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Disclaimer & Copyright

This document contains proprietary information of the Asia
Pacific Alliance of Coaches. No disclosure or use of any portion of

the contents of this material may be made without
acknowledgement to Asia Pacific Alliance of Coaches.

For permission to use material contained in this publication for
further research and white papers, please email your request to
apacoachingsurvey@apacoaches.org

If consent is granted, attribution to Asia Pacific Alliance of

Coaches should be made.

When citing this report please use the following reference: 5"
Coaching Survey - An Asia Coaching Benchmark [2019] owned by
Asia Pacific Alliance of Coaches

The figures presented in this report are based on survey responses
and therefore rely on the accuracy of the data provided by the
survey respondents. In some cases, the sample size is small and
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may not reflect the true picture, however, it is still interesting to
see what data brings out.
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1.Introduction, Methodology and Purpose

1.1 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 fouth 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 Bienniel Coaching Conference in Mumbai, India, in August 2019
The aim is to include other Asia Pacific markets in future studies.
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1.2 Methodology

*  Medium: Online Questionnaire (143 questions)

= Distribution channels: Sponsors, Networks, & Social media

* Time Frame: Feb 2019 to April 2019

* Survey Participating groups: Organizations | External Coaches |
Internal Coaches

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

* Languages: English, Mandarin, and Bahasa Indonesia

* Analysis: Comprehensive and by markets

= Participants: CR, ECand IC

C R A company/organization representative ideally works in the field of
Company/ Organization HRM/HRD or is a senior member of the leadership team who is
Representative privy to the coaching interventions in the company/organization.
EC An external coach offers coaching services to companies and/or
individuals. He/She is either self-employed or works as a contract
External Coach 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
not count.

Internal Coach

© 2019 Asia Pacific Alliance of Coaches. All rights reserved. Page 9 of 108
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2010 2012 2014 2017 2019

More than 100%
growth in

participation in 2019

over 2017

Countries 1 1 1 3 6
Languages 1 1 1 1 3
Total Participants 81 146 369 554 1,289
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Companies 43 55 71 168 428
External Coaches 38 68 113 321 703
Internal Coaches NA 23 35 65 156

1.3 Survey Progress
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1.4 Top Eight Insights and Trends

1. Growth in Coaching services — a 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. Some of

the other trends are:

New markets: Deeper penetration in the market is indicated as
start-ups/entrepreneurs, NGO sector and educational institutions
emerge as new areas for coaches to focus on.

Emergence of creative applications of coaching: Creative applications
of coaching are becoming more prevalent and we see the emergence
of new niche specializations - spirituality, cross-culture, maternity etc.

Coaching opening up to all levels: Companies are increasingly
providing coaching to middle managers, high potentials, junior
managers and even management trainees. This growth points to the
efficacy, benefits and value-addition of coaching in human focussed
development over time. However, the survey points out that bulk of
coaching still happens at the senior levels.

Training on Coaching skills on the rise: On an average 1 in 5 companies
reported that they offer ‘Training on Coaching Skills’ intervention
across all management levels.

Demand of local language on the rise: Demand for coaching in the
local language is on the rise across markets. 74% ICs say they use local
language for coaching while 57% ECs coach in the local language. There
may be an increase in opportunities for coaches who can speak the
local language.
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2. External or Internal Coaching — 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.

e More companies are using a combination of ECs and ICs: 69%
companies use ECs and ICs to a varying range, 23% of companies
engage only ECs to meet their coaching needs, while 8% of the
companies are almost fully dependent on ICs.

e Confidentiality and neutrality concerns with ICs: While Companies
find ICs more cost effective (82%) and providing better ROI (64%) than
ECs, they point to confidentiality & neutrality (65%) and the level of
trust (57%) issues with ICs.

o—Profile of ECand IC
Survey indicated that on an average, ECs are older in age, they have

more overall work experience as well as coaching experience. ECs are
spending more time in the professional skill development (138 hours)
as compared to IC (85 hours). Larger number of ECs than ICs are
members of professional bodies and are credentialed.

However, 37% ICs and 16% ECs do not have formal credentials from
any professional body.

3. General concern about IC’s role not being well defined
Survey points out that while companies want to create internal capability

for coaching almost half of the 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.
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This could mean that companies may want to assign resources to work on the job description,
deliverables, rewards, tools and support and quality control for internal coaching. This could also be
an opportunity for ECs and coaching companies to understand their role dynamics and efficacy
vis-a-vis company needs, create alignment and design products to help companies.

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

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.

However, this may point to a need to distinguish the value of formal Supervision from that of
Mentor Coaching and Peer Network learning and to ensure that it enhances the quality of coaching.

Influence of culture on the understanding of Coaching in Asia

The survey reconfirmed the observation from the 4™ Coaching Survey that
coaching is perceived differently in Asia. Both companies and coaches
acknowledge that while coaching is primarily facilitating self help, there
are elements of guidance, sharing expertise and problem-solving involved
in coaching. This comes out stronger from companies.

This may possibly be linked with the inherent cultural values of the region, also referred to as high
power distance according to Hofstede’s cultural dimension. The question is how can we honour the
unique identity and cultural values and create a unique blend of coaching that may be relevant to
Asia Pacific?
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6. Affirmation of coaching impact and growing sophistication in consumer
expectations
e 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.

e 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.

Another interesting fact emerging from the survey is that while 40% of

the companies have not received the specific benefits they sought
from coaching; 40% received the benefits they did not seek. 20%
companies received the coaching benefits they sought from coaching

This may imply that there is a strong need to make coaching and its benefits sharply defined
and known as this is the number one reason that is stopping the companies from using
coaching services.

e Effectiveness of coaching process: Organisations 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 three areas as in
2017 survey data.
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e 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.

e 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).

The request of credentials may apply more to new entrants than seasoned coaches who have
been in the field for a longer time where their coaching experience may be seen as more
important.

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.

It will be interesting to see how Al may penetrate some of the areas such as:

- coach selection, coaching skills learning, coaching process management and actual coaching
process
- meeting the needs of Millennial and Gen Z

8. Future Outlook is positive
Companies plan to increase overall focus on coaching: They plan to build

in-house capability (61%), use technology* (31%), and increase the
coaching budget (39%). While companies want to continue using external
coaches, 80% 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
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types of coaching services — 1-1 Coaching, Team Coaching and Coaching
Skills training.

With the increase in demand and supply, how will the future coaching
market evolve? How do coaches deepen and broaden their skills and stay
ahead of the competition? How can companies capitalize on available
external expertise to build on the internal resources? How can coaches
play a role in creating future readiness for themselves and the clients?

*The first version of the report was generated in December 2019. In
view of the Covid-19 pandemic, the use of technology and Al tools is
likely to increase manifold and perhaps rapidly.

2.Demographics

2.1 Overall Study: Participants Overview & Distribution

A total of 1286 valid responses were received in this survey. The highest
number of respondents came from Mainland China (355) followed by
Indonesia (307). Out of the total number of respondents, ECs attributed half
the total respondents, CRs one third and ICs about 10%. Overall, there are
more female respondents than male and 74% took the survey in English.

Hong Kong 155 2%
India 158 12%
Indonesia 307 24%
Mainland China 355 28%
Philippines 150 12%
Singapore 108 8%
Others 53 4%
Total 1,286 100%
External Coach 703 55%
Organization Representative 427 33%
Internal Coach 1596 12%

Total 1.286 100%:
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2.2 Overall Study: Participants Overview & Distribution by
Market

Across all markets, the number of IC respondents are relatively lower than
ECs and CRs. Mainland China, Indonesia and the Philippines have a
relatively wide spread of respondents from EC and CR categories, while for
Hong Kong, India and Singapore, the majority of respondents were from EC
category.

Majority of participants responded to the survey in English. 70% respondents
in Mainland China used Mandarin and 25% in Indonesia used Bahasa
Indonesia.

Markets [ ]
a1 786 =178 nCH L L=
Hong Kong (I 155 Hong Kong I S
India 158 irava I T W
| s | & W Inconesia % A% 17%
Mainkand China I 15 Mainiand Crune (TR S
Phippne: I 150 Phippanes
Sinpapore (I 10¢ singagore T 7 S -
Ctha 5 BI e .
L1 1] wFama - uMals el G o [ ngllnh mlgndain/Bah g
Hong Kong (n=84) I T . Hong Kong (I N T
India {n=88) 1% 2% Irena [T T T
Indomesia (n=127) Indonesia Tu% 5%
Mairand China (n=131) Klaintand Chine IR |
Priggines (n=74) TN Prappne: - I TS
Singapore (n=66) Singapane
Other (n=31) | I T N Dithar 35% 1%
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2.3 Participating Organizations - by industry sector and
type
The survey reached a well diversified sample from a large number of industry

sectors. The highest number of CR respondents were from Manufacturing
(26%), Technology (13%) and Education (10%) sectors.

In 2017 Survey, the highest number of CR respondents were from Technology
(13%), Retail (9%), and Banking & Finance (7%) sectors.

CR Company Represantatre
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MNC and Private companies constituted the largest proportion of
respondents.

MNC'’s constituted 44% of the sample followed by private companies 41%;
Public and Government sector 9% and NGO 6%

The CR base has become more diversified in this survey; MNC respondents
have changed from 73% in 2017 survey to 44% in this survey. This may be
due to the inclusion of three new markets in the survey, as well as extended
reach of the coaching community in local private companies.

CR Company Represaniainve

1. What is your company status?
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2.4 Participating Organizations - Distribution by
Employees

The survey reached companies of varying employee size ranging from upto
100 employees (22%), 101-1000 (40%) to more than 1000 employees (38%).

CR: Company Representative

Q. How many people does your company employ locally?

o. of People / Employees
#l to 20 i) it

_ W21 to 50
St 51 to 100
&%
B 101 to 500
38% E

B 501 to 1,000
more than 1,000

r

ﬁﬁ"ﬁ:

CR {n=23
{ 1k
i

CR: Company Representative

Q. How many people does your company employ locally?

uo

60% B overall n=231)
B B song 2ong (n=32)
= 505 India {[n=31)
I mw: 53
ed

A [y
J'D LEl.-'l:
1
o 30%

20%

10
21 to 50 51 10100 101 to 500 501 to 1,000 more than
Employees (in nos.) 1000
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2.5 Participating Organizations - Distribution by Revenues

Well diversified sample from varying revenue brackets ranging from less than
USD10M (20%), USD 10M - 1000M (65%), and more than USD 1,000M
(15%).

CR L-ompsany Reprasenlalne

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

© 2019 Asia Pacific Alliance of Coaches. All rights reserved. Page 23 of 108
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2.6 Distribution of Coaches by Age

Average age of EC respondents is 49 years and average age of IC
respondents is 42 years

35% of the ECs are in the age range of 40-50 years, 31% are 50-60 years, 21%
more than 60 years and only 11% are 30-40 years

35% of the ICs are in the age range of 30-40 years, 32% 40-50 years and 30%
50 to 60 years and only 3% more than 60 years

EC: External Coach IC: Internal Coach

Q. What is your birth year?

M EC (n=277) IC (n=104)
Age
e veor. N
More than 60 Years 3%
- I, -
50 - 60 Years 30%
. , I - -
40 - 50 Years

32%

30040 Yurs I

1%
20 - 30 Years l
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2.7 Distribution of Coaches by Years of Experience

ECs have relatively more coaching experience than ICs

50% of ECs have coaching experience of up to 5 years, the other half has
experience ranging from 6 to 15 years and above

More than 70% ICs have coaching experience of up to 5 years and only 25%
have experience ranging from 6 to 15 years and above

52% of IC reported they have coaching experience of 1 to 3 years
2/3 of the ICs have overall working experience of 1 to 20 years

2/3 of the ECs have overall working experience of 21 to 30 years and above

Q. How many years of coacheng expenance do you have? Q1 How many years of overall work expenence do you have?
Coaching Exparence =EC [n-dR4) IC [m=107) Work Erparmece REE i) I et
I I
T %
%
.
13%
I
- S—
——
H% - '
A%
I .
|
| % -
" ey
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2.8 Profile of Typical EC Participant
ECs in Indonesia have an average coaching experience of 6 years while ECs
in Singapore have an average coaching experience of 10 years.

India has the lowest number of Female EC as compared to other markets

Avaerage Age (Yrs) Coaching Experience (Yrs) Owvarall Work
Experience 2 20
yaars

Famala
I: o L_:|I|_| L]

Hong Kang (n=76)

Mainland China (n=104)

Other (n=30) 50.2

%
T N T T T T
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2.9 Profile of Typical IC Participant

ICs in Indonesia and Mainland China have an average coaching experience 3
years’ while ICs in India have an average coaching experience of 14 years

India and Indonesia have the lowest number of Female IC compared to other
markets

Average Age (Yra) Coaching Exparience (Yra) Overall Work
Experience 2
20 years

Female
Coaches

Cither (=1 0%

36.0 36.0 a0 4.0 e
owaon | x| @0 | @2 | 30 | s | ox

Something to ponder

With the increasing demand of coaching for younger coachees and with
companies focusing more on building internal capability for coaching, how
do the more mature ECs stay relevant?
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3.Landscape of Coaching Market

3.1 Growth of Coaching services

Growth of coaching services attributed to the deeper penetration in
existing markets as well as expansion into new markets and industry

sectors

11% companies have used coaching services for more than 10 years, 27% for
3-10 years and 62% for 3 years or less. This points to a recent growth in
companies using coaching. As brought out in Section 2.3, coaching is
penetrating deeper in private sector and expanding into new industry

sectors like Public and Non—Government sector.

CR: Company Representative

CR (n=300)
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Page 29 of 108



0.

3.2 Penetration of Coaching Services - By Market

Relatively recent growth in Indonesia, Philippines, Mainland China and
India

More companies in these markets have used coaching for less than 3 years
while Hong Kong and Singapore are relatively mature markets with more
companies having used coaching for 4-6 years.

CR Company Represenialne

Q. Please indicate how long your company has used coaching in your market location?
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3.3 Adoption of Coaching Services

Coaching services are being more widely adopted and there is opportunity
for growth

75% of the companies reached this year have used coaching services as
compared to 63% in the 2017 Survey, indicating an upward trend in
adoption of coaching.

Companies that have used coaching only "sometimes” (48%) and “never”
(25%) comprise 73% of the market. This points to an expansion opportunity.

Of the 25% companies who have “never” used Coaching, 8% indicated that
they intend to adopt coaching in the next 1 to 3 years while 15% indicated
that they are unsure. The top 2 reasons for companies to not introduce
coaching are:

® coaching concept is not well-known in the company
e coaching is too expensive for the company.

Q. If Never, would yau like 1o

Q. How freguently does your company use coaching Q. Reasens why your ¢ . o
sErvices? Introduce :n-t:hlng in your . mrw uniikehy
company 7 introduee coac

Mot ot ol 2l wCR jn=158)

Dican't know yal 150
. -

CR (n=428) )
mﬁ %\ TieE 2 monihs = . P

I the 2017 Survey, 63% of T organizalions used coaching I o 2017 Suresey, 13% organizalions In tha F01T Srvay, T WO Prominant NGRSO wers "Coadhing not
SEMACES vE T5% in e Cument sampks ware reliclant iy use Coachmg. bang wail known & ack of support from Top Managament
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It is also interesting to note that the willingness to introduce coaching is
increasing as only 2% of the organizations reached are UNLIKELY to
introduce coaching as compared to 13% of the organizations in the 2017
survey.

In the 2017 Survey, lack of support from top management and lack of
awareness were the 2 main reasons.

Something to ponder:

Given the barriers that maybe stopping companies from adopting coaching,
what strategies can coaches use to manage the cost-benefit arbitrage as
perceived by companies?

Can technology play a role in making coaching more cost effective?
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3.4 Coaching Services Adoption by Type of Organization

Widespread adoption across all types of participating organizations.

Coaching seems to be permeating deeper and expanding into all company
types. In 2017, MNCs and private companies topped the list of
organisations using coaching services; this year 79% of the MNCs, 70% of
the private companies, 95% of the government & public sector companies
and 87% of the NGOs reached have used coaching services.

CR Company Representalre
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3.5 Target Clientele for ECs

Target clientele for ECs is aligned with where the demand for coaching is
originating

ECs say they work with multiple sets of clients at any given time, 70% of the
ECs work with Private Companies, at least 42% work with MNCs and 56%
with Self-Paying Clients

Newer target areas for coaches to focus on is also emerging from the survey -
Start-ups/Entrepreneurs (38%) NGO sector (33%) and Educational
Institutions (32%)

In the 2017 Survey, the top 3 areas of target clients for ECs were MNC Private
Local company and Self-Paying clients.

Q. What is your company status? + Q. How frequently doss your Q. Please describe the hyps of organizaBions you typscally work with,
company use coaching services? (CR) [ Muitipho Chowcn)

s EC v=410)
Crgantabions Tt nadicated thal thay
r

= e " I
if ] § il Hhas quuasest
[
CR in = 180)
. -
I -
B

"
©
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3.6 Target Clientele for ECs - By Market

Across all markets, Private Companies and Self-paying clients top the list as
the most relevant client group for ECs. While Private Companies are the
largest clients with India topping the list with 70% and Hong Kong being
lowest with 48%, Self Paying clients are similar across geographies, MNCs
are the third largest with the highest for Singapore (approx. 60%) and

EC: External Coach

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

lowest in Indonesia (approx. 30%). Prevalence of coaching in non-profit
sector is highest in India while coaching in the Educational and Public sector
is the highest for Indonesia

Something to ponder:

Coaching is permeating deeper into the market. There is opportunity for
growth and expansion into new industry sectors. How could the coaching
industry prepare to meet this demand effectively?
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3.7 Target Groups for Coaching Services

Companies offer coaching to all levels of management with a majority of
coaching targeted at Senior Management.

Highest target group receiving coaching services in a company is Senior
Managers (62%) and Middle Managers (50%).

39% companies say they are offering coaching at C—level and 36% to High
potentials.

When we compare EC to IC, we find their main clients are also from Senior
and Middle management.

CR Company Representalne

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

A similar finding was there in the 2017 Survey as well.
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Q. Please select and rank the corporate level/position of your coachees. (Multiple Choice)

Rank

© 2019 Asia Pacific Alliance of Coaches. All rights reserved. Page 37 of 108



3.8 Target Groups for Coaching Services - By Market

The main target groups for coaching services is senior and middle
manager level across all markets.

CR: Company Representative

Q. Which are the main target groups of coaching services in your organization? Response from CR (Multiple Che
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W Hong Kong [n=41)
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3.9 Type of Coaching Intervention - By Target Groups

Companies offer all types of coaching interventions across all levels of
management from senior management to management trainees

As the seniority level of the coachee increases, “One-to-One Coaching”
intervention is the most widely offered (=61%). For middle and junior
management, there is more focus on group/team coaching (42% and 34%)

Almost half of the companies say they offer one-to-one coaching to
management trainees (48%)

On an average 1 in 5 companies reported that they offer ‘Training on
Coaching Skills” intervention across all management levels. The 2017 survey
however showed that coaching skills training was mostly being offered to
senior & middle managers and high potentials.

CR Company Represantalne

Something to ponder:
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While it’s encouraging to know that companies are offering coaching skills
training to all levels of management, it will be interesting to explore how
companies integrate this with company culture and business practices.
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3.10 Language used to deliver Coaching

Local language is the most used language for coaching

For companies coaching in the local language is the most prevalent (63%),
followed by English (45%) and native language (14%)

For ICs coaching in the local language is the most prevalent (74%) followed by
english (38%) and native language (10%)

ICs are more aligned to the demand of coaching in the local language

For ECs coaching in English is the most prevalent (63%) followed by Local
Language (57%) and and native language (22%)

It is possible that ECs may be meeting the English speaking or native-language
coaching demand.

CR Company Representate mm

Something to ponder:

As coaching expands to the local industry sectors, there may be a further
increase in the demand for coaching in local language, will this increase
opportunities for coaches who can speak the local language?
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3.11 Coaching Rates

Coaching rates differ by markets.

Coaching rates range from USD80 to 500 across the markets, with the
average rate of 251

Coaching rates are lowest in India (138), Philippines (139) followed by
Indonesia (200). Average coaching rates are higher for Singapore (325)
Hong Kong and Mainland China (350).

This is by large similar to what ECs reported, except in markets like India,
Mainland China and Singapore.

Q. Pleasa indicate the minimum and maximum hourly rate your Q. Whal are tha minimwm and maximum hourly coaching rales in
company pays (in USD) for one-lo-one coaching sessions? (CR) S0 Tor your one-lo-ons coaching sessions? (EC)
Minimum = Average = Maximum Minimum s Average = Magimum
w IR v o IEIE
' o0 I o INECEE
ppi 0 IEIN # v
o 100 340

Something to ponder:

The range of coaching rates perceived by companies seem to be higher than
those quoted by coaches. Could this gap explain the reason why the
coaching services are perceived as being expensive?
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3.12 Coaching Specializations

While there is a significant overlap in the areas of specializing for EC and
IC; EC specializations are more wide spread and they are creating new
niches for themselves

Leadership, Executive, Career/Transition Communication Skills and
Performance are the top coaching specialisations. ECs are more focused on
Leadership and Executive Coaching while ICs are focus is slightly more on
Career/Transition and performance coaching.

EC are creating new and unique niches for themselves like Life Coaching,
Business coaching, Health and Wellness, Cross-culture, Spirituality,
Maternity and more.

EC Examal Coach

Something to ponder:
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AN AN

As the coaching market is growing, new creative applications of coaching
are becoming more prevalent as we see the emergence of new niche
specializations, how do we ensure quality? How do coaches (new and
experienced) stay relevant in response to competition and changing needs?
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3.13 Range of Coaching & Related Services
Coaches offer a wide range of services with one-to-one coaching being the
highest reported

The top four coaching services reported by coaches is one-to-one coaching,
team coaching, group coaching and consulting. The extent of one-to-one
coaching offered by ECs and ICs is 95% and 83% respectively.

ECs offer significantly more Group coaching (54% vs 38%) and Consulting
(53% vs 30%), ICs offer more mentoring (49% vs 43%) advising (31% vs 24%)

Both ECs and ICs offer coaching skills training to the same extent.

This trend is similar to the 2017 survey results

EC: Edarmal Coach IC: Intarnal Coach
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3.14 Range of Coaching & Related Services - cont.

ECs offer significantly more contract-based one-to-one coaching as
compared to ICs (89% vs 33%) while ICs offer more one-to-one coaching as
part of development programs (84% vs 72%). This is understandable as ICs
offer coaching as part of their job role.

Need-based coaching and coaching on critical incidents like performance,
harassment etc. is offered equally by both EC and IC (35% and 33%)

IC: Intarnal Coach
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3.15 Proportion of Work-time Devoted to Coaching Sessions

ECs spend 45% of their total working time on delivering coaching sessions.
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3.16 Frequency and Average Duration of Coaching
Assignments

ICs deliver one-to-one coaching sessions more frequently, while ECs offer
coaching assignments of a longer duration

ICs deliver coaching sessions more than once a week (26%) or monthly (27%)
and a coaching assignment lasts for less than 3 months (42%) for up to 6
months (34%)

ECs deliver coaching sessions once a fortnight (35%) or monthly (37%) and a
coaching assignment usually lasts for 4 to 6 months (43%)
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3.17 Engagement and Perception of Internal Coaches

77% Companies report that they use ICs to some extent and majority are
satisfied with their service

23% of companies engage only ECs to meet their coaching needs, while 8% of
the companies are almost fully dependent on ICs. Remaining 69%
companies use ECs and ICs to a varying range

79% of the companies have indicated that their experience with ICs has been
very good. Companies find ICs more cost effective (82%) and providing
better ROI (64%) than ECs, but point to confidentiality & neutrality (65%)
and the level of trust (57%) issues with ICs

Interestingly, 61% companies agree that ICs are more suitable for leadership
and high potential development programs.

This data pertaining to high percentages of companies using ICs to a varying
extent (77%) is surprising.

. Please indicale the percentage of inlarmnal coaches used in your . Pleasa indicale the extent 1o which you agree with the lollowing
organization. statements aboul internal coaches?
% of intamal w Cinly Exdernal ache ¥ = S

Coaches umsd

o

Something to ponder:

With the potential of a relatively higher number of coaches engaging in internal
coaching, how do companies ensure the quality of coaching and how do they tackle the
neutrality, confidentiality and trust concerns?
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3.18 Responsibilities of Internal Coaches

ICs coaching role is less than 25% of their overall job responsibility

Nearly 50% of the companies report that ICs coaching role is less than 25% of
their overall job responsibility, 28% report that it is 26-50% of the job
responsibility and for the remaining it is 50-100%

IC Coaching responsibilities are a part of their annual goal setting (72%),
career development plan (74%) and performance review (64%). While 49%
companies say coaching responsibilities are directly linked with
compensation and benefits, 29% companies disagree with it.

62% companies provide coaching skills training and 51% say they provide
coaching supervision to the ICs

CR Company Reprasentaive

Q. On average, what parcentage of internal coaches’ job Q. Ploase ndcabe the axient 0 whch you agros with thi foliowang
responsibiliies ane dedicated 1o coaching actvibes? stabements about ntesmal coaches?
*&‘?;::'"HJ:”“ si% B1%-25% . 26% -50% w51%-T5% « TE% - 900% r—

responsibiftes
dedicaled o coaching
activitias

Something to ponder:

As companies strive to build internal capabilities for the future, how do they
see this role evolve in the overall organization?
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3.19 Medium of Coaching Assignment Delivery

Face-to-face sessions is the most used delivery medium for coaching

Face-to-face in-person meeting is the most used medium for delivery of
coaching. 90% ECs and 91% ICs rank it as No.1 and 2, followed by virtual
face-to-face meeting via Zoom or Skype at 69% ECs and 64% ICs

Coaching delivery by phone is also commonly used (53% ECs and 63% ICs)

It is interesting to take note that only 6-7% coaches are using coaching apps
and 4-5% coaches are using Chatbots.

88% ECs and 85% ICs are currently not using any Al tool.

Perhaps Al has not yet extensively penetrated the coaching industry in the
Asian markets. It will be interesting to see how this evolves.

1 Ploase salect and rank the media usad lo deliver your coaching Q. Pleasa indicabe if you are using lechnology- o Al-based coaching
assignments? tools as part of your coaching assignments. (WMullipke choice)
Hank w1 wd . s EC jn=507) T jn=111)
e n-s51) I | B~
I §n=a31) 1% 10% b ¥ %
g EC in=411] T |
e g ICin=T) s N J =
£ F 5,
EC n=37T) a% r
1cin=03 A% 9% | 4
ecin=138) [N s~ IS =
icin-s ([ v
icin=39) [ L N

Mozt of the 1ools mersoned in “Other” indude inlemet based apps like Whatsapp
Facabaok Cal
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3.20 Profile of Typical Coachees

Age-range of clients for ECs is higher than ICs and both coach a small
percentage of millennial / Gen Z clients*

On an average, 50% (median) of the coachees are female and the distribution
does not vary for ECs and ICs.

The age-range of coachees for ECs is 25 — 60 years, with the highest being
35-44 years (84%) followed by 25-34 years (54%) The age-range of coachees
for ICs is 25-44 years, with the highest being 25-34years (68%) and 35-44
years (67%)

ICS are coaching a younger age-group which aligns with our finding that they
are coaching more junior and middle managers.

It is also interesting to note that both EC (19%) and IC (15%) have coachees in
the age-range of 18-24 years.

EC Exiemnal Coach IC Inlernal Coach

*Anyone born between 1981 and 1996 (ages 23 to 38 in 2019) is considered a Millennial, and anyone born
from 1997 onward is part of a new generation (Gen Z) — pewresearch.org
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3.21 Coaching Models - Trained versus Practiced

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

Most used coaching models/theories reported are GROW Model,
Cognitive/Behavioral and Adult Development theory. 63% ECs say they
have trained in GROW model and 57% say they practice it in coaching.
Similarly, 58% ICs are trained in GROW model and 51% say they practice it.
Cognitive or Behavioral model is also trained in and practiced by both ECs
and ICs. Roughly 1/3 of ECs and ICs are trained in Adult Development

There is relatively more consistency in the training and practice of coaching
models and theories for ECs, while ICs experience a wider gap in what they
train and practice especially in the area of NLP, Appreciative Inquiry and
Existential theory.

EC: Exlernal Coach IC; Internal Coach
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3.22 Diagnostic Tools Used in Coaching

Majority of coaches use 360* Feedback (EC 56%, IC 46%)

Other tools being used are, DISC EC 34%, IC 40%) and MBTI (32%), Hogan (EC
14%, IC 7%)

29% ECs and 19% ICs use a variety of other diagnostic tools
19% ECs and 21% ICs say they are not using any diagnostic tools.

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.

IC Intarnal Coach
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4.Coaching Beliefs and Philosophy

4.1 Understanding of coaching

Prevailing understanding of coaching has elements of facilitation and
guidance.

Definition of coaching provided by professional bodies such as ICF, EMCC and
others is commonly meant to be facilitation of self help. However, both
companies and coaches continue to practise and include elements of
guidance and knowledge transfer as part of coaching.

When we look at the two charts below, the first chart points out that 95% of
the sample companies agree with the notion that coaching is facilitation.
However, in the second chart, when asked if coaching should focus
primarily on facilitating self help, the percentage dropped for both
companies (80%) and coaches (ECs 87% ICs 80%).

Interestingly, if we just look at ‘strongly agree’, the percentage dropped
significantly from 84% to 36% for companies and 56% for ECs & 41% for ICs.

This shows that both companies and coaches acknowledge that there are
elements other than facilitating self help in coaching (guidance, sharing
expertise, recommendations), this comes out stronger from companies in
the second chart.

CR Company Represantalne

Q. The understanding and the expectations of coaching may vary from individual to individual.
Please indicate your level of agreement with the following statements.
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Similar trends appear in all six markets

Across markets the understanding of coaching is a blend of facilitating

self-help, guidance and providing solutions. Also the variance between

expectations of coampanies and coaches is also observed across markets.

CR Company Reprasentatve

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

coaching.
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Something to ponder:

Could this possibly be linked with the inherent cultural values of the region

that may be a result of high power distance (Hofstede’s cultural

dimensions)? How can we honour the unique identity and cultural values

and create a unique blend of coaching that is relevant to Asia?
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4.2 Beliefs about Internal and External coaches

Marked differences in perceptions & preferences of ECs and ICs and CRs

While 71% of CRs and 76% of ICs believe that ‘internal coaches have an
advantage over external coaches due to a better knowledge of the company
context’ only 7% of the ECs ‘strongly agree’ and 32% ‘somewhat agree’.

73% of ECs believe that ‘external coaches are preferable due to their external
perspective’. Only 46% of ICs (11% strongly agree) and 61% of CRs (19%
strongly agree) concur with this statement.

Interestingly and curiously, there is also variance in the perception that ‘ECs
are used only for senior managers coaching’, EC-45% and CR-67%, IC-63%.
Similar variation between CR and EC found for lower management

coaching.
CR: Company Representative EC:- External Coach IC: Internal Coach
Q. Please indicate the extent to which you agree or disagree with the Q. Please indicate the extent to which you agree or disagree with the
following statements about coaching. following statements about coaching.
= Strongly agree = Somewhat agree u Strongly Agree m Somewhat Agree
Meither agree nordisagree ®Somewhat disagree Neither Agree Nor Disagree m Somewh at Disagree
E Strongly disagree ® Strongly Disagree
7%
Internal coaches have an : Internal coaches have an P e
advantage over external 507 A6% 105 s L 5o advantage over external EL {n=51l) 2% m
coaches due to a better coaches due to a befter el S y 5
knowledge of the company knowledge of the company G ) 17% l
context. (n=232) context. (n=232) 5% — g
External coaches are only used Extemnal coaches are only used et _ A
for senior management's 7%, 40% for senior management's EC (n=512) JLE L e m&ﬁ
coaching assignments. (n=233) coaching assignments. (=233) |0 443, 239 0% 14% m

5%

2%

o Al e e v

perspective. (n=234) - perspective. (n=234) IC (n=113) m 27% m
1%

Infenal coach d f Internal coach d e .

lower management coaching o tower mansgomentcomeing 0 """ [HNEEE 2o+ NS

assignments only. (n=229) assignments only. (n=229) IC (n=113) TS 41% 13%
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Similar observations in perceptions of ECs, ICs and CRs across all six

markets

coaching..

% of "Strongly Agree” or “Somewhat Agree”

Intemnal 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 o their external
perspective.

Internal coaches are used for
lower management coaching
assignments only_

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

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

Perhaps the variance in perception is natural and inherent due to the

competitive and overlapping nature of their work, is there also a need for

realignment in understanding of the market for CRs, ICs and ECs?
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4.3 Expected Organizational Goals for Coaching

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

More than 90% of coaching is primarily used for employees’ growth & high
potential development.

While there is overall growth and evolution in the coaching market, one out
of every two assignments still tend to be about behavioral (59%) and
remedial (62%) coaching.

CR: Company Representative

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

u Strongly agree = Somewhat agree Neither agree nor disagree
= Somewhat disagree Strongly disagree

The use of coaching is dedicated to 1%
(n=314)
Coaching is an integral part of =
development. (n=313) -
Coaching 1s mainly focused on

interpersonal behavioral topics (e.g T ]
communication, dealing with conflicts). 21% 16% S

Performance (n=311)

related
Coachmg is used as a remedial action
behavior (n=312)

Development

needs
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4.4 Opinion of Internal Coaches - Dynamics

Challenges of internal coaching role

While 81% ICs tend to agree that coaching is a part of their job and career
development, about half feel their work is not linked to their compensation
(49%), but are given sufficient coaching skills training (52%).

62% ICs tend to agree that confidentiality may be seen as a concern by
coachees, 50% disagree that trust and bias are an issue. Majority of ICs
disagree that there is any potential conflict of interest (55%) and about half
disagree that there is any bias in coachee’s performance appraisal (45%).

1. Plovis rabe your v of agrasrmsnl with ih Sollowing staloments (3 Pl wnchcab e aodont 10 whech you i will T ollieang
aboul intémal oosching? (1C) sabemants? (IC)
(L] ) - L]
" I Lo R
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R A —

T T

arformance aam : BN - EE) s il . - Bl
Something to ponder:

With internal coaching evolving as a role, what are the potential areas of
development for ICs and companies?

© 2019 Asia Pacific Alliance of Coaches. All rights reserved. Page 61 of 108



@paa

4.5 Ethical Dilemmas Faced While Coaching

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

Most of the ECs & ICs share ethical code with coaches. Highest ethical

dilemma is around difference in coaching focus (ECs 53% ICs 52%) of
Coachee vs Sponsor.

38% of ECs and 24% of ICs report having experienced situations around
sharing the confidentiality of the coachee’s information. More ICs (29%)
have faced premature termination of the contract than ECs (21%).

(. Do you share your coaching ethical code with your coaches al fhe

Q2 'What effecal dilermmas hive you Laced n your coacheng practcs?
stan of ihe coaching assignmeant?
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l T serbal language or behavors iowards
Seldom of Maver ma fhat are seowal 0 nelers |smes

Something to ponder:

Regarding the dilemma ‘Coachee wants a different focus from the sponsor’
— is this the evolving nature of coaching work or a misalignment between
the sponsor and the coachee? How can coaches creatively manage the

tripartite relationship with sponsors while serving the needs of their
coachee?
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4.6 Difficult Situations Experienced While Coaching

One in two ECs and one in three ICs have recommended coachees to
consult mental health professional

Coaching can be challenging and coaches report experiencing some difficult
situations. A surprising number of coaches (EC 55%, IC 33%) say they have
had to suggest that their coachee will be better served by mental health
professional

It is interesting to note that ICs reported higher on two difficult situations:
- proceeding with a coaching assignment despite personal or health
problems (11% vs 27%)

- carrying on the coaching assignment despite a conflict of interest (7% vs
15%).

Q. What difficult situations have you experienced in your coaching practice? (Multiple Choice)

Something to ponder:

Does the high percentage referral to mental health professional speak of the
rising cases of stress or a lack of awareness of mental health (both coach
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and coachee)? How equipped are coaches in facing difficult situations like
these?

What factors could potentially cause differences in ICs and ECs experience of
difficult situations?
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5.Coaches’ Selections and Credentials

5.1 Setting up Coaching Interventions
Decision to initate coaching interventions mostly made at the Corporate
headquarters

Majority of Companies responded that the decision to initiate the coaching
interventions is at the Corporate headquarters, be it the respondees’
location or at another location.

22% responded that the decision is are made at the local level while a little

0 A whial lanid i B clocesion made 1o ewlishs B cosching (3 Pl nchoil e s al @ré consionieg whion seiting up
IS in Your cormany? coiecheng assignments (Multiple Clhosca)
-
.
[
i

more than 10% at the regional level.

This is also similar to 2017 Survey data where Corporate headquarters were
mainly responsible for setting up the coaching intervention
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Similar results are reported across most markets with the exception of
Singapore where decision is primarily made at the local level.

Q. At what level is the decision made to initiate the coaching inferventions in your company ¥

Something to ponder:

Since coaching is mostly initiated at the HQ level, how does it impact the
effectiveness of coaching at the local level?
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Consistently in all markets, development needs of coachee is the key
consideration when setting up coaching assignments.

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

As indicated in the graph above, development needs of coachees is the
most important area that is considered for setting up coaching assignments
(88%). Other factors considered include selection of coaches (59%), budget
and costs (56%) and time frame of assignments (44%). In the 2017 Survey,
“Time-frame of assignments” and “Selection of Coach” were the two most
important factors when considering setting up coaching intervention.

Something to Ponder:

The focus on the development needs of coachee when setting up coaching
assignments may be symbolic of a growing awareness of the value of people
development.
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5.2 Decision Makers For Coach Recruitment
Majority of CEO/GMs are involved in budgeting decisions (59%) while HR
heads are involved in recruitment (60%) and selection decisions (59%).

In some companies, Functional heads, Regional Heads and Procurement
departments are also involved.

. Who is involved in the external coaches' recruitment process? (Multiple Choice)
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5.3 Selection Criteria for Hiring External Coaches

Top four selection criteria are Coaching Experience, Coach-Coachee

Chemistry, Coaches’ Credentials and Language.

Companies and ECs are aligned on the criteria for selection of coaches. Top

four selection criteria are Coaching Experience, Chemistry, Language and

Credentials. Other than Gender, all criteria are seen as important.

There is some divergence on Cultural Origin expectations; companies seemed

to see it as more relevant than coaches.

In 2017, coaching experience was also the number one selection criteria and

credentials were seen as far more important by companies (ranked no 2)

than by ECs (ranked no. 7).

In 2019, both companies and coaches have ranked credentials at no.4

Q. How relewant are the following criteria when selecting external

coaches? (CRY)

5%

Something to ponder:

CR Company Represaniative

o

Q) How relevant are these oniena o companies when selecng
external coaches? (EC)

T
O
| 1F% | % IR

Since the no. 1 selection criteria is coaching experience, is it possible that the

request of credentials apply more to new entrants than seasoned coaches?
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5.4 Assessment of External Coach Candidates

Top three approaches Companies use to assess coaches are
recommendations/references, interviews and previous coachees’
evaluations.

These were similar to 2017 survey results.

CR Company Represeniale

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

TI% %
%
[ >
%
%
%
= -
|
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5.5 Channels for Hiring External Coaches

Top 3 channels that companies use for recruitment of coaches are:

Referrals /Reference, Coaching professional networks and Leadership
Consulting & Coaching companies.

. Which channeals do you use to recruit external coaches? (CH, Multiple Choice) .
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Top three channels for ECs to win coaching assignments:

Long term business relations, collaboration with coaching organizations and
word-of-mouth.

Coaches focus more on relationships rather than direct marketing to win
coaching assignments

EC: Exiernal Coach

Q. Please select and rank the channels by which you won your coaching assignments in
2017-20187 (EC)

Something to Ponder:

Since winning coaching assignments relies mainly on long-term relationships
and word-of-mouth referrals, how can new coaches find entry into a
relationship based coaching market? What channels could they use to
market themselves?
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5.6 Local Pool and Cultural Origin of Coaches

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

Roughly 2/3 of the companies (63%) are using 50% or less of local coaches
and at least half or more of the ECs are of the same cultural origins as the
market that they were employed.

This also links to an earlier question on selection criteria where companies
report that coaches’ cultural origin is more relevant to them than to ECs.

Q. Whal parcentage of the axiamal coaches your company uSes am O Plosse rank the cllursl of your autemal

based in your markel location?
m M L] 1= Raami of a bMarket from (R of fhe same: Market Tetal CR
. - : : Respoiass [163)
™ T X
" > T "
% Ey

T. 53

HH

Something to ponder:

Could overseas coaches be filling in a gap that local coaches could not
meet? Or could this be the ‘grass is greener on the other side’ effect?
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5.7 Cultural Origins of ECs

The top ranked cultural origin of the ECs Companies recruited is the same

as the market the companies are located.

Other preferred cultural orgins include Europe, US, Singapore and Hong

Kong.

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

Ongn of Coaches

Hong end - ™ ™ Pt ™ 1% o
| =22
S [ e
L]
| r—
E" |=71] () m ™ ™ [ Lo FE
O T wainland
G | chine " '™ s P i "~ o
| ines5)
L*. —

Eingagare

=] L = = = ] 1 E "
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5.8 Coaching Process Setup

‘Boundaries’ of coaching process setup practices is work in progress

While it is encouraging that a majority of companies and coaches indicated
there are joint agreements on coaching objectives and confidentiality
arrangements and requests for coaching progress updates, a majority also
indicated that companies request for coachees’ assessment results and
coaching content from the coaches.

CR Company Represantalne

Q. Te what sxtent do the following statements apply to your O To what extent do the following statemants apply Lo the
COMpanes you work with?
The orgaees alkesn = T bk oo i b . -
I o . Thare ....nl.”“u... i F rosgin Baiee it @ o i - m
arrangemants. hebweon the coach and dspriion snd I ne 11 M" %
sikderih sy, & Sr T

ths coschas [me 11
bardwren The Cosch and Bw

Hoqiriis niemaben on oo hing T i i
in=300 aetar; L 7%
R m Reguest sicrmaton on | EC 0 T .
sumale om the coach (a=310 ;
ard n=144 ¥rw 41%
EC in=605 1% 3 36
coment froem e coach. [n=317 ohcling bl lom B ) §
X 7 . =1 19 n
- Cinm140) TS '

Something to ponder:

This points to the complexity of setting up the coaching process in an Asian
context. In an environment of perhaps a hierarchical structure of
relationships leading to fluid boundaries, how do coaches uphold the ethics

of coaching?
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5.9 Process Compliance by Organizations

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

According to coaches, majority of companies comply with signing of coaching
contracts and requesting ethics compliance, while they seem to be paying
less attention on checking coaches’ credentials and references.

. Please indicate the extent to which the following statements heold true? (EC)
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5.10 Coaching Process Practices

Credentials seemed to be important for new companies and coachees but
not to self paying coachees.

Majority of coaches claimed that they would usually go through a
coach/coachee matching process and expressed that certificates and
credentials are very important to gain access to new companies and
coachees. Self paying coachees seem to care less about checking on
credentials and certification of coaches.

0. Pleasa indicate the extent to which the following statements hold true? (EC)
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5.11 Credentialing Body

ICF is the most popular credentialing body
Majority of coaches surveyed have accreditation from ICF. It is interesting
to note that 16% EC and 37% of ICs have no formal credentials from any
professional body.

Q. Who is your credentialing body? (Multiple Choice)
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5.12 Membership of Coaching Association

ICF continues to be the leading professional coaching association
APAC is the second largest coaching association

Majority of ECs and 1/3 of ICs are members of ICF. As compared to 2017
survey, there seems to be an upward trend.

50% ICs and 23% ECs are not members of any professional coaching
association. When compared to 2017 survey, the trend remains the same
for ICs but has gone down for ECs

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

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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5.13 Membership of Coaching Associations - By Markets

ICF is the leading coaching association in all markets.

Q. Are you a member of any of the following coaching assoclations? (Multiple Cholce)

Something to ponder:

Why are ICs staying away from coaching associations? What will attract them
to join professional coaching associations?
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6. Coaching Evaluation and Diagnosis

6.1 Evaluation of Coaching Quality

Overall perceived quality of coaching services rated high by majority of
companies

Overall perceived quality of coaching services is rated ‘Very good’ and ‘Good’
is 61%, ‘Undecided’ is 32% while ‘Not so good’ and ‘Not very good’ is
around 7%.

. How would you evaluate the overall quality of coaching services in your company 7
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When we look at the market data, Indonesia and Singapore have over 70%
rated ‘Very Good’ and ‘Good’ services while the rest of the markets range
between 50-60%.

In the 2017 Survey, 83% in India, 66% in China and 54% in HK rated services
‘good’ and ‘very good’. In this survey, India has experienced a drop of 20%,
HK dropped slightly while China stayed consistent. More details can be
found in the market report.

Q. How waould you evaluate tha overall gquality of coaching servicas in your company?

Something to ponder:

32% ‘Undecided’ is a relatively big percentage. What could be the reasons
for this?
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6.2 Coaching Benefits - Expectations vs Delivery

Companies and Coaches have significant divergence in their perception of
benefits expectations and delivery from the coaching services.

On average, about 40% of companies have not received benefits sought.
Another 40% received benefits they didn’t seek while only roughly 20%
actually received the coaching benefits they sought.

Could this be the clue of earlier 32% ‘Undecided’ ratings companies gave for
coaching quality.

Q. What wera soma of the banefits your company sought and Q. What are the main bansfits your clients report they sxparience
gained after providing coaching assignments for employes? after participating in a coaching assignment?

i
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Something to ponder:

What could be leading to the discrepancy of benefits sought and received?
How do we close this gap and increase the perceived quality of coaching
services?

To answer this, we may need to understand the level of clarity on the
benefits of coaching for both companies & coaches, adequacy of articulation
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and communication of coaching benefits during contracting as well as
throughout the coaching process.
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6.3 Usage of Evaluation Tools To Measure Success of
Coaching

Marked difference in the level of usage of evaluation tools by Companies
vs Coaches.

Only 47% of the Companies use evaluation tools to measure the success of
coaching while 53% of the Companies do not use evaluation tools

Measuring success of coaching is ambiguous as there are many variables
involved; including multiple stakeholders, complex business context,
environment and so on.

Coaches are usually accountable for sharing feedback about the coaching
process with companies. This could explain why companies may see a lesser
need to conduct evaluation directly.

(. Do you use any evaluation tool to measure the success of Q. Do you use any evaluation tool to measure the success of
coaching?® (CR) coaching? (ECAC)

mYies . ]

CR in= 113
. —?‘
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6.4 Measurement of Coaching Success

Companies that use evaluation tools value hard facts almost as much as
soft data in the measurement of coaching success while Coaches tend to

focus on soft data.

Of the 47% companies that use evaluation tools, more than half measure
‘hard’ facts such as business results, employee engagement etc. while
another half use pre and post coaching feedback, either from stakeholders

or the coachee himself/herself.

Only 13% indicated that they use digital evaluation tool and Apps.

Overall, companies are happy with the quality and appropriateness of the

tools.
Do you use any evaluation
b} b e Bl Which of the following svaluation tools are used to
of coaching? measure the success of coaching?

CH = 141)

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

of coaching.

 Vay Oaod & Oaad - Notl Dachded = Mol S0 Qaed = Mol Gead A8 AJ

L]

1%

IS

(& il i wd hing 1 i} b &
- -y -J..-..|...|.|.i.-. _ % k. 4% E
L H T
¥ it ¥ baf 1 ah Il']'\
- " medbgudpint | I L Pl e e
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e, 0%
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In the case of Coaches, interestingly, the results differ from companies. Only
about 30% indicated that they measure ‘hard’ facts while more than 70%
ECs and 50% ICs indicated that they measure ‘soft’ facts like pre and post
coaching feedback and goal assessment with coachees.

About 50% ECs and 40% ICs indicated that they document coaching
objectives and progress on an on-going basis

Only around 2% coaches use digital evaluation tools and Apps.

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

Q. Which of the following evaluation tools are used to measure Q. Which of the following evaluation tools do you use to
the success of coaching? (CR) measure the success/impact of your coaching assignments?
=EC (n=593) - IC (n=138)
Measurement of “hard” facts, such as  CR(n=141 M u
A s leasurement of *hard” facts, such as [N 27%
business results, employee turnover, h 59% business results, employee tumover, 30%
employee engagement, etc.
Pre-and post-coaching feedback from o Pre-and post-coaching feedback from [N 72%
stakeholders I ::: stakeholders 56%
Coachee’s pre- and post-coaching self- _ Coachee’s pre- and post-coaching seif- [N 73%
assessment 54% assessment 5%
360° Feedback before and after o 360° Feedback before and after [N 2%
coaching assignment _ 52% coaching assignment 33%

Goal assessment with Coachee _ 45% Goal assessment with Coachee _58% 73%
Feedback from the coach _ 40% Feedback from the coach 13%
- - 9%
Digital evaluation tools and apps - 13% Digital evaluation tooks and apps | 8
- 2%
Others I 3% Other (please specify) | 31
Ongoing documentation of coaching  [NNNRNEGITNNEEEEN -2
objectives and progress 37%

Something to Ponder:

What do coaches need to focus on measuring to make coaching benefits
more known to companies? How do we link what we measure to business
results or ‘hard’ facts, to make it meaningful and relevant to Companies?
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6.5 Coaching Impact

84% of the Companies see some impact of coaching on their business
bottom line.

According to Companies, coaching seems to have a strong positive impact on
individual performance and employee morale/engagement.
Organizational/departmental performance, employee retention and
revenue/profitability received a moderate positive impact.

Only 16% of the companies reported no impact on bottom-line.

TR Caompesnvy  Rarpe eeasninlives

Q. In your experience, how does coaching impact the following company metrics?
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Top three areas for increasing effectiveness of the coaching process

Companies ask coaches to pay attention to literally all the factors listed for
further improvement. The top three areas for improvement are clarity of
coaching objectives (94%), review of feedback at the end of coaching
assighment (91%) and coachees’ understanding of what coaching is (91%).

Q. How would you evaluate the overall

quality of coaching services in your Q. What could be improved to make the coaching process even more effective?
company?
SO A u S0 ewndl Agies Mesinier Agres NP Diedagyies
u Somewhal Disagres Strongty Disagres

G b : 3 - o 1%
Parceivad Quality of Coaching Clarty of coaching objectives p— sy o
(=261} — —
ot ot the o ot e N, - |
assagnmant at the end of the %

e
o g sy T

coaching is (n=260) .
Coach-Coaches malching procass m F

2%
(n=25T) '4
&
Confidentisiity amangements ST% Fre — i
[n=25) -

7, —

ot oo ey NN - |
.1 coaching procass (n=258)
al Al (=265)

Something to ponder:

How can the suggested improvements create a shift in the perceived quality
of coaching, level of client satisfaction and raise the impact of coaching?
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7.Coaches Professional Development

7.1 Professional Development of coaches - Practices and
Time spent

Nearly double the number of ECs (41%) than ICs (23%) spend 60 hours or
more per annum on continuous professional development.

Most number of ICs (33%) say they spend 6 to 20 hours per annum on
professional development

Attending professional development events, reading coaching books,
magazines, coaching research and attending coaching conferences are
some of the top rated professional development activities.

Refelective Practice is being used by a majority of coaches - ECs (59%) and ICs
(51%) for professional development

Coaching supervision, although a new area, 42% ECs and 29% ICs are already
engaging in it.

Q. What forms of continuous professicnal development do you Q. How much time do you spend on continuous professional
engage In? development [per annum)?
SEC {n=313] " IC (n=113) SEC w811 I [m=117)
Protessional developmeni evenis T 1 D
Mo than 80 Howrs )
Famdiesy coaching boaks | g az s e
rurielnlinin
i oading coaching ressach — % 41 1o 60 hoars _ .'l."\.
nacking confomnce: IG—_—_—
Refaciive pracices _ e 2 1o 40 howurs _ L%
Coaching wotinar: I
" - 1™
Canificate coach trakning programs —— ._:’.'-"" B 1o 20 howrs _

Cosching mapervision — 2%

g & haniiee . e ]
5har coaching tocis waining I 15" 1o 5 hours

University toach baining rogram @ 4R
) 1%

Dthers M 6% )
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7.2 Coaches’ Training and Education
On an average ECs receive 138 hours of coach specific education and
training while ICs receive 85 hours

Majority of coaches (90% ECs and 75% ICs) say they have received training
from accredited or approved professional coaching organization.

39% ICs say they received the coach-specific training as part of in-house
program by employer

EC: External Coach IC: Internal Coach

Q. Approximately how many hours of coach-specific education Q. Which of the following best describe the coaching education
and training have you received? and training you have received?
mEC (n=541) IC(n118)  Mean Hours =EC (n=549) IC (n115)
- EC-138 Training accredited / approved I
200+ Hours N 5% e by a professional coaching -
12% organization o
- I 19% Coach training provider not
(228 14% accredited / approved by a - ik

! ; 11%
professional coaching...

60 - 124 Hours N 31%
30% In-house program by employer [l 13%
or a former employer 39%

B 5%
31 - 59 Hours o

University-based program . 2:

B 4%
Up to 30 Hours s

I % other M &%
4%

None an
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7.3 Reflective Practices/Coaching Supervision

Self-reflection is the most commonly used Reflective Practice

84% ECs and 77% ICs say they use self-reflection, peer networks (68% and
52%) and mentor coaching (48% and 41%) are also used

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

Highest number of ECs and ICs say they spend 1-2 hours/month on coaching
supervision. While most Coaches (41% ECs and 59% ICs) say they get
supervision pro-bono, one third say they may be paying up to USD 200/

hour.

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

BEC (0= 511), IC (n=111)

Selfreflection NN 5%

1%

peoiin: DN, ==

52%

ino N <5
Mentor coaching 1%
F 1 e 32%
ormal supervision 26%
MNone I ?%

Something to ponder:

e

EC: External Coach IC: Internal Coach

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

=EC (n=506)

-
.

IC (n=111)

More than 4 hours

I 1%

3 to 4 Hours 19%

I ;-

1-2 Hours 30%

Less than 1 hour _ 144

20%

I

None 0%

Q. What amount do you spend per hour (in
USD per hour) engaging in coaching
supervision for your professional
development as a coach?

mEC [n=386) IC (n=88)

P I <

Bono 59%

Up to
usD
200

I

33%

usb
200 -
400

R
3%

usb
400 -
600

More

than | 2%
usbD 1%
600
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How is the value of formal Supervision distinct from Mentor Coaching and
Peer Network learning and how does it enhance the quality of coaching?
How do we ensure the quality of supervision?

8.0utlook

8.1 Companies Perspective on Future Outlook

Companies going all out to build internal coaching capability

Companies plan to increase overall focus on coaching; they want to build
inhouse capability (60%), use technology 31%, and increase the coaching
budget (39%).

While 27% companies say they want to increase using external coaches, 80%
say that they also want to train their leaders to coach team members and to
build a coaching culture in the company (73%).

CR Company Represeniatne

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

An interesting and intriguing observation is that number of people who
have chosen ‘neither agree nor disagree’ are significantly higher when it
comes to the future trends, specifically to mention the following:

Will increase use of internal coaches —35%

Will use coaching more as remedial action — 32%

Increase coaching budget —49%

Using technology or Al based tools —47% (only 31% agree & 22% disagree)

Will increase use of external coaches —57% (27% agree & 16% disagree)

This means one third of people are not sure about increasing the use of
internal coaches. Nearly half the respondents are not sure about increasing
the coaching budgets or the use of external coaches. Similar ambiguity
exists about the use of Al and technology based tools.

Something to ponder:

While companies want to create internal capability for coaching, how could
they use coaching intervention strategically to create a competitive
advantage for their business? How can they capitalize on available external
expertise to build on the internal resources? How can coaches play a role in
creating future readiness for themselves and the clients.
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8.2 Coaches Perspective on Future Outlook

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

. Please give us your outlook about future developments in coaching within the next two years
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ECs and ICs are predicting the increase in all types of coaching services.

One-to-one (EC 89%, IC 85%) and team coaching is (EC 85%, IC 82%) indicated
to increase, Coaching Apps and Al based tools are also predicted to rise (EC
73%, IC 67%).

Coaching supervision, a relatively new area, is predicted to increase by 71%
and 66% by ECs and ICs respectively

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

Something to ponder:

With the increase in demand and supply, how will the future market

evolve? In such a scenario, how can coaches deepen and broaden their skills
to stay ahead of the competition?
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9.Closing Remarks

We are happy to present to you the indepth and comprehensive 5" Coaching
Survey — an Asia Benchmark Report. Individual geographic market reports
(Hong Kong, India, Indonesia, Mainland China, Philippines, Singapore) are
available to supplement this report to enable a deeper understanding of the
landscape.

We would like to thank you for your support in participating in the survey. A
large part of the success of this survey is attributed to the high participation
and increased reach across new markets.

The survey and this document would not have been possible without the
commitment and hardwork of our team members. We would like to thank
our academic advisor Ms. Judie Gannon, Oxford Brookes University.

Thank You from the Project Team

Judie Gannon
Academic Advisor
Project Manager Project Leader Project Support Oxford Brookes University

Pansy Lam Mathilde Poirieux
Hong Kong Hong Kong

Taruna Aggarwal
Singapore

Cynthia Chan
Hong Kong

B
" = :

Rup Sengupta Ina Rizkie Maria Kosby Annie Yang Abby Zhu Julius Ordonez Maria Althea Masangkay
India Indonesia Indonesia Mainland China Mainland China Philippines Philippines
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The sixth coaching Survey will include more markets in Asia Pacific. Our aim is
to reach all markets in Asia Pacific. Please reach out if you would like to be a
part of the next survey as a participant, researcher or sponsor.

If as a reader and researcher you would like to dive deeper into any research
guestion presented in this survey, you are welcome to reach out to us. We
welcome your feedback and comments, please reach out to us:

Taruna Aggarwal
Email: taruna@lifeby-design.com
apacoachingsurvey@apacoaches.org

Uma Arora
Email: uma.arora@idamlearning.com

Cynthia Chan
cynthiac0107@gamail.com
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10. Thank You Sponsors

We would like to thank our esteemed sponsors without whose help and
support this survey would not have been possible. We look forward to
your continued support in the upcoming research projects.

Together we are the coaching voice of Asia Pacific
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www.benchmark-consulting.net

Eobri el niaives

WE ARE BENCHMARK CONSULTING. We have worked with more than
)0 senior executives, managers, supervisors, and teams from the

US, Europe, and Asia, and all of them attest to have generated better
bottom line results with the help of our integrated training, coaching,

and consulting solutions

Why engage us? Our experience as global business leaders,
executive coaches, and training and development consultants
qualifies us to best design investments in your employees that will
pay off in increased revenues and market share and reduced costs.
Our valued clients include the World Bank, Citibank, iC Bank, BPI,
Metrobank, GS5K, Novartis, Roche, Nestle, Unilever, Coca-Cola, Pepsi,
von, San Miguel Corporation, Ayala Corporation, Monde Nissin, URC,
Ericsson, Emerson, ABS-CBN, AXA, Philam Life, Sunlife of Canada,

Manulife, Globe, Smart, Emerson, Aboitiz, EEl - to name a few

CONTACT US

telefax: +63-2-812-7177 or +63-2-812-3277

email: info@benchmark-consulting.net
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mindspan

anabling leadarship

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 §963-801
Hong Kong: Tel-(B52)2854 0086
simon_liv@mindspan.cn
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iL=ADERSHIP
GROUP

We transform
leadership &

organisation effectiveness

for good

)
&

ASsessTMENT®

THELEADERSHIPGROUP.ASIA

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

50 Cutstanding Coaches
Based in the 18 major cities across APAC
F ful A t Instr
LEA 340™ which includes Momentum - a 380 digital development platform.
MEBTP. FIRO", Hogan®

"

MDS 360" Coaching Impaoct Report
Tracking objectives. evaluating success

Leadership Development
Essential cumiculum for talent development programmes

HDs’

Managemenl Devel il Services Lid,
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Ready to begin
your coach training
journey with us?

At IECL, we believe you are the expert in your life and in your work, and our
coach training approach honours that. We ensure your learning experiences
are meaningful, practical and translate directly back to your workplace or
practice.

Why train with us?

Our Accredited Coach Training Program (ICF ACTP) provides a deep dive into
organisational coaching knowledge and practice. It is taught in a blended learning
environment and offers the most flexible learning pathway possible. IECL's accreditation
pathway consists of three levels of training, with certification at Levels 1 and 2, and full
accreditation at Level 3. Completion of all three levels of training, plus your coaching
practice, enables you to apply for ICF ACC or PCC credentials.

Be recognised by industry

IECL is at the leading-edge of the organisational coaching profession. We offer the Asia
Pacific region’s most highly-regarded organisational coach training, with a number of
flexible pathways to choose from. Our Accreditation Pathway is designed to ensure that
the organisational coaches trained by us learn the ICF Core Competencies of coaching
and meet the standards required by corporate clients.

Start your coach
training journey
today and become

an Accredited
Organisational Coach.

Visit www.iecl.com/
coach-training/

Accredited Coach Training Program
International Coach Federation

Singapore * Hong Kong * Shanghai » Beijing » Sydney » Melbourne » Canberra » Wellington (NZ) » Brisbane » Perth

m COACH A Co, Ltd. q

Creating Possibilities for
People and Organizations

iching Leaders

COACH A is a global executive coaching firm that works with corporate executives as the starting point to drive
organizational growth in order to improve corporate performance. We accelerate organizational development

through data analysis that utilizes cutting-edge technology and research, while paying attention to the relational
dynamics in the organization. We offer a unique systemic coaching approach for clients around the world that

promotes empowered actions in the organizations.

For enquiries, please emall us at = coacha_inquiry_global@coacha.com

COAC H A CO Ltd Tokyo @ New York @ Shanghai @ Hong Kong @ Bangkok
oy .

https:/iglobal coacha.com/



