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The Value of Business Coaches 

Most businesses would benefit by engaging and heeding the suggestions of a business coach. 

Some of these benefits of engaging a business coach include12:  

● Providing education and training 

● Providing an outside perspective and identify blind spots 

● Providing accountability 

● Increasing team effectiveness 

● Building leadership capabilities 

● Improving communications 

● Improving results, both individual and business performance 

 

One area that many business coaches add tremendous value is in helping companies increase 

the amount of revenue generated by improving processes and tactics related to their marketing 

and sales. The purpose of this article is to give business coaches some ideas of how they can 

specifically help their clients with this objective of increasing their clients’ revenue.  

1. Measure Results 

This should be an obvious place to start, but surprisingly most companies don't have a thorough 

way to track the results of investments in marketing. What most companies have are operational 

reports for each marketing channel. In other words, they have reports for Facebook, LinkedIn, 

email and other marketing channels that are being utilized. Also, most companies also track the 

number of visits to their website using Google Analytics. But what most companies lack is a 

marketing metrics tracking system.  

                                                
1 https://www.huffingtonpost.com/rita-balian-allen/the-value-of-coaching-a-b_b_12750080.html  
2 https://www.epsteinsuccesscoach.ca/why-successful-people-need-a-business-coach-in-toronto/  
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https://www.epsteinsuccesscoach.ca/why-successful-people-need-a-business-coach-in-toronto/
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A comprehensive marketing metrics system that is functional for making decisions related to 

marketing and sales should have the following characteristics: 

a) Include all levels of the Customer Acquisition Funnel from Impressions to Sales 

b) Include all marketing channels including the broad categories of digital, social and 

traditional  

c) Included financial measures such as costs related to marketing (what we call 

investments) and revenue (the “return” on the investments) 

d) Include an Ultimate Outcome that is the main objective for all investments in marketing - 

this is typically the number of sales 

e) Include Leading Indicators that lead to improving the Ultimate Outcome and can be 

modified by increasing investments in marketing 

f) Included key ratios so that comparisons can be made between different levels of the 

funnel, different channels, and different periods. Examples are conversion rates between 

funnel levels, an average cost per sales and return on marketing investment (ROMI) 

g) Include key performance indicators (KPIs) that are critical for making decisions 

h) Include measures and ratios over time so that trends can be realized 

 

https://unsplash.com/photos/b4EsL48DIK0?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/search/photos/measuring?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


 

 

As a business coach, you will need to help the owners and management team set up a system 

to measure the results of investments in marketing. One option you may consider is our product, 

Anduro Metrics, see www.anduro.com/marketing-metrics.  

2. Establish a Beachhead 

Anyone who knows anything about marketing will tell you that a key component of marketing is 

to focus on a niche or a specific target market. However, even though this is common 

knowledge, a detailed analysis of many companies’ marketing campaigns will reveal that most 

campaigns "target" a much wider audience. At first blush, this approach makes some degree of 

sense. If a company is going to make a significant investment in marketing, then they should 

cast a wide net in the hope of capturing more prospects. In reality, trying to reach this broader 

audience often means that the marketing message speaks to no one. This drives down 

response rates, and increases costs create inefficiencies and results in poor outcomes.   

 

Counterintuitively, businesses should focus on a narrow niche until they either dominated that 

niche or it has proven to be non-responsive. If there is success focusing on a specific niche, 

then a company should keep on investing in that niche to the point that the business “owns the 

market”. Well known examples of this approach include online searches by Google3, fire 

hydrants by U.S. Pipe Valve & Hydrant4, books for sale by Amazon5,  
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3 https://www.statista.com/statistics/216573/worldwide-market-share-of-search-engines/  
4 https://www.uspvh.com/company/  
5 https://www.thebalancesmb.com/is-barnes-amp-noble-the-worlds-largest-bookstore-2892133  

http://www.anduro.com/marketing-metrics
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However, if there is not a positive ROMI by focusing on a specific niche, then the business 

should move on to the next niche or modify some other variable related to marketing.  

 

One proven tactic for marketing strategy is to establish a beachhead (a foothold) and then build 

on that6. The tactic of focusing on a beachhead originates from the military procedure of winning 

a fringe region and eventually turning that into a stronghold or fortress from which a military 

campaign can advance to other regions. The beachhead is also called a border zone. In 

business, the thought is to concentrate your investments and assets on a narrow target market 

and monopolize that opening before progressing to other zones or the more extensive market. 

The foothold tactic enables companies to enter a market at a low cost and establish success 

from the start. This concept was first developed by Geoffrey Moore in his book, Crossing the 

Chasm7. 

 

As a business coach, you will need to help your clients determine a specific target market (a 

niche) and establish that first beachhead.  

3. Solve A Problem 

The concept is simple: find a problem and resolve it8. However, in practice, marketing and 

selling a product more difficult to do. For example, a car solves the problem of getting from A to 

B faster than walking.  

 

But a complicating question arises: Why do some people buy a Ferrari California instead of a 

Ford Focus? Both solve the issue of getting from A to B without walking, but a Ferrari costs 

much more than a Focus. Why are some consumers willing to pay so much more? The short 

answer is that there is that a different problem is being solved - most likely the buyer of the 

Ferrari satisfies the need for conspicuous consumption and the owner of the Focus doesn't 

care. 

 

The point is that as a marketer you need to know the precise pain point of your target market 

and know how your product mitigates their pain.  

                                                
6 https://corporatefinanceinstitute.com/resources/knowledge/strategy/beachhead-strategy/  
7 https://www.amazon.ca/Crossing-Chasm-Marketing-Disruptive-Mainstream/dp/0060517123  
8 https://salespop.net/sales-professionals/3-reasons-sales-is-really-about-solving-problems/  

https://corporatefinanceinstitute.com/resources/knowledge/strategy/beachhead-strategy/
https://www.amazon.ca/Crossing-Chasm-Marketing-Disruptive-Mainstream/dp/0060517123
https://salespop.net/sales-professionals/3-reasons-sales-is-really-about-solving-problems/
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As a business coach, you can help your clients navigate the territory of what problem their 

product is solving.  

4. Define the Levels of the Funnel 

The concept of a marketing funnel and the various names for different levels within the funnel 

has been around for many years. Apparently, ad agency executive Elias St. Elmo Lewis 

developed the marketing funnel concept in 1898.9 Lewis used the acronym of AIDA which 

conceptualized the customer’s buying journey into distinct levels: awareness, interest, desire, 

and action. 

 

The title for our marketing funnel is Customer Acquisition Funnel, and we use five levels: 

Impressions, Visits, Prospects, Quotes and Outcome (which is most often the number of Sales).  

                                                
9 https://www.bizible.com/blog/online-marketing-and-marketing-funnel  

https://unsplash.com/photos/VnGac-kUflg?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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We selected these specific levels based on the accessibility of a measure and the ability to 

calculate related ratios. For example, if we divide Sales by Quotes, we get the Take Rate or 

Close Rate. This is the percentage of Quotes that turned into Sales. To illustrate, a company 

may produce four quotes in a month and close one quote into a sale. The percentage of Sales 

to Quotes (division) gives a Close Rate of 25%.  

 

On its own the rate of 25% is meaningless. This number needs to be compared to another 

period, another marketing channel, or another company to determine if it is strong or weak. For 

example, if the Close Rate is 25% this month and last year for the same month it was 10%, then 

the company is doing much better. However, if the industry standard is 33%, then the sales 

process for our company is inefficient and not doing as well as other companies. 

 

Similarly, a business can compare the Close Rate related to one channel like Facebook and 

compare that to the Close Rate of Quotes from another channel like Google Ads. Typically, the 

Close Rates for each channel will be different. That doesn’t mean that a company should drop 

one channel, but it does mean that they should look at ways to improve the channel that is 

weaker.  

 

The value of knowing measures for each level gets real value when we look at the Average 

Cost. To do this, we have to know how much was invested in marketing. For example, if a 

company invested (spent) $10,000 in a month and 4 sales were generated then the average 

cost per sale is $2,500. In the same way, as described above, we can compare this ratio to 

other periods, other marketing channels and potentially to other companies — the lower the 

cost, the more efficient the marketing and sales process. 

 



 

 

As a business coach, you will need to work with your clients to define the most important levels 

of their Customer Acquisition Funnel. There needs to be a measure for each level of the funnel, 

and this data needs to be reasonably accessible. At times, you will need to modify processes 

and procedures to collect the right measures.  

5. Track Leading Indicators 

A few years ago, FranklinCovey published an excellent book called The 4 Disciplines of 

Execution10. One of the disciplines is to Act on the Lead Measures.  

 

To be honest, setting up a marketing metrics system is not easy - it takes time, effort, and know-

how. One place to start is to define your leading indicators. 

 

According to this discipline, there are two types of measures: Lag and Lead. Using our 

framework, the Lag measure would be our Ultimate Outcome (Sales). Lead measures would be 

measures such as Followers (the measurable size of our audience), the number of reviews 

(especially online since those are easily measurable) and possibly the number of visits to our 

website or maybe to events that we host.  
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The lead indicators show us the likelihood that we will have enough prospect, quotes and sales 

at some point later in time (the lag). In other words, if we don’t have an audience that is 

following us, then it is unlikely that we will have any prospects to make a pitch. In contrast, if we 

                                                
10 https://www.amazon.ca/4-Disciplines-Execution-Sean-Covey/dp/0857205838/  
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host an event that is sold out (our lead indicator), it is likely that a percentage of these people 

will request a quote and buy from us (our lag measure).  

 

As a business coach, it is critical that you help your clients figure out indicators that truly lead to 

the desired outcome. Selecting one or two to will help. You can add more later. 

6. Set Targets 

Based on the thousands of books and articles written on marketing and sales, it would seem 

obvious that setting goals and objectives would be commonplace, but this isn’t the case. Very 

few companies have an ongoing marketing metrics system for establishing objectives, tracking 

performance, and evaluating differences between what was planned and what was achieved.  
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The place to start is to establish a marketing metrics system with defined the levels of the 

Customer Acquisition Funnel and related measures. Once you have measures for each level, 

you can start to set targets, and after a few months, you can start to compare targets to actual 

results.  

 

As you get more proficient, you should be able to modify your investments in marketing to reach 

your targets consistently. Logic would say that as you invest more in marketing, revenue should 

increase. Unfortunately, this isn't always the case.  

 

Obviously, as a business coach, one of your primary tasks is to help your clients’ set targets 

related to sales and revenue. In addition to these critical outcomes 

https://unsplash.com/photos/_DPMjChjfLw?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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7. Master the Technology 

One of the most frustrating aspects of marketing nowadays is that it is heavily reliant on 

technology. It seems that a person doing marketing has to be an expert in numerous types of 

software. These include website analytics like Google Analytics or SproutSocial, eNewsletter 

software like MailChimp or ConstantContact, landing pages offered Unbounce or ClickFunnels, 

an email program like Gmail or Outlook, marketing automation like HubSpot or Infusionsoft, and 

CRMs like Salesforce or CopperCRM. The list is endless. Not only do marketers need to know 

how to use each of these tools, but the tools must also be integrated and "talk" to each other - 

this is when things get complicated.   

 
(Photo by rawpixel on Unsplash) 

 

And to make things even more difficult each piece of software keeps changing. It can be 

exhausting.  

 

Some suggestions to make the adoption of technology easier include: 

● Determine your business requirements before procurement 

● Do enough research to know what options are viable for your company 

● Start with free tools and trials first to see what fits with the culture of your company 

● Start a pilot with a few users before expanding across the entire company 

● Take some training before starting the pilot 

● Take more training before rolling out to the entire company 

● Hire a consultant to help with implementation and training 

● Have a plan B and a roll-back procedure before you implement new software 

 

As a business coach, you need to be one step ahead of your clients. Ideally, you will be using 

best practices in your own business so that you can demonstrate some of the technologies and 

https://unsplash.com/photos/UFCVxUC-PqM?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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processes that can be used by your clients. But you may not know what is needed for a client in 

a specific industry. Therefore, understanding the options that are available and the process of 

buying and implementing technology will be critical.   

8. Consider an Advisory Board 

No one is an expert in everything. No one can work tirelessly 24/7. We all have limitations. As a 

result, it makes sense to get help for tasks that we can’t do well, or we don't have time to do. 

 

You can team up with a business partner. You can hire consultants. You can outsource specific 

tasks. There are many options, but most mean that you have to pay for the value that you are 

getting. This can be expensive.  

 
(Photo by Maarten van den Heuvel on Unsplash) 

 

One thing that many companies, especially startups, can do is establish an advisory board. 

Kelly Hoey has written an excellent article for startups and the key questions to ask related to 

creating an advisory board.11 Members of the advisory board can be mentors and provide 

advice to the business owners. They may also have contacts that they can introduce to the 

owners. Also, advisory board members will provide feedback to the owner's plans, strategies 

and tactics. All in all, setting up an advisory board can be a valuable source of ideas and 

support. 

 

                                                
11 https://www.inc.com/kelly-hoey/why-your-startup-needs-an-advisory-board.html  
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As a business coach, you should be a member of the advisory board. You can help the 

business owner and the management team select the right members and prepare for each 

meeting.  

9. Be Smart and Patience  

Years ago, Kenny Rogers had a hit song called The Gambler.  

 

(www.youtube.com/watch?v=7hx4gdlfamo)  

The lines of the chorus are:  

You've got to know when to hold 'em 

Know when to fold 'em 

Know when to walk away 

And know when to run 

 

This advice is as good for people holding the cards for marketing as it is for gamblers. Of course, we 

don’t refer to marketing as “gambling”, but it isn't too much different. Marketing involves a high 

degree of testing. Testing is a fundamental part of marketing. The variables include: 

● Different target markets 

● Different messages 

● Different problems and solutions 

● Different geographical areas 

● Different marketing channels 

● Different price points 

● Different attributes 

● Different formats 

● The list is endless... 

 

https://www.youtube.com/watch?v=7hx4gdlfamo
https://youtu.be/7hx4gdlfamo


 

 

What is consistent is that everything changes and as a business coach you will need to work 

with your client to establish marketing tests that are efficient and measurable.  

 

 

 

 

 


