Mike, " The CEOs we work
with often come from engimeenng or accounting,
o minagement consulting backgrounds™ savs
Jovee Newnan, president of The Newman Group.
a New York-based firm speciahzing mspeaker
e and executive coaching, “They get mto
these posttions becanse of their brilhanee. . but

on't necessarily have the skills they need o

thes
become publne figures.”

A commuon assumptionamong freshman CEOs,
for example, is that they have o start wearing offi-
cious sutts and appear unemotional inorder to be
taken serously, Newman says.

(uite the contrary. “What people want to see
is the real deal, not someone who is phony or pe-
dantie, " says Cherie Kerr presidentof Exeeulrov,
a public speaking and skills training outfit in
Santa Ana, Calif. =1 look at someone’s strengths
and weaknesses in the same way a director looks
at an actor for a part. We play up cach person’s
idiosy nerasies and what defines them.”

Finding Mr. (or Ms.) Right

Facecutive trainimg has come a long way from
the ape-old practcee of holding up a magnifying
ulass o a CEOs nemming, hawing, droning. nose-
proking ambother shortcomings. Most ol todan’s
top coachies focus not on faults. but mstead on
whats rrghtabout a leader

“Lash [CEOs ook atthemselvesin e third
;u-fﬂu.f Newonan savs. “Forget the fact that vou
weere tat o the fourth grade. or you don™t have as
snuch e as sou did two vears ago. Tellme whial
vout itk abont [vourself]. What would you Tike to
secmore of7 What s your vision 27

Quirks aren’t necessarily a negative when it
comes o leveraging the CEO for brand differentia-
tion, Ker adds (consider nerd boy wonder Bill
Gates). “People buy people, and then they buy
things.” shesavs. Companies are more likely lowin

thee trast of stockholders, emplovees, the media,

consumers and other stakehalders i their leaders
appear genuine. For example, “a lot of CEOs are
Highly neurotic, hut their companies grow at hreak -

neck speed and do revolutionary things” she says.
“Im notsure if they weren't obsessive-compulsive

that their companies would grow like that.”

Eat It or Outsource It
I'he |'|qu-\(|nn forcorporate conpicators
ho'ung to Ah'p|u\ this strategy is how 1o gl lose

cnough to the CEO o prnpomt his or her “unique
selling proposimion ™

Kerr suggests the basic tacties of interviewing
and shadowing. Ask sentorleaders about theirrole
models, what denves them and how lhv)‘ feeel about
their work, she siys, “Listen to them on the phone,
wateh the way they walkthe way they interactwith
people, the way they make eye contact, the way
they [lead meetings]. Then report back,™ she ad-
vises. “Say. heres what | think is terrific about you
and here’s how we should leverage this.”

That works 1f vour CEO is a teddy bear. But
Newmian is quick to add that she’s been brought
into more than a handful of corporations by way ol
staff interventions (i la the age-old AA tech-
niquel. No one sants to be singled out™ as the
one telling the big cheese he needs helposhe says.
Bringing i anobjective third party can help tem-
peratouchy cgos But s outside consaltant will
cost vou anywhere from $3.000-$7 000 for a one-
day session = plus travel expenses.

W hether vour planis o be the exceutive coachor
Bire one Newmanolfers one caveat: ™ Training has to
occuraround somethimg that's real = like whenthere's
1llll.ijﬂrll('“\Illlll”l”l(‘('“l(’”LIil“"h“'lll“l"('h“rﬂ“il'
Jvsts mectingeoming. . orwhentherexacrisis|brew-
gl shesavs, Otherwisefvouwontget the CEOS]
attention or mtention.” Solve aread-world problem
for vour teader however.and “you become their best
friend for ife” she savs
Dangerous Liaisons

A~ with all strategies, there are pitfalls ton-
vesling your corporation’s reputation in a single
person. ExhibitA: former Coca-Cola CEO M. Dou-
glas Ivester’s tenure proved short-lived when his
management style didu’t jibe with employees al
the century-old brand and the company’s stock
took adive. “He wasn’tmodeling s decisionsin
terms ol how the company wanted tobe pereeved.”
Newman savs. (Cdido'thelp that his legacy was
maligned by the Furopean contamination scare
last sunumer. . but that's another story.)

Furthermore, vou can’t always hold a good
Jeader down ~ particularly i today's Tabor mar-
ket =Suy you build up the CEO and then he
Jeaves,” Makovsky notes. That could defimtely
fave an nopact on stock s w pabhie company
The stock market places enormous emphasis on
corporate leadership™

Which brings the issue fall cireles Cantoday's
corporations reallv afford nor o have leaders with
fittimg personaditios who are comfortable being
themachves o the imelight” A recent Bureson
Marsteller study <howed that -H) pereent ol a
compam s reputation now hinges on the CHO

“No one remembers CEOs who are nonde-
senpt,” Kerrsays. Butthey doremenmber the ones
whosnag Time’s "Man of Year” slot, charter hotair
halloons, or win NBA slam dunk competitions.
Might as well go for the three-point shot.

(Mahorsky, 212/508-9000; Newman. 2 12/838-
8371 Kerrs TLEDS0-9900,
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