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Introduction

Purpose and Approach

The purpose of this 5" coaching survey is to establish baseline of the coaching industry in Asian markets
and track its development over time to identify trends and new insights to support the advancement of
this relatively new profession.

This survey collects information on coaching practice, process, outcome and demographics from both
buyers (primarily companies) and providers (external/internal coaches) of coaching services with the aim
of getting the full story from both sides. The approach blends both qualitative and quantitative methods to
reach a comprehensive and diverse pool of stakeholders.

The coaching survey was conducted in English, Chinese, & Bahasa Indonesia languages.

Previous four coaching studies have been completed in 2010, 2012, 2014, and 2017 respectively. First
three studies were done in Mainland China. The fourth one covered Mainland China, Hong Kong and
India. Indonesia, Philippines and Singapore were added in the fifth benchmark study completed in 2019

The 5" Coaching Survey was conducted from January to December 2019. The highlights of the survey
findings were presented at the APAC Coaching Conference in Mumbai, India, in August 2019

The aim is to include other Asia Pacific markets in future studies.
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Introduction

The 5" Survey...

The purpose of this coaching survey is to establish baselines of the coaching industry in Asian markets
and track its development over time to identify trends and new insights to support the advancement of
this relatively new profession.

This survey collects information on coaching practice, process, outcome and demographics from both
buyers (primarily companies) and providers (internal/external coaches) of coaching services with the aim
of getting the full story from both sides. The approach blends both qualitative and quantitative methods to
reach a comprehensive and diverse pool of stakeholders.

The coaching survey was conducted in English, Chinese, & Bahasa Indonesia languages.

Four coaching studies have been completed in Mainland China in 2010, 2012, 2014, and 2017

respectively. HK China and India participated in the survey for the first time last year, and this year we
have added ..............

It is our aim to include other Asian markets in future studies.
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Methodology

Detailed & Robust

Medium: Online Questionnaire (143 questions)
Distribution channels: Sponsors, Networks, & Social media “~
Time Frame: Feb 2019 to April 2019

Survey Participating groups: Companies / Organizations | External
Coaches | Internal Coaches

Markets: Hong Kong China, India, Indonesia, Mainland China, Philippines,
Singapore

Languages: English, Mandarin, & Bahasa Indonesia

Analysis: Comprehensive and by Markets




Q@ .
The Participants

Comprehensive Coverage from all three perspectives

CR A company/organization representative ideally works in the field of
HRM/HRD or is a senior member of the leadership team who is
privy to the coaching interventions in the company/organization.

Company/ Organization
Representative

E C An external coach offers coaching services to Companies /
Organizations and/or individuals. He/She is either self-employed or

External Coach works as a contract worker for coaching providers.

An internal coach is an employee who has the job task to coach
IC fellow employees (making up at least 20% of the job). Coaching of
employees for whom the coach is an immediate supervisor does

Internal Coach
not count.

10



2010 2012 2014 2017 2019

Progress over the years

More than 100% growthzira1participation in 2019 over
7
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Mainland China Participation — Progress over the years

2012 2014 2017

Total Participants 81 146 254 205 355
Mal nland Organizations 43 55 71 70 145
China Survey
2019
External Coaches 38 68 148 111 162

Internal Coaches NA 23 B85 24 48

12
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Sponsors of Mainland China

Platium Sponsor
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ENRICHMENT
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Walking One’ s Talk.

S g e Stretching Oneself To Go The Distance.

Number of Professional

Coaches Trained by Enrichment
Nearl

&7 500+ E368+
Professional Coaches ICFACCs

Highlights from the 10* Anniversary Gala

Coach Link: iexpetovsiminnaoethe

1623 participants joining

1 623 54 events from 2015 to 2018

Enrichment Introduction

Enrichment Consulting and Coaching Institute provides
professional coach training for empowering profession-
als in leadership, entrepreneurship, as well as corpo-
rate and family coaching via our Professional Coach
Program (PCP), the first Chinese original coach training
program recognized by the International Coach Federa-
tion (ICF) for 275 ACTP hours.

We also provides professional coaching services in the
fast developing economy of China for businesses,
teams and individuals, and have worked with clients in
education, IT, industry, and finance.

We are proud to be the first and only Silver Sponsor of
the Institute of Coaching (affiliated with Harvard
Medical School) from China

Working diligently in the coaching industry for a
decade, Enrichment, founded in Hong Kong, has
now established offices in Shenzhen, Shanghai,
Beijing, and Chengdu.

Google  Tencentmin =~ £27EEE [ oma

Shomn  NAmenein D ©BD P

SIEMENS HSBCair 4 i[B2
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Contact: nicholas_wai
Email: nicholas.wai@enrichment.org.cn
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Sponsors of Mainland China

Platium Sponsor

MindSpan Partial Client List
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mindspan
e
11 Year’s experience

400+ Experienced coaches worldwide
200 Senior-executive-turned coaches
>80,000 Collective coaching hours
By 35 core-team coaches

446 Global and local clients
121Fortune 500 companies

14 Countries and 27 locations

Most 1:1 executive coaching

Engagements delivered

#1 Executive Coach Certification Program

In Greater China with 559 graduates

First High-performance Leadership Team

Certification Program in APAC

And the most recognized brand in
Executive Coaching in Greater China
Passion_Focus.High impact.

That's what we live to stand for and

What separates us from the pack

‘www.mindspan.cn

Shanghai: Tel:(8621) 5059 8969-801
Hong Kong: Tel:(852)2854 0086
simon.liu@mindspan.cn
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Gold Sponsors

:L=ADERSHIP
GROUP

From our offices in Hong Kong, Beijing,
Shanghai, Taipei and Singapore MDS manages
executive coaching assignments for over 150 leaders each year.

We transform /

leadership &

50 Outstanding Coaches
Based in the 18 maijor cities across APAC f 1 A (O]
A organisation effectiveness zZ
Powerful Assessment Instruments i ~
LEA 360™ which includes Momentum - a 340 digital development platform. for good ,S
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MDS 360° Coaching Impact Report
Tracking objectives. evaluating success

Leadership Development
Essential curriculum for talent development programmes .
ASsessTMENT

THELEADERSHIPGROUP.ASIA

Management Development Services Ltd.
Hong Keng . Beijing . Shoaghes . Toipsi . Singopere
www.mdshongkong.com  www.mdsbeijing.com
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Top 8 Trends/Insights
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Top 8 Insights - Part 1

1. Growth in Coaching services - deeper penetration in markets

= Coaching services are being widely adopted in all markets and companies are increasingly becoming
more open to introducing coaching services. Our survey revealed that only 2% of the companies are
UNLIKELY to introduce coaching as compared to 13% of the companies in the 2017 survey.

For Mainland China:

= 68% of the companies are using coaching in Mainland China compared to overall 75%.

= Top 3 reason for Mainland China companies unlikely to introduce coaching are coaching concept not
well known, cost and lack of support from top management while overall report indicates that the top
3 reason are coaching concept not well known, cost and other HR development tools in use.

Given the barriers that may be stopping companies from adopting coaching, what strategies can
coaches have to promote awareness and concept of coaching to top management and community?

How do professionals in the field manage the cost benefit arbitrage as perceived by the companies?

18
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Top 8 Insights - Part 2

2. External Coaching or Internal — Majority of Companies are using a combination of ECs and ICs

= While Companies are increasingly using a combination of ECs and ICs, there is a variance in the
perception of the role and efficacy of internal coaches.

For Mainland China:

= 65% of companies work with a combination of ECs and ICs, while 28% engage ECs only (vs 23% for
overall) and 7% almost fully dependent on ICs (vs 8% for overall).

= Top 3 factors for Mainland China companies choosing coaching service by ECs or ICs are cost
effeciency, experience with ICs and ROI.

= There is an agreement on the practice of using more ECs for senior management and ICs for lower

management. There are marked differences in how benefits of internal coaching vs. external are
perceived.

How to measure ROI for coaching service by ECs and ICs effectively?

How do ICs build creditablity of confidentiality and neutrality within companies?

19
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Top 8 Insights - Part 3

3. General concern about IC’s role not well defined

= Survey points out that while companies want to create internal capability for coaching, almost half of them
say that IC’s coaching role is less than 25% of their overall job responsibility. There is an opportunity for
IC’s role to evolve and become more specialized.

For Mainland China:

= For 85% of organizations, coaching is less than 50% of the IC's job responsibilities.

= While 70% ICs agree that coaching is part of their job & development, 33% not linked to performance
review and only 6% feel it is linked to compensation and benefit.

= More ICs feel that ECs mainly provide coaching services to senior management and ICs provide
coaching services to lower management.

How to build a supportive culture for ICs to ensure quality and quantity of ICs?

How to leverage knowledge of ICs and external perspectives of ECs to make coaching intervention
more effective?

20
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Top 8 Insights - Part 4

4. ECs are investing more in professional development with coaching supervision getting more
attention

= Formal coaching supervision, although a very new field, is being used by coaches (32% ECs and 26%
ICs).

= Coaches are also using other forms of reflective practices like mentor coaching, peer network learning
etc. to enhance their quality of coaching.

= While all coaches are leveraging multiple forms of professional development, ECs are more invested in
professional development. Nearly double the number of ECs (41%) than ICs (23%) spend 60 hours per
annum or more on continuous professional development.

For Mainland China:

= On an average ECs received 161 hours of coaching specific education and training while ICs receive 118
hours, both longer than overall.

= Training accredited/approved by professional coaching organization is the major channel for both ECs
(70%) and ICs (58%) to get trained or educated on coaching.

21
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Top 8 Insights - Part 5

5. Influence of culture on the understanding of Coaching in Asia

The survey reconfirmed the observation from the 4th Coaching Survey that coaching is perceived slightly
differently in Asia. Both companies and coaches acknowledge elements of guidance and expertise sharing
involved in coaching. This comes out stronger from companies.

For Mainland China:

= 31% of companies still feel that coaches should provide advice and guidance to coachees, while 43% for
overall.

= 30% of companies also expect that coaches give instructions to the coachees.

How can coaching professionals in Mainland China follow coaching beliefs and meet company
expectations simutanously?

22
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Mainland China

Top 8 Insights - Part 6

6. Affirmation of coaching impact and growing sophistication in consumer expectations

Coaching quality: While 6 out of 10 companies expressed their satisfaction with the coaching services rating it very
good/good, 3 out of 10 respondents were undecided on quality of coaching. 7% of the respondents were not happy with
the quality of coaching services. This trend remains the same compared to 2017 survey.

Coaching benefits: 84% of respondent companies see some impact of coaching on their business bottom line. Coaching
seems to have a strong positive impact on individual performance and employee morale/engagement while organization
performance, employee retention, revenue and profitability received a moderate positive impact. Only 16% reported no
impact on the bottom line.

For Mainland China:

51% of companies rated quality of coaching as “good” and “very good”, while the number was 66% in the 2017 survey, a
drop of 15%.

69% of companies chose 360° feedback before and after coaching assignment to measure coaching success while only
48% of ECs and 28% of ICs chose it as evaluation tool.

More than 90% of companies in Mainland China who responded see some positive impact of coaching on all company
metrics including employee engagement and retention, personal and organizational performance, and profitability.

How can tripartite contracting and benefits measurement be done more effectively among

companies, coaches and coachees to have clearer agreement of expected coaching benefit
outcomes?

23
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Top 8 Insights - Part 6

6. Affirmation of coaching impact and growing sophistication in consumer expectations (following)

Effectiveness of coaching process: Organizations unanimously expected the coaching process to improve. The top
three areas for improvement being - clarity of coaching objectives, coachees’ understanding of coaching and review of
feedback at the end of coaching assignment. This remains the same top 3 areas as in 2017 survey data.

Fluid ‘boundaries’ of coaching process setup: Majority of companies and coaches indicated that while there are joint
agreements on coaching objectives, confidentiality arrangements and updates on the coaching progress from companies,
they also request for coachees’ assessment results and specific coaching content from the coaches.

Credentialing of new coaches: Coaching experience is still ranked as the most important selection criteria for coaches,
followed by chemistry, language and credentials (in no particular order).

For Mainland China:

About 50% of companies reported to have requested for coachees’ assessment results and specific coaching content from
coaches.

Coaching experience is the most important selection criteria.
Comparing to other markets, companies in Mainland China considered language is more relevant to coach selection than
coach-coachee chemistry and credential.

24
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Top 8 Insights - Part 7

7. Al based coaching tools yet to be seen

While a majority of companies and coaches indicated openness to using some form of technology in the
future, as per the survey, 88% EC and 85% IC are not currently using any Al tool.

For Mainland China:

= Maijority of coaches in Mainland China (83% EC and 87% ICs) are not using any technology- or Al-base
coaching tools.

With the latest situation of corona virus, how will technology evolve to meet the increasing needs of
online coaching?

25
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Mainland China

Top 8 Insights - Part 8

8. Future Outlook is positive

= Companies plan to increase overall focus on coaching: They plan to build in-house capability (95%), use
technology (78%), and increase the coaching budget (88%). While companies want to continue using
external coaches, 97% say that they want to train their leaders to coach the team members and build a
coaching culture in the company.

= Coaches perceive a positive future outlook with increase in demand and supply of coaching offerings.

ECs and ICs are predicting an increase in all types of coaching services — 1-1 Coaching, Team Coaching
and Coaching Skills training.

For Mainland China:
= Companies in Mainland China also plan to increase focus on building in-house coaching capability, such
as coaching in leadership development, business strategy, organization culture, etc. And willingness of

increase of use of coaches (49% for ICs and 29% for ECs) and increase of budget (32%) ranked much
lower than the “hard” capabilities.

In view of the COVID19 pandemic, the use of technology and Al tools is likely to increase manifold and perhaps
rapidly. The first version of the report was generated in Jan 2020.
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Demographics
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Overall Survey

Participants Overview & Distribution

Gender

&
Only (EC+IC)

Language
used
for survey

Hong Kong China
India

Indonesia
Mainland China
Philippines
Singapore
Others

Total

External Coach
Organization Representative
Internal Coach

Total

Male
Female
Total

English

Chinese

Bahasa Indonesia
Total

155
158
307
355
150
108
53
1,286

703
427
156
1,286

250
349
599

951
258
7
1,286

12%
12%
24%
28%
12%
8%
1%
100%
55%
33%
12%
100%

42%
58%
100%

74%
20%
6%
100%
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Overall Survey

Participants Overview & Distribution

Role
Country m m
CR= Company/ Org Representative, EC= External Coach, IC= Internal Coach

n=1,286 n=1,286 B CR BEC
Hong Kong I 155 Hong Kong 29% 65% 6%
India 158 India 9%
Indonesia 307 Indonesia 36% 47% 17%
Mainland China I 255 Mainland China 14%
Philippines I 150 Philippines 14%
Singapore I 108 Singapore 8%
Other 53 Other 15% 81% %
n=599 M Female W Male n=1,286 M English M Mandarin/Bahasa
Hong Kong (n=84) 73% 27% Hong Kong
India (n=86) 38% 62% India
Indonesia (n=127) 47% 53% Indonesia 75% 25%
Mainland China (n=131) Mainland China
Philippines (n=74) 69% 31% Philippines
Singapore (n=66) 65% 35% Singapore 99% 1%

Other (n=31) 52% 48% Other 89% 11%
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CR: Company Representative

Participating Organizations - Distribution by industry sector and type

Well diversified sample from multiple sectors, majority in

manufacturing.

Q. What industry sector does your Organization operate in? (Multi

Choice)

Manufacturing
Technology

E-commerce

Health Care

Banking and Finance
Education

Logistics

Real Estate

Energy

Media / Entertainment
Not-for-profit organization
Insurance

Government / Public Sector
Retail

Other

CR (n=77)

L BEA
I
I 50
I 50
I 50
3%

3%

. 2%

3%

I 3%

W 1%

1%

L R

No. of Companies

18

=
O B B N N N N N B 0o N

[N
>

The survey indicates a well diversified sample
from a large number of industry sectors. The
highest CR respondents came from
Manufacturing (23%), Technology (14%) and
E-commerce (9%) sectors in Mainland China.
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Participating Organizations - Distribution by industry sector and type

MNCs are the largest participants.

Q. What is your company status?

MNCs and Private companies constituted W Private company
. W MNC / Wholly Fprelgn
the largest proportion of respondents. 2% Owned Enterprise

MNC / Subsidiary
MNC / International Joint
Venture
Public administration /

M Government / State-owned
Enterprise
Not-for-profit organization /
Non-governmental
organization

3 types of MNCs constituted a total of
57% of the sample followed by Private
companies 38%.

CR (n=37)
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Comparison on Types of Participating Organizations

In the 2017 Survey, 73% were MNC companies compared to 44% in this sample.

Q. What is your company status?

- -

B Cverall (ne22 B Hong Kong (ne32 India (ne31 Indonesia ines

I IMalniard Crina (nes3 Behiippres r=22)  I2ingasore (=15

60%
(2]
(=
O &n
;(_E WV e
N
o e
o “U
(@]
—
O  ans
ISR
X 2
3 11% ¢
§ . i .
~ 6%
0® |
te company MNC ! ImMernaticnal  Public administration Not-for-profit
Joint Venture Government / State- organizabion / Non-
owned Enterprise governmenta

organization
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CR: Company Representative

Participating Organizations — Distribution by Employees and Revenue

80% of the organizations employ more than 100 people Well Diversified sample from varying revenue brackets

Q. What is the company size in terms of revenue in USD million per

s
Q. How many people does your company employ locally? e (o] Frene ol

No. of Employees

M Less than USD 10M

14% W USD 10M to 100M
= USD 100M to 500M
W1 to20 M USD 500M to 1000M
38% W21 to 50 More than USD 1,000M
_ 51 to 100 _
CR (n=63) o1t Eoo CR (n=63)
501 to 1,000

more than 1,000
22%

10%
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Participating Organizations by Number of Employees

Employee population sample size varied in different markets.

Q. How many people does your company employ locally?

B Overall (ne231
B 5ong Kong (ne32

=53
Ry

o8
(]

(9%

f)

% of Organizations

nore than 1,000

Employees (in nos.)
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Participant Organizations by Revenue Size

Market —wise breakdown

Q. What is the company size in terms of revenue in USD million per year (local market only)?

BOovenal n=123) M Hong Kong (ne13) nda (ne22 indonesa (r=30) EMainand China (n=37) M Fnilppines (nei1 M orgacors nes)

% of Organizations

10M to 100M 100 to S00M 500M to 1000M

Revenue Size (in USD M)
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Distribution of Coaches by Age

EC: External Coach

IC: Internal Coach

Median age of an EC in Mainland China is 46 Years vs 39 years for IC.

Q. What is your birth year?

43% of the ECs are in the range
of 40-50 years, 24% are 50-60
years, 22% are below 40 years
and only 12% more than 60
years.

48% of the ICs are below 40
years, 41% are 40-50 years, 11%
are 50-60 years and no more
than 60 years.

Age

More than 60
Years

50 - 60 Years

40 - 50 Years

30 - 40 Years

20 - 30 Years

BEC 1 C (27
11%
41%

44%
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Distribution of Coaches by Years of Experience

ECs have average work experience of 23 years , ICs have
average work experience of 17 years.

ECs have average coachlng experience of 6.7 years , ICs have

average coaching experience of 3 years.

Q. How many years of coaching experience do you have? Q. How many years of overall work experience do you have?
MIC (n=28) MEC (n=103) MIC (n=28) MEC (n=103)
More Than 15 Years [ 5% More than 30 years N 14%

% 20%
12- 15 Years . 6% 26 - 30 Years S

22%
8-11 Years e 21-25 Years T

4%
16 - 20 Years

0,
6 -7 Years I 0% =
11-15 Years e —————

16%
4 -5 Years - 21% 6-10 Years - 4%
44% 0
1-3 Years ‘ 1-5 Years | O

1%
Less than a Year 4% Less than a Year

Something to ponder

With the increasing demand of coaching for millennials and with companies focusing more on

building internal capability for coaching, how do the more mature ECs stay relevant?
37



Typical EC Participant

The ECs in Singapore, India and HK China have more coaching experience than the ECs in the Philippines, Mainland China, and Indonesia.

Average Age (Yrs) Coaching Experience (Yrs) Overall Work
Female :
Experience 2 20

Coaches
Median Mean Median Mean years

Ho_ng Kong China 749, 51.0 505 9.1 80%
(n=76)

Other (n=30) 53% 77%

*n may vary for each column depending on how many answered those questions
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Typical IC Participant

The ICs in India and Singapore have more coaching experience than the ICs in HK China, The Philippines, Mainland China, and Indonesia.

Average Age (Yrs) Coaching Experience (Yrs) Overall Work
Female .
Experience 2

Coaches 20 vears
Median Mean Median Mean y

Philippines (n-16) 69% 56%

Other (n=1) 0% 0%

n may vary for each column depending on how many answered those questions
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Mainland China

Landscape of Coaching

Market
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Prevalence of Coaching Services

For the sample of organizations reached, Coaching is a relatively young concept as 73% of the Organizations have used Coaching for less

than 3 years.
Q. How long your company has used coaching in your market location?
7-10 >10
years,7%years,6%

Only 6% companies have used

i i M< 1years
coaching service for more than 10 1-3years
years, 21% for 4-10 years and 73% ‘e s
for 3 years or less. years, 14 CR (n=94) > 10 years

%

This may indicate a recent growth in
companies using coaching.
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Prevalence of Coaching Services — By Market

Coaching is a young industry as 72% of the organizations have used Coaching for less than 3 years in Mainland China, higher than overall.

Q. Please indicate how long your company has used coaching in your market location?

~ e et e oy~ ~ =P TRy
B Cverall (ne293 B Hong Korg (n=29 ndis (n=32 ndonesia (n=251 Mainand China (ne3d 4] ppines (ne3d W 2ingapore (n=15)
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Adoption of Coaching

Organizations that have used Coaching "Sometimes” and “Never” comprise 81% of the market and reflect expansion opportunity.

Q. If Never, would you like to

introduce coaching in your Q. Reasons why your company is unlikely to

Q. How frequently does your company use coaching

services? introduce coaching
company ?
CR (n=64
Not at all N ( )
. The coaching concept is not _
] 1% well known in our company.
Coaching is too expensive for - 27
Don'tknow yet .o, ) our company. %
CR (n=143) Other HR development tools . 9
are in use %

Next 12 months 4 Top management does not - 14
e support coaching. %

1 o O',
qv| \ Ne 4 manth g

Often ft .
Ofer” 29429, Noxt 36 monh Coaching is not seen as a I 5
ext S montns powerful tool.



Adoption of Coaching

Organizations that have used Coaching "Sometimes” and “Never” comprise 81% of the market and reflect expansion opportunity.

Q. If Never, would you like to
introduce coaching in your
company ?

Q. Reasons why your company is unlikely to
introduce coaching

Q. How frequently does your company use coaching
services?

About 32% of the companies reached this year have never WCR (n=0)
used coaching services. Out of the 32%, roughly one-third e ey
have planned to use coaching services, while two-thirds well known in our company. _
indicated that they are unsure.

The top 3 reasons for the companies not to introduce coaching  ©aching is too expensive for - 5
are lack of awareness in the copmany, high cost and lack of pany:

support from top management. Other HR development tools . 9

Somthing to ponder: are in use %
Given the barriers that may be stopping companies from
. . . Top management does not 14
adopting coaching, what strategies can coaches have to support coaching. %
manage the cost benefit arbitrage as perceived by the
CompameS? Coaching is not seen as a I 5
powerful tool. %

Can technology play a role in making coaching more cost
effectively?



@W“C Atz Gl CR: Company Representative
aadC

Usage of Coaching Services - by Market

69% of organization that participated have used coaching services, lower than overall.

Q. How frequently does your company use coaching services? (Considered those organizations who have used Coaching services)

% of Organizations who have used Coaching services

In the 2017 Survey, 63% of Organizations used coaching services

45



@Qma\i Mainland China

CR: Company Representative

Coaching Services Adoption by Type of Organization

Majority of participants are MNCs and local private companies.

Q. What is your company status? + Q. How frequently does your company use coaching services?

Coaching seems to be permeating deeper
and expanding into all company types.

While MNCs and private companies are
the largest sector using coaching service,
a few government and public sector
companies and NGOs reached have used
coaching services.

%age of Organization that have used coaching services

Overall (n=63) 78%

MNC (n=36)

78%

79%

Local Private Company (n=24)

Public administration / Government /
State-owned Enterprise (n=2)

Not-for-profit organization / Non-

it 100%
governmental organization (n=1)

[9)]
o
)
o
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@ Mainland China
=H0acC

Target Clientele

ECs clientele is aligned with where the demand for coaching services is originating, particularly in case of Private Companies. Also, 58%

CR: Company Representative EC: External Coach

of ECs have Self-Paying clients as well as 39% as Start-up entrepreneurs.

Q. What is your company status? + Q. How frequently does your

company use coaching services?

Organizations that indicated that they
used coaching services while answering
the “frequency” part of the question

2%2%

CR (n = 49)

M Private company

MNC / Wholly Foreign
Owned Enterprise

MNC / Subsidiary

MNC / International Joint
Venture

Public administration /

| Government / State-owned

Enterprise

Not-for-profit organization /
Non-governmental
organization

Q. Please describe the type of organizations you typically work with.

(Multiple Choice)

M EC (n=144)
Private company
MNC / \‘A'le,iy, ?r:xr?:rgn Owned _ 38%
Enterprise
MNC / |m&imatlrffmal Joint _ 40%
Venture

Public administration /

Government / State-owned - 18%

Enterpise

MNC / Subsidiary

Not-for-profit organization / - 19%
/0
Non-governmental organization

Educational institution

Start-up entrepreneurs _ 39%

Self-paying clients
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EC Target Clientele — By Market

Most ECs have Private Companies and Self-paying clients. Coaching adoption in non-profit sector in Mainland China is much lower than

other markets.

Q. Please describe the type of organizations you (EC) typically work with. (Multiple Choice)

70% I8
60% 8% E8%
AN
ST AN AL a3l
20% 40% &0 2o% 3EN 38N
P <|
54 23%
23%
Private c 3 Seif-payng clents 3 C / indernational MNC Arsidan Start-up ANC ! Viholy Not-for-profit Educationa £
enture emreprensusrs Foreign Owned  organization ! Non nsttution administratior
Ente e govemnmenta Govemme
pancs tate-cwne

In the 2017 Survey, the top 4 were Wholly Foreign Owned Enterprise, International JV, Private Local company and Self-paying clients



Mainland China

s
20aC

Target Groups for Coaching Services

CR: Company Representative EC: External Coach IC: Internal Coach

The main target group for companies is senior and middle managers, and ECs and ICs are aligned with it.

Q. Which are the main target groups of coaching services in your
organization? (Multiple choice)

CR (n=121)
Senior managers
¢-Level (CEO, CFO, c00, etc.) [T <
Junior managers / Supervisors/ Team :

Leaders

Middle managers

Directors / Board members

High potentials
Management Trainees / Associates
Expatriates

Others

Q. Please select and rank the corporate level/position of your
coachees. (Multiple Choice)
B Dirc vel / Senior management
WcC EO, CFO, COO, etc.)
Middle mcmsgfmmt
M Junior management / Super

ory

;»ﬂmun t Trainee | /50\%” ate 20% 40% 60% 80% 100%

EC (n=140) 32% 30% 30% E8,

1
IC (n=44) &3 39% 30% ¢ '

5 EC (n=132) 36% 11% 25% | R 5%
IC (n=41) 32% T2 10% A% 20%

3 EC (n=114) EEEREA 22% 5% 24%
IC (n=30) 30% i 17%
EC (n=72) _7% 25%

4 Ic (n=18) |KEEAREEAc- Ik 56%
EC (n=49)

5 IC (n=11) 27%
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Target Groups for Coaching Services - By Market

The greatest need for coaches is in the level of senior managers across all markets.

Q. Which are the main target groups of coaching services in your organization? Response from CR (Multiple Choice)

B Overall CR In=358) M Hong Kong (n=d1 ndia {ned indonesia in=35] @Mainiand China (ne12 B Phlippnes in=dd) W Srgapors (n=13

€2%

n

40% 39%

% of Organizations

4%
261
20% 1%
C-Level (CEO, CFO Directors / Soard aen NansYers jdie maragers Hig endals n Manapemen Expatriale
CO0, et members supendsors’ Team Trainees / Associates

Lesders

In the 2017 Survey, Organizations offered coaching to all management levels. Senior management level is targeted more for coaching in China than in HK and India
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@ Mainland China
=>0acC

CR: Company Representative

Type of coaching intervention - By Target Groups

As the seniority goes up, coaching becomes more “One-to-One” focused.

Q. Which ‘type’ of coaching interventions do you offer to the target groups selected in the previous question?

CR (n=100) B One-to~-One coaching @ Team or group coaching

-~ ; —

C-Level (CEO, CFO, COO, etc.) (N=55

Expatriates (N=7)
High potentials (N=48)

lirectors / Board members (N=4
2CR0rS /| BDOAG MemDpers {IN=

Middle managers (N=63)

Junior managers / Supervisors/ Team Leaders

lf'\::.f: ]

Management Trainees / Associates (N=17) R 24%
I s
Others (N=8) — 38%
7’

Coaching services are offered to all management levels. One-to-one coaching is still the major
intervention offered.

Something to ponder

It's encouraging to see that companies are offering coaching skill training at all levels. It will be
interesting to explore how companies are integrating it with talent development strategy.
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@w NP Mainland China CR: Company Representative EC: External Coach IC: Internal Coach
aladl

Preferred Language for Coaching

Local language is the most used language for coaching.

Q. In which language is the coaching delivered? (Multiple Choice) Q. In which language is the coaching delivered? (Multiple Choice)
B CR (n=92) B EC (n=144) IC (n=47)
Local language 83% Local language
87%

-
English 20% English

9%

27%
Native language of 20% Native language of - ’

Coachee Coachee
15%
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@DFJC Mainland China CR: Company Representative EC: External Coach
(@)

Coaching Rates

Coaching rates differ by markets. Coaching rates of ECs in Mainland China are much lower than that in Singapore and HK.

Q. Please indicate the minimum and maximum hourly rate your Q. What are the minimum and maximum hourly coaching rates in USD
company pays (in USD) for one-to-one coaching sessions? (CR) for your one-to-one coaching sessions? (EC)

Minimum [ Average [l Maximum

Asia (6 Markets) = I

Minimum M Average [l Maximum

Asia (6 Markets) so [

Hong Kong (n=11) 00 [y kiong Kong (p=¢0) 200
India (n=15) 9 [N India (n=69) 150 [N
Indonesia (n=38) 100 Indonesia (n=82) 73 [
Mainlancjw({:)hina (n= 100 I Mainlan?%k)ﬂna (n= 100 TN
Philippines (n=12) so N Philippines (n=48) d |
Singapore (n=10) 150 [ Singapore (n=53) o e
Others (n=4) 200 I Others (n=31) 10 el
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@W“C Mainland China EC: External Coach IC: Internal Coach
aadC

Coaching Specializations

Significant overlap in the areas that ICs and ECs are specializing in. Though ECs are more wide spread and they are creating new niches

for themselves.

Q. What are your coaching specializations?

M EC (n=144) IC (n=47)

Leadership 55% it

Career / Transition qoﬁ%

The top 3 coaching specializatons for ECs Gommunication siils IREEEE—

are Leadership, Career/Transition, and

) . . . Performance ﬂ 49%
Communication skills. ICs have different | i
; . - Executive I 450

focus with different ranking as - e L
Relationship 49% L

Career/Transition, Communication skills and P —— 1

LeaderShlp. Health & Well-being 'ESG—_—_—_e—26%

Executive is another important area of ECs,  gusiness — 5%,

which ICs have much less focus. Maternity s 1
Spirituality W— 9%
Cross-culture W 18%
Other 6-0/03%

Financial Managemen,!. 1%
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@W“C Mainland China EC: External Coach IC: Internal Coach
aadC

Range of Coaching & Related Services

. . ECs offers more of contracted based coaching with several
ECs do more group coaching and consulting than ICs. sessions and defined objectives

Q. Please indicate the range of coaching and related support Q. Please describe the type of One-to-One coaching service offered
services offered by your company by your company.
BMEC (n=161) HIC (n=49) BEC (n=149) HMIC (n=40)

. =
One-to-one coaching ” 93% > One-to-one contracted
» coaching based on a
; 59% contract with several
Team coaching m sessions and defined
o objectives
Group coaching m 5%
Consulting r 45% One-to-one coaching as part
27% of internal or external
. ' o 43% development programs
Coaching skills training _ 47%
Mentoring ‘3"%5% One-to-one need-based

coaching based on critical

c i s ' 20% incidents (e.g. harassment,
oacning supervision 14% grievance, non-performance,

long leave, etc.)

84%

19%

- . %
Advising -20’029%
- 9% %
Counseling 1112/3/0 Other -
) 3%
Other 2,
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@ Mainland China
=>0acC

Proportion of Work-time Devoted to Coaching Sessions

For ECs, an average 44% of the time is spent on coaching sessions

Q. What proportion of your working time is allocated to coaching sessions?

Only 35% of ECs reached spent
more than 50% of working time on
coaching sessions.

Something to ponder

Other capability sets may be required
for ECs to develop themselves. What
are they?

EC: External Coach

M Up to 25%

W 25% - 50%
50% - 75%

M 75% - 100%



@‘D“C Mainland China EC: External Coach IC: Internal Coach
Al

Frequency and Duration of Coaching Assignments

ECs have much larger average duration of coaching

assignments.

ECs do more frequent coaching assignments.

Q. What is the average frequency of sessions in a coaching
assignment?

Q. What is the average duration of a coaching assignment?

MEC (n=115) MIC (n=31) MEC (n=116) MIC (n=31)

37%
Orice a month

Up to 3 months

29%
Once a Fortnight
46%
Between 4 to 6 months
18%
Once a week
6
24%
Between 7 to 9 months
8%
More than once a week
15%
8% More than 10 months

Once a Quarter

=LY
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@Dﬁc Atz Gl CR: Company Representative

Engagement and Perception of Internal Coaches

: ; . Companies find ICs more cost effective and provide better ROI
28% of companies engage only ECs to meet their coaching than ECs, but there are issues with confidentiality, neutrality and
needs while 7% are almost fully dependent on ICs. trust attached to ICs.

Q. Please indicate the percentage of internal coaches used in your Q. Please indicate the extent to which you agree with the following
organization. statements about internal coaches.?
% of Internal B Only External Coaches M Strongly Agree
O —— M Up to 30% W Somewhat Agree
31% to 60% Neither Agree Nor Disagree
W&1% o, Somewhat Disagree
: 1619 18 96860, Strongly Disagree
Internal coaches are more cost effective — =
than external coaches. (N=55) 40% 18%
2%
My experience with internal coaches is very _ 11%
good. (N=54)
29
Internal coaches provide a better return on
investment compared to external coaches _ 30% 28
(N=54)
Internal coaches are more suitable for :
leadership and high potential programs. 26% 15% 11%
(N=54)
(Goachees have confidentiality and neutrality _ i
concerns with internal coaches. (N=54) 20% %
49
Internal coaches do not build up the same _ o,
level of trust as external coaches do. (N=54) i %
4%
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Mainland China

aC

Responsibilities of Internal Coaches

For 85% of companies, coaching is less than 50% of the IC's job

responsibilities.

Q. On average, what percentage of internal coaches’ job
responsibilities are dedicated to coaching activities?

WMO0% MO0-25% 25% - 50%

M 50% - 75%

%age of internal M 75% - 100%
coaches’ job
responsibilities
dedicated to coaching
activities

CR (n=54)

35%

CR: Company Representative

33% of the companies claim that coaching responsibilities are
not linked to ICs' compensation and benefits.

Q. Please indicate the extent to which you agree with the following
statements about internal coaches?

M Strongly Agree
M Agree
Neither Agree Nor Disagree

QfF&%EFYQDl?aQree 3 =
Myi€ompany regularly provides Internal Coaches

40% )
with coaching skills training. (N=53) 36% | 17% g%
2%
Internal Coaches are measured against their
coaching responsibilities in the yearly performance 31% 33% 20% 9%
review. (N=54) o
6%
The coaching responsibilities are part of Intemal _ 5
Coaches' yearly goal setting. (N=53) 30% 40% 21% 8%
49
My company regularly provides Internal Coaches _ o
with coaching supervision. (N=53) 30% 34% 21% 9%6%
The coaching responsibilities are part of internal "
coaches’ career development plan and 28% 42% 23% 4%%
advapcement. (N=53)
Internal Coaches' coaching responsibilities are 0
linked to compensation and benefits. (N=54) 13% 33% 20% 20% 13%
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@ Mainland China
=H0acC

Medium of Coaching Assignment Delivery

EC: External Coach IC: Internal Coach

The medium of delivery most used by ECs and ICs is the Most ECs (83%) and ICs (87%) do not use technology- or
face-to-face meeting. Al-based coaching tools.
Q. Please select and rank the media used to deliver your coaching Q. Please indicate if you are using technology- or Al-based coaching
assignments? tools as part of your coaching assignments.
Rank H1 W2 3 H4 W5 MEC (n=115) MIC (n=31)
EC (n= 117), IC (n=32)
. foct EC(N=94) 6 1%, 6%
ace-to-face o S — Coaching Apps
; (N=95) IR

Internet-based video apps EGH) i 2480

IC(N=21) 24% Il 9%

Chatbot

EC(N=84) 45% I

Phone IC(N=24) 3% W%
|3%

EC(N=49) /AN Other

Email IC(N=12) EXTAN.0" == €

EC(N=48) HINNENEN  WBHENE0%
Other IC(N=11) RN 15%  EEENEEYE

None
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@ Mainland China
20aC

EC: External Coach IC: Internal Coach

Profile of Typical Coachee

On an average 60% (median) of the coachees are female. ECs have more coachees in the higher age brackets

Q. Please indicate the percentage share of your female coachees Q. Please indicate the age-range of your Coachees (in years).?
B EC (n=143)  IC (n=46) M EC (n=143) IC (n=47)
Zage of Respondents espondents
Zero % ‘ " 18-24 m =
. I 57
Up to 25% o 25-34 81%
I, 12 Age braghet - SO
25% - 50% - | S5 44 - |
1 1
I, - | I 2 !
%age of 50% - 75% 37% ! 45 - 60 9% !
Coachees L T T T L b T T 1
75% - 100% 26% more than 60 I 1%

30%

67% of the ICs from Mainland China says more than half of their coachees are female, much
higher than the 49% in overall 6 markets, while the numbers of ECs are 60% vs 50%.
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@‘D“C Mainland China EC: External Coach IC: Internal Coach
Al

Coaching Models — Trained vs Practiced

Wide variety of coaching models and theories being practiced by ECs and ICs. Training vs practice is more consistent for ECs while for

ICs there is a wider gap in what they train and practice.

Q. Please share the models of coaching you have studied, formally trained or Q. Please share the models of coaching you have studied, formally trained or
self-trained in and whether you use them in your coaching practice.? (Multiple self-trained in and whether you use them in your coaching practice.? (Multiple
choice) choice)
M Trained Practiced M Trained Practiced
EC (n= 106) IC (n=27)

0/
CROW riodal I 0 o — (70
velbehiav 62%
Cognitivelbehaviocs! —_——a— ot -
Adift Bevelpment —— :
|
o : 47% NLP 11% 1%
Aostie e ooy E——— 7%

I 7
Exiclontl T 31% Adult Development 11% 37%
NLP ” 31% Existential — 30%
i 214 —
Solution Focused w 0 g Gestalt i 30%
Psychodynamic W 30% _ i
Solution Focused 19% 0

Gestait E— 25

Other innovative approaches W 21% ARpiEGalec i Ury 26%
Transactional Analysis — 5% Psychodynamic F 22%
Homegrown models w 11% Other innovative approaches -15702/°

Meta Coaring 200 Homegrown models 4%- i
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@‘D“C Mainland China EC: External Coach IC: Internal Coach
Al

Diagnostic Tools Used in Coaching

360* Feedback, DISC and MBTI are the most widely used tools

Q. Which diagnostic tools do you use in your coaching practice? (Multiple Choice)

BMEC n=134) WIC (n=38)
607 Feadoack  — -
oise .
VT e
Hogan e
Harrison assessments [ S
HBDI 3
Other e——gT———
None  e——

Some of the tools mentioned in “Others” are Lumina, Meta Program, EQ, Enneagram, OPQ,
Gallup Strength Finder, The Leadership Circle 360 Profile, Clifton Strengths etc.
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@m« - Mainland China CR: Company Representative
aladl

Understanding of Coaching

Prevailing understanding of definition of coaching has elements of facilitation and guidance.

Q. The understanding and the expectations of coaching may vary from individual to individual. Please indicate your level of agreement with the
following statements.

B Strongly Agree [l Somewhat Agree Neither Agree nor Disagree [l Somawhat Disagree Strongly Disagree

Facilitation

Providing guidance focused on strategic goals. (N=122) 8% 27% 7% m 1%

Providing
Solutions

1S, making ¢

I
3 for implementation, etc




Mainland China

Bpac

Understanding of Coaching

CR: Company Representative EC: External Coach IC: Internal Coach

Both companies and coaches acknowledge that there are elements other than facilitating self-help in coaching, such as guidance, sharing

expertise, recommendations, etc. This comes out stronger from companies.

Q. Please indicate the extent to which you agree or disagree with the

following statements about coaching.
M Strongly agree
| %omewhat agree

Neither a éJiree nor disagree
| Storeylhdishigageee

Coaching should primarily foc#i§ 34% 52% 8%l 2%
on facilitating self-help. (n=61)

5%

Coachgs should provide advice 6% 5% 250
and guidance. (n=61)

Coaches should provide expertise,
diagnosis and recommendations
for implementation of action plans.
(n=61)

Coaches should give instructions to 14% _ 29%

the coachees. (n=61) 8%

Something to ponder

22%

Q. Please indicate the extent to which you agree or disagree with the
following statements about coaching.
W SUrongly Agree
M Somewhat Agree
Neither Agree Nor Disagree

m TR D*g’i

Coaching should primarily focus
on facilitating self-help IC (n=38) 32% 58%

ec (n=97) I 21% IEZalE0%
4904
IC (n=38) PAPRLAN 26% |[EZai6%

Coaches should provide advice
and guidance.

Coaches should provide expertise, EC (n=94 0, i 3
s (n=94) [N 15% 2 50%
diagnosis and recommendations : 0 < Q3

for implementation of action plans. 1C (n=38)

Coaches should give instructions ~ EC (n=¢ 5)/- 19% 22500 136%
{0 fhe coachees © (n=38) " IEEEM 3% IS

What role does the cultural dimension of power play in the coaching relationship? How can we
honor the unique identity and cultural values and make it more relevant to Mainland China?
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@ Mainland China
20aC

Understanding of Coaching — By Market

Across markets the understanding of coaching is a blend of facilitating self-help, guidance and providing solutions.

Q. Please indicate the extent to which you agree or disagree with the following statements about coaching..

% of “Strongly Agree” or “Somewhat Agree”

Primarily focus on facilitating
self-help

Should provide advice and
guidance.

Provide expertise, diagnosis
and recommendations for
implementation of action plans.

Give instructions to the
coachees

Overall CR (n=233)
Hong Kong (n=32)
India (n=31)
Indonesia (n=61)
Mainland China (n=66)
Philippines (n=28)
Singapore (n=15)
0% 10% 20% 30% 40% 50% 60% 70% 80% 909

_—

0|

Overall EC (n=489)
Hong Kong (n=76)

_ India (n=79)
Indonesia (n=97)
Mainland China (n=117)
Philippines (n=61)

inge °qt§ n,@%

%

o oo o oo oo oo
PO SO

87

92
%

Overall IC (n=113)
Hong Kong (n=8)
~India (n=11)
Indonesia (n=38)
Mainland China (n=32)
Philippines (n=16)
Singapore (n=8)
0% 20% 40% 60% 1009

e

—

: 25%
—

— R

: 9%

80%
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Mainland China

@D“C CR: Company Representative EC: External Coach IC: Internal Coach
Jadl

Beliefs About Internal and External Coaches

Marked differences in perceptions & preferences of coaching service provider from CRs and ECs and ICs.

Q. Please indicate the extent to which you agree or disagree with the
following statements about coaching. (CR)

Q. Please indicate the extent to which you agree or disagree with the
following statements about coaching.
H Strongly agree
H Somewhat agree
Neither agree nor disagree

M Strongly Agree
Hl Somewhat Agree
Neither Agree Nor Disagree

M Somewhat disagree

Internal COSEREY AEEIER"
advantage over external
coaches due to a better
knowledge of the company
context. (N=63)

External coaches are only used

for senior management’s
coaching assignments. (N=64)

External coaches are preferable

due to their external perspective.

(N=63)

Internal coaches are used for
lower management coaching
assignments only. (N=62)

14% 60% 17%
3% %

22% l 6%

20% 44%

10% 51% 22% - 2%
5% 45% 21% -110%

Internal coaches have an
advantage over external
coaches due to a better
knowledge of the company
context.

External coaches are only used

for senior management’s
coaching assignments.

External coaches are preferable

due to their external perspective.

Internal coaches are used for
lower management coaching
assignments only.

W SemeKheDigadcee

S 00 o BT
A
Ic (n=38) [ER we TR

EC (n=94) $4 41%

IC (n=38) K& 55%

29%

| 19% 49
26% !
6%

139 =
c =39 3_4’6% o

ec =95) [ EZHN 20> ESEIER
5%
ic (n=38) EIIEZIN 5% ESaNi0%
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@W“C Mainland China CR: Company Representative EC: External Coach IC: Internal Coach
aadC

Beliefs about Internal vs External Coaches By Market

There seemed to be consistency that fewer ECs agree that ICs have an advantage due to better company knowledge and that they are solely
used for lower management coaching.

Q. Please indicate the extent to which you agree or disagree with the following statements about coaching..

Overall CR (233) Overall EC (n=489) Overall IC (n= 113)
Hong Kong (n=32) Hong Kong (n=76) Hong Kong (n=8)
. — . HlIndia (n=31) [lIndia (n=79) “India (n=11)
% of “Strongly Agree” or “Somewhat Agree Indonesia (n=61) Indonesia (n=97) Indonesia (n=38)
Mainland China (n=66) Mainland China (n=117) Mainland China (n=32)
Rhilip *nes( n—@8)o\q G\o do do o Philippines (n=61) Philippines (n=16)
ing@paie (RS15)0 Q D P Singapore (n=59) Singapore (n=8)
> P
Internal coaches have an % 10% 20% 30% 40% 50% 60% 70% 80% 90%D% ~ 20%  40% 60% 80% 1009

advantage over external 68
coaches due to a better

E— . — — 7
knowledge of the company

0,
External coaches are only used - 45% E—————R A

for senior management’s

: : 49% 56%
coaching assignments.

External coaches are preferable e —— 2 P ——_45%

due to their external

) 69% 34%
perspective.
Internal coaches are used for . 37% ————

lower management coaching

- 34% 44%
assignments only.
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@W“C Atz Gl CR: Company Representative
aadC

Expected Organizational Goals for coaching

Coaching market need is primarily employee growth and development and high potential development.

Q. Please indicate your level of agreement with the following statements on how coaching is used in your company?

no r:s”rw:

ms
' : mm«' o d&
The use of coaching is dedic *’vmé LT
employees’ growth and developmilint vl,
(N=102) 19
=iV e

(IN

More than 90% DS S
of coaching is

primarily used Coaching is an integral part of leadership he o B "+’
for employees' or high po’ent]al Cf&:%'\"e!(;pl‘r‘le-"lt ”J:‘| 01 :' 1%
growth and high

potential Coaching is mainly focused on

interpersonal ‘)e navioral topics (e.g. , .
SR 23% 36% 1% 11%
development' ommunication, dealing with conflicts).
Performance ( F.= 100)
related
Coac w g is used as a remedial action tc
fix' a specific performance gap or 10% 38% 15% - 19%

behavior. (N=98)
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IC: Internal Coach

Opinion of Internal Coaches - Dynamics

57% ICs tend to agree that confidentiality may seen as a concern for coachees but 33% disagree that trust and bias are an issue

Q. Please rate your level of agreement with the following statements
about internal coaching? (Internal Coaches)

[l Strongly Agree
M Somewhat Agree

- NEHRSLARSP MRS SRy ree

Coachees are much more concerned
about confidentiality when working with 42% °/-
an internal coach. (N=33)

My coaching responsibilities lead to
more workload for which | am not
provided with sufficient resources and
compensation. (N=33)

Internal coaching often leads to conflicts 15% _
of interests for the coach. (N=33)

24% 30%

Internal coaching may bias Coachee'’s 26% 26%
performance appraisal. (N=34)

Building trust and confidence is much

more difficult for internal coaches. 24% _
(N=33) 3

Q. Please indicate the extent to which you agree with the following
statements?

M Strongly Agree
M Somewhat Agree
- NSRS ARsE BRI ERree
The coaching responsibilities are part of 21% 6% 18% -

my yearly goal setting. (N=33)

The coaching responsibilities are part of
my career development plan and 15% 55%
advancement. (N=33)

My company regularly provides me with =
coaching skills training. (N=33) {28 L -

| am measured against my coaching

responsibilities in the yearly performance [ 24%

review. (N=34)

12% (12581

My company regularly provides me with =
coaching supervision. (N=33) 24%

My coaching responsibilities are linked
to compensation and benefits. (N=33)

2o
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Ethical Dilemmas Faced While Coaching

Highest reported ethical dilemma is around difference in coaching focus between coachee and sponsor.

Q. Do you share your coaching ethical code with your coachee at the
start of the coaching assignment?

WEC (n=107)

63%

IC (n=30)

Most of the time

From time to time

23%

I 7%
Seldom or Never
13%

Q. What ethical dilemmas have you faced in your coaching practice?

WEC (n=101)

I
41%

IC (n=27)

The coachee did not want to align with
the sponsor that he/she had a different
coaching focus
The sponsor or other interested parties
requested for confidential details that the [ T 2%
clients shared in the coaching 19%

conversations

The coachee's desired coaching focus _ 35%

may potentially harm the interests of the 15%
/0

sponsor
I 3

The client terminated the coaching
engagement without prior notice and any
explanation
The coachee or the sponsor did not

abide by the terms and conditions of the | RN 22%

coaching contract (e.g. payment or billing 7%

33%

The coache@ &X %el{ggnvt rbal or non-
verbal language or behaviors towards . 3%
me that are sexual in nature (sexual 11%
harassment)

Others - 103
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MEC (n=E7 C {n=23)

goesied the coaches would be better served by & mertal hea®¥ professional {e.g. therapist, counseior

psychoicgist or psychiatrist 25%
Accepted a coaching ergagement whers | was pald In goods, senices, or non-monetary remunaation wal TG 21 %
below the value of my coaching services 26%

Proceeded wih @ coacring assipnment even though my persenal or heakh probiems Impaired or nterfered I 112:
with my coaching performance 17%
Expressed clsspproval of 3 coachee’s liepal Intentions or acivities I L2
Expressed dsapproval of a coachee's self-destructive (&9, drug-taking |, seif-haming, or sbusihe behaviors L st
Camied on a coaching assigrment desphe having a confict of interest EE= :
D nct report another coach who had behaved in viclation of the code of ethics %
Reporied the coachee 10 aporopriaie suthorities or professionals when twas clear that tihere nmoukioea B &%
&3, @ <%
L RE
I
Otner e

73



@pac

Mainland China

Coaches’ selections

and credentials
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Setting up Coaching Interventions

CR: Company Representative

One of every two decisions to initiate coaching interventions is at the Corporate HQ level.

Q. At what level is the decision made to initiate the coaching

interventions in your company?

4%

Corporate Headquarters in
my location
B Local Level
egional Level
B ate Headquarters in
B TR
another location
Other

Q. Please indicate the areas that are considered when setting up
coaching assignments. (Multiple Choice)

B CR (n=102)

/o
/o
Yo
Time-frame of assignments _ o,
o

Others I 4%

Development needs of coachees, budget and costs, and selection of coach are the top 3 most
important factors when considering setting up coaching intervention for companies in Mainland

China.
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Setting up Coaching Assignments — By Market

Since coaching is mostly initiated at the HQ level, how does it impact the effectiveness of coaching at the local level?

Q. At what level is the decision made to initiate the coaching interventions in your company? (Multiple Choice)

B COverall CR In=313) W Hong Kong (ne=ds nala (n=33 indonesia (n=75] [@Malvand China (n=55] WPhlpoines (n=38) W Sngager

.
22%

Corporaie Headquarters In another

armtan seatinn

In the 2017 Survey, similar observation where Corporate headquarters were mainly responsible for setting up the coaching process
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Setting Up Coaching Assignments — By Market

Comparing to other markets, Mainland China considered budget and costs for setting up coaching assignment is more important.

Q. Please indicate the areas that are considered when setting up coaching assignments. (Multiple Choice)

B Cverall CR In=317 W Hong Kong (n=ds ndia {n=39 ndonesia In=7% B Mainiand China (n=102 HPhlipones (n=37 B crgapore (n=7

'

s o - 2 of Canrh riinn of coanes Budost and snet R — Y P ~ e
Jevsopmed ee0s OF Loalhee SeCToN of Coacr ouogel and Cosis c-ame 0T assyg enss Jers

In the 2017 Survey, “Time-frame of assignments” and “Selection of Coach” were the two most important factors respectively.
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Decision Makers For Coach Recruitment

Majority of CEO/GMs are involved in budgeting decisions (54%) while HR heads are involved in recruitment (61%) and selection decisions

(52%). CEO/GM and Functional Head also play an important role in coach selection (44%).

Q. Who is involved in the external coaches’ recruitment process?

W Recruting M Suoget Seiscton
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CR: Company Representative EC: External Coach

Criteria for Hiring & Selecting External Coaches

Organizations and EC are aligned on the criteria for selection of EC. Other than Gender, all criteria are important. Comparing to other

markets, Mainland China considered language is more relevant to coach selection than coach-coachee chemistry and credential.

Q. How relevant are the following criteria when selecting external
coaches? (Company Representatives)

M Totally Relevant ll Mostly Relevant

CR (n=61)
Coaching experience (N=60) [ 60% | 30% EES
2%
Language (N=59) 14% 5%
Coach-Coachee chemistry (N=60) 12% W28
Certification / Credential (N=61) 20% HO9E
Coaching specialization (N=59) 14%3%
Business / ]ISI(JIL:IZt(;))/ experience 2% 30% 25% IS
Cultural origin (N=59) 24% R
Coaching style (N=60) 20% 28
Seniority / Age (N=60) 18% 8%
Personality (N=58) 24% IS
Gender (N=59) 2 22% NG
o

Somewhat Relevant [l Slightly or Not Relevant

Q. How relevant are these criteria to companies when selecting
external coaches? (External Coaches)

I | Olally Relevant

M Mostly Relevant
Somewhat Relevant

M Slightly or Not Relevant
(lf%aghkl)ng experience (N=121)

EC (n=122
40% vl

Language (N=119) 17% g/ao
Coach-Coachee chemistry (N=121) 16% S
Certification / Credential (N=120) 18% SN
Coaching specialization (N=120) 23% 5%
Business / I_ndiustry experience 14% 20% 33% 12%
(N=120)
Cultural origin (N=119) % 52% 29% A
Coaching style (N=120) 18% WEE
Seniority / Age (N=122) 10% 55% 27% 85
Personality (N=120) 8% 34% 40% e
Gender (N=120) 13% 31% (B

3%
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Assessment of External Coaches

Top 2 external coach assessments for all markets: Recommendations/References and Interviews.

Q. How do you assess the qualification and skills of external coach candidates? (Multiple Choice)

B OvwerallCR In=157) W Hong Kong in=13)  Iindla (n=27) indonesia (n=52] [@Maivand China (n=£0) W Phlpoines (n=22) M Srgagore inei2
20%
7o ’
723
52"
60%
405
L
2 w2l
% = Wl
Re s Others

elommendations

References

In the 2017 Survey, Organizations brought out interviews, coaches’ CV and portfolio and the feedback from coachees as main tools for assessing EC.



@\‘ s Mainland China CR: Company Representative EC: External Coach

Channels for Hiring External Coaches

Top 3 leading channels for recruitment of coaches are Leadership Consulting and Coaching Companies, Referrals and References, and
Coaching Professional Networks. Companies in Mainland China rely more on coaching companies to hire external coaches while other

markets use Referalls/References more.

Q. Which channels do you use to recruit external coaches? (Multiple Choice)

CR (n=61)

~Oac .:‘ professional neh :“r" > — i

o
u
-
0
v
A\
.
) !
y
\
!
\
"
I
~
i
lg‘l
>
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Channels for Hiring External Coaches

ECs used different approaches to win coaching assignments including Long-term Business Relations, Collaboration with Coaching

Companies and Word of Mouth.

Q. Please select and rank the channels by which you won your coaching assignments in 2017-2018.? (External Coaches)

Rank " N 3 EE £ = T . -
LONg-em :'.4:—"“_‘::“’: Jv:::‘-i h companes m 5"! u “ 4'4:,34 :-;_E;-

(")
"
‘
“w

»
3
L&)
0
"
3
C
’
H
.
0
o
o
-
=)
"
z
)
5
[V
.
w
»
o
o
; "

36
Tradtiona marketing tools (2.9 = a
sdvertae e e o, R I = T = S T
e N s N T T
4% 5%
Oher (N=10 f . 7% 5% 7% 405
3%
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Local Pool and Cultural Origin of Coaches

Opportunities for local pool of coaches to expand into the territory currently occupied by overseas coaches.

Q. What percentage of the external coaches your company uses are

based in your market location? Q. Please rank the cultural origins of your external coaches
:BJ?Z%% 1% Rank of a Country from CRs of the same country Res;z;asleiRm 63)
o/ _ ENO
mih: 65 Grina Hong ong [N "
o (o}

china Mainland ||| G 1
) Singapore _ 1
e IR s
16% Indonesia I . 53
e [

14%

23% CR (n=56)
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Cultural Origins of ECs

Organizations in Mainland China prefer coaches from the same cultural origin, followed by HK China, Europe and US/Canada.

Q. Please select the top three cultural origins of your external coaches.

Hong

Row Labels Kong

Philipp-in  Singap-o
es re

Origin of Coaches

Other
Asian
Markets

Africa

America
s —
Central
or
South
America

Australi
a/ New
Zealand

Europe

Middle
East

Hong Kong o d

China (n=23j 0% .2n
» - Highest
C | India ., . . selection
o (n=29) 0% 7% 0%
el
N
.= | Indonesia 9
S| =71 2
>
C Mainland
w | China 8% 0%
O [ (n=65)
5
.O)| Philippines
—
O (n=28)

Singapore

(n=12)

~ 7
= ,

84



P A Eiie) CR: Company Representative

Local pool of Coaches is the most popular in all Markets.

Q. Please select the top three cultural origins of your external coaches.

o
-
o
w
o
»
o
o

i
o

o
¥

o

enval America ) Souts America




@Qma\i Mainland China

Coaching Process Setup

Although majority of Companies and Coaches apply the coaching objective and confidentiality agreement process, information

coaching content is still requested by companies in many cases.

Q. To what extent do the following statements apply to your company?
(CR)

The company:
(N=100)

W Totally or Mostly Apply
B Somewhat Apply
. Slightly or Not Apply
Ensure there is a joint agreement

on coaching objectives and

confidentiality arrangements
between the Coach and the
Coachee.

84% 9% I&

Request information on

assessment results from the coach. 50% 22% 28%
Request information on coaching 53% 25% 229,
progress updates from the coach.

Request information on coaching 299, 20% 58%

content from the coach.

Q. To what extent do the following statements apply to the companies

you work with?

The companies:

Ensure there is a joint EC
agreement on coaching -
objectives and confidentiality |~
arrangements between the

Coach and the Coachee.

E(
Request information on coaching
progress updates from the coach;q

Request information on EC(

assessment results from the coach.

IC

(

m

Request information on coaching
content from the coach.

C

B Most of the time M Sometimes Never

C(N=142) 76% 23%
(N=47) 60% 34% 6%
C(N=142) 49% 40% 11%
(N=45) 18% 40% 42%

N=140) 41% 35% 24%
(N=46) 30% 37% 33%
C(N=139) EhEA 40% 49%
(N=45) EEEREFA 78%

CR: Company Representative EC: External Coach IC: Internal Coach
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Process Compliance by Organizations

High compliance on the code of ethics and signing of coaching contracts.

Q. Please indicate the extent to which the following statements hold true? (External Coaches)
n- e tme B Most of the time Sometimes M Occasional
Never
Companies reguest me 30 comply with a % :
“ el N- E. _ .‘_13. - ”

Companies generaly check my certfication ---
= - s (Ne116 2% 1%
1is

crecental cocuments

Companies usuaty check one or more of my
references. (Ne115



EC: External Coach

Sometimes [ Occasionaly

WAtetme B Most of the time

| ususly go Yrough a coachiccaches 0%
maiching process (Ne116 ~ ™

I are vary

| usualy 9o through 8 cosching Interview with - :
=R} Company represantatdve. (Ne115) - %

Ceartiicates and credentl
tant 10 gain access W rew companies

ard Coachees (Ne11T)

oot

i)

paying Coachees pgeneraly check
certfication f credential. IN=115
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Membership of Coaching Association

ICF continues to be the leading professional coaching association in Mainland China.

Q. Are you a member of any of the following coaching associations? (Multiple Choice)
BEC n=117) BIC (n=33)

68%

niemational Coach Federation {ICF

D ————

Not a member of a coaching professional organization

Asla Pachic Alfance of Coaches (APAC) - e
2 1 -~ ) s :.C
Association for Coaching (AC) o=
Other coaching asscciagon . %
Woriowide Association of Business Coaches (WASC) m %
Elronean Aartaris and Coaching Councl (EMCE BL
Suropean Aentoring anc Coaching Counch (EMCC

~ & E R i
nemational Assodation of Coaching {IAC) N

(5

mematicnal Coach & Trainer Association (ICTA, merger of ICN and ICU)

memational Ceacning Councl (ICC

Every one in four ECs claimed that they are not member of any coaching professional
organization. How can coaching associations attract their membership?
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Membership of Coaching Associations — By Market

ICF is the still the leading coaching association for coaches in all markets.

Q. Are you a member of any of the following coaching associations? (Multiple Choice)

B Overall Ine=514 W Hong Kong (n=&9 india (ne75 e3la (ne=5 Wrizinanc C 8 {n=i17 a- nes (ne62 B Sngapore (n=59
. : - - . E- 7
—_—
- -~
nternational Coach Federation (ICF) s
-

Not a member of a coaching professional organization

Asia Pacic Alliance of Coaches (APAC)

nternational Association of Coaching (IAC)

In the 2017 Survey, ICF was the leading professional coaching association with 53%, followed by APAC with 16%. 32% were not part of any coaching professional organizations.
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Credentialing body

ICF is the most popular credentialing body. Credential Level of EC& IC by Market

Q. Who is your credentialing body? (Multiple Choice) Q. What is your credential level?

EC b ACC PCC MCC Oth Total
RO W oo [ e [ e [ e [one [ v

Worldwide Association of Business Coaches W 3%
(WABC)

International Association of Coaching (IAC) I 2%
itemational e & Traine Associatin 3 %
9 5 4 24

(ICTA, merger of ICN and ICU) Other 6
European Mentoring and Coaching Council

14%
Other Gr :

| have no credential.

International Coach Federation (ICF)

It is interesting to note that 56% of ICs have E s

no credentials at all. Other
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36%

In the 2017 Survey, about 50% of coaches in India and China are accredited at PCC level while the majority of accredited coaches in HK have ACC credentials.
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|C Credential Levels

Half of ICs surveyed in Mainland China are accredited at ACC or PCC level.

Q. What is your credential level?

0%

14%

93



@pac

Mainland China

Coaching Evaluation
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Evaluation of Coaching Quality

Majority of Companies agreed to focus on all factors listed below for further improvement for effectiveness.

Q. How would you evaluate the overall quality

of coaching services in your company? Q. What could be improved to make the coaching process even more effective?
Not M Strongly Agree [l Somewhat Agree Neither Agree Nor Disagree Ml Somewhat Or Strongly Disagree
Q I_Not %c%ood alg], CR (n=
uall cnin 7%
ty;g) 2}2 g Clanty of coaching objectives (N=78) 76% 2%
e e and of e procsee e - = S -
‘ the end of the process (N=77) ’
) Coach-Coachee matching process (N=75) 67% 27%
Undecid
e(dam Confidentiality arrangements (N=76) 59% 28%
43% e .
CR (n= 77) LK Coachee’s underst?;l:.il;glO' what coaching is 57% 329,
o e gy oocrre
process (N=77)

Alignment with business strategy (N=79) 49% 37%

Something to ponder

It's interesting to see a relatively high percentage of “Undecided” regarding coaching quality.

What could be the reasons for this?
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Evaluation of Coaching Quality

Overall Quality of coaching services rated Very good and Good is 61%, Undecided is 32% while Not so good and Not very good is around

7%. Indonesia and Singapore have over 70% rating for Very Good and Good services while the rest ranges between 50-60%.

Q. How would you evaluate the overall quality of coaching services in your company?

~vywrall InedE3 S e 34 NS 587 B Maintand China ine77 SR 30) B Sngapore (Net
B Overall in=262) W Hong Kong (ne=35 ndis (Ne3 donesia {n=63 Mainand China ine = spines (ne30 SNgapore (ne

n

47T%

ra'
.
“~
“
- I 3
N o
L
&
l‘
"~

o
o
(
(

In the 2017 Survey, a similar pattern was observed. 83% in India, 66% in China and 54% in HK rated services ‘good’.
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CR: Company Representative EC: External Coach IC: Internal Coach

Coaching Benefits — Expectations vs Delivery

Companies and Coaches have significant d

services.

eir understanding of benefit expectations and delivery from the coaching

Q. What were some of the benefits your company sought and gained
after providing coaching assignments for employees?

M Benefits sought and received [l Didn't seek, but received Sought but not received

Improved team collaboration (N=75) 43%
Increased job engagement (N=76) 38%
Increased confidence (N=76) 18% 41% 41%
Enhanced Igsedsiitcwép(?’tzl;e??r executive 26% 32% 42%
Successful goal attainment (N=74) 15% 31% 54%
Realigned behaviors on expectations 19% 350, 47%
(N=75)
reased ol cvacy et pEE—Y
Increased well-being (N=72) 13% 38% 50%
Others (N=22) 27% 73%

Q. What are the main benefits your clients report they experience
after participating in a coaching assignment?

MEC (n=134) M IC (n=40)

0,
Improved team collaboration 63%
51%
Increased job engagement 48%
87%
Increased confidence 78%
Enhanced leadership style or executive _ 80%
presence 70%
0,
Successful goal attainment “ 8%
0%
Realigned behaviors on expectations o)
Increased social capacity and m 58%
relationships
0,
Increased well-being m 8%

4%
Others 3%'
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CR: Company Representative EC: External Coach IC: Internal Coach

Usage of Evaluation Tools To Measure Success of Coaching

There is a marked difference in the level of usage of evaluation tools by Companiess vs Coaches.

Q. Do you use any evaluation tool to measure the success of Q. Do you use any evaluation tool to measure the success of
coaching? (Company Representative) coaching? (EC/IC)

W Yes

IC (n=40)

CR (n=99)

EC (n=133)

Something to ponder
How can coaches support or partner with Companies to evaluate the success of coaching?
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Measurement of Coaching Success

CR: Company Representative

Companies who use evaluation tools value soft data much more than hard facts in the measurement of coaching success.

Do you use any evaluation tool

Which of the following evaluation tools are used to
to measure the success of

measure the success of coaching?

coaching?
CR (n=42)
Coachee’s pre- and post-coaching self- 71
assessment %
360° Feedback before and after coaching 69
assignment %

Pre- and post-coaching feedback from

Yes, stakeholders

CR (n=99) P13

Goal assessment with Coachee

Measurement of “hard” facts, such as
business results, employee turnover,
employee engagement, etc.

Feedback from the coach

I t_al evaluation tools and apps 10

Something to pondef: %

Please indicate the quality/appropriateness of each
evaluation tool when used to measure the success of
coaching.

M Very Good

22% 59%
48% 44% 8%
o BB

M Good Not Decided Not Good At All

19%
32% 55%
40%

60%

>

Digital evaluation tools and apps received 100% good feedback. Any reasons behind this?
Or is there any opportunities to promote among companies?



Mainland China CR: Company Representative EC: External Coach IC: Internal Coach

The majority measurements of both Companies and Coaches are the same with different rankings.

Q. Which of the following evaluation tools are used to measure the Q. Which of the following evaluation tools do you use to measure the
success of coaching? (Company Representative) success/impact of your coaching assignments?.
CR (n=42) MEC (n=133) IC (n=40)

Measurement of “hard” facts, such as business results
employee turnover, employee engagement, etc

Measurement of *hard” facts, such as business results, employee
Y
turnover, employee engagement, etc

Pre- and post-coaching feedback from stakeholders — %
—% 78
9 0

0/

Pre- and post-coaching feedback from stakeholders

Coachee’s pre- and post-coaching self-assessment Coachee’s pre- and post-coaching self-assessment

/0

48

70 83

%

Feedback from the coach 38

i eedback fn 1€
Fee:“baCk f"C'n ”A‘e COGCI“ _ 400/0 %
/0

11

) Digital evaluation tools and apps %
Digital evaluation tools and apps - 10% 5%

Ongoing documentation of coaching objectives and progress — %
%

0/,
Other (please specify) I . Q’
(]
4%
No evaluation tools in use . Sy
: 2 8%
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Coaching Impact

Most Companies who responded see some impact of coaching on their business bottom line.

Q. In your experience, how does coaching impact the following company metrics?.

B 2rong Posttve Impact B Moderate Positive Impact No Iimpact

10
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@‘D“C Mainland China EC: External Coach IC: Internal Coach
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Professional Development of coaches - Practices and Time spent

While all coaches are leveraging multiple forms of professional development, ECs invest more in professional development.

Q. What forms of continuous professional development do you Q. How much time do you spend on continuous professional
engage in? (Multiple Choice) development (per annum)?

M EC (n=115) IC (n=32) IC (n=32) MEC (n=114)

Reading coaching books / magazines / q 77% _ 559
newsletters k& More than 60 Hours 2

0/
Professional development events _66‘>n 75% =

13%
8% 41 to 60 hours - :

: S BBBeee——————
Reflective practices 72‘)/%’

o 28%
Reading coaching research _44w 63%
: P | 9
Certificate coach training programs 5609’02% 21 to 40 hours _ 17% .
70
Coaching supervision q 60%
14%
Coaching conferences _9, 53% 6 to 20 hours _
22% 16%
Coaching webinars 200 44% I
: 1%
Short coaching tools training iBGZo1 " 1 to 5 hours
University coach training program = 4(;/3/‘0
S W 3% Hlone 3%



@m« - Mainland China EC: External Coach IC: Internal Coach
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Coaches’ Training and Education

On an average ECs received 161 hours of coaching specific education and training while ICs receive 118 hours, both longer than overall.

Q. Approximately how many hours of coach-specific education and Q. Which of the following best describe the coaching education and
training have you received? training you have received?
IC (n=33) MEC (n=121) Median M EC (n=158)  IC (n=40)
.+ EC=161
200+ Hours NN 50% c=118 Training accredited / approved by a NN 70"
21% professional coaching organization 57%
19%
125 - 199 Hours ﬂ% el

approved by a professional coaching

Coach training provider not accredited / - 13%
organization 8%

60 - 124 Hours N 14%

18%
. In-house program by employer or a . 8%
I 2% former employer 25%
31 - 59 Hours 120
University-based pro: l %
. 4% Y. program e
Up to 30 Hours ™, 2
4%
B 3% Other (please specif I
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Reflective Practices/Coaching Supervision

Self-reflection as a reflective practice is the most commonly used practice and coaches in Mainland China are willing to invest on coaching

supervision.

Q. Which of the following forms of
reflective practices do you engage in as a
coach? (Multi — choice)

MEC (n=113) IC (n=30)
I
Self-reflection 80

%

81
I

%

55
Mentor coaching*® %

%

43
Formal supervision %

%

Peer networks

None
3%

Q. How much time (hours per month) do
you spend engaging in coaching
supervision for your professional
development as a coach?

IC (n=30)
16
%

M EC (n=113)

More than 4 hours =

16
3 to 4 Hours - %
%
33
N F
%
19
Less than 1 hour - % 40
%
17
o N

7%

Q. What amount do you spend per hour (in

USD per hour) engaging in coaching

supervision for your professional

development as a coach?
M EC (n=89)

IC (n=27)

Pro Bono
52%

Up to USD _ 49%

200 37%

usozo0- [N 27

400

USD 400 - . 3%

600 7%

More than I 1%

USD 600 4%
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Organizations Perspective on Future Outlook

Companies in Mainland China going all out to build internal coaching capability

Q. Please indicate the extent to which you agree with the following statements regarding your future outlook about your company and its coaching

activities.
Wigee W Neither agree ror disagres Dlsagree
We train our leaders to coach ther team members. (N=02) |E—SS—S N ==
- use coaching to suppor strategic SUCC2sSIon planning 76% 9% 5%
:c,

—— —
& >
W - —_— - - ) - -
Al
_f“_
We will increase the use of internal coaches. (N=81) Y S . I
s O T S 3 I O O T S~
3 . - o~ i
deraling behaviors. (N=02)
We will increase our coaching budget. (N=63 T . <
we wl crease our coathning Sucgel. LIN=DJ »
Ne will increase the use of extemal coaches. (N=63) [ 2% s R
We will use technology or Al-based coaching tools. (N=62)  IEE R S 23¢

Something to ponder

With the desire of building internal coaching capability, how can companies leverage both
internal coaches and external coaches to make intervention strateqically?
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Coaches Perspective on Future Outlook

Coaches perceive a positive future outlook: increase in demand and supply of coaching offerings.

Q. Please give us your outlook about future developments in coaching within the next two years

Coaching demand eC
in the local market
will increase. ic

The extent of my
own coaching o
activities will

increase. -

The competition =~
among coaches will
increase.
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EC: External Coach IC: Internal Coach

Coaches Perspective on Future Outlook

ECs & ICs are predicting the increase in all types of coaching services.

Q. For each of the options below, please indicate the likely future trend

One-to-one e &%
coaching I ——————— I e —————

Team coaching

Coaching skills EC (ne108 86% 10%  ECT LRS
training RSt 9% 7% |
Coaching Apps _and EC In=108 71% 9% 19% Z
Clossee ComEllng A 33%
tools

T v e PR s v [
Group coaching ool I T 4%
Cogeinig £C n= 102 I N T =
Szl LSS 7s% . M% B

Something to ponder:
With the increase in demand and supply, how will the future market evolve? What other
Skills’rknowledge should coaches learn and adopt to meet the requirements? 10
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Opportunities Emerging from the Survey

= In VUCA age, how can companies in Mainland = Although the needs of coaching are increasing,

China align talent development strategy with
business goals effectively? What role can
coaching play in the talent development
strategy?

= How can companies in Mainland China build
internal capability for coaching, or namely, a
coaching culture, leveraging different coaching
modalities and tools?

= What can be measured to assess progress
and effectiveness of coaching? How can
companies in Mainland China align with
coaches to make the measurement?

how can coaches in Mainland China
demonstrate the value and benefits of
coaching to companies and individuals who
are not using coaching and convince them?

What marketing activities can coaches in
Mainland China do to promote themselves to
build the desired impact?

How can coaches in Mainland China make the
best use of professional coaching
organization/association and credential body?

How can coaches in Mainland China leverage
technology to create coaching experiences
more effectively and cost-efficiently?
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Closing thoughts

= We are happy to present to you the Geography Report for Mainland China, part of the 5" Coaching
Survey — an Asia Benchmark. An indepth and comprehensive Integrated Report is available on our
website to give you an overall understanding of the coaching landscape for the six markets. Individual
geography reports for Hong Kong China, India, Indonesia, Mainland China and Philippines are also
available for a more detailed study.

= [|f as a reader and researcher you would like to dive deeper into any research question presented in this
survey, you are welcome to reach out to us. We welcome your feedback and comments, please reach

out to:
Taruna Aggarwal Uma Arora
taruna@lifeby-design.com uma.arora@idamlearning.com

coachingsurvey@apacoaches.orq

Cynthia Chan
cynthiac0107@gmail.com
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We would like to thank you for participating in the survey.

The success of this survey is attributed to your participation and an expanded reach across markets.

[©
Thank You from the Project Team

HA

Uma Arora Taruna Aggarwal Cynthia Chan Judie Gannon Pansy Lam Mathilde Poirieux
India Singapore Hong Kong Academic Advisor Hong Kong Hong Kong
Project Manager  Project Leader Project Support Oxford Brookes University

Rup Sengupta Ina Rizkie Maria Kosby Annie Yang Abby Zhu Julius Ordonez Maria Althea Masangkay
India Indonesia Indonesia Mainland China Mainland China  Philippines Philippines



