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Thank you to everyone who responded to the survey that I posted on LinkedIn. We appreciate 
your input. Below are the results of the survey and our analysis and recommendations. 

My mentor and advisor, Joanne O’Connell, has reviewed the survey and contributed considerably 
to this report. Her specialty is market research. Thanks Joanne. https://www.linkedin.com/in/
joanneoconnell/ 

If you hang in there and read to the end, you will learn what I learned from the responses to 
the survey.  We’ll give you a hint with the intent of encouraging you to read to the end. The 
central finding is that most coaches struggle with clients around issues related to Commitment, 
Expectations, and Value. 

However, it is our conclusion that the most important of these issues is Value, specifically return 
on investments (ROI) especially related to the marketing and coaching. Our recommendation is 
that if  business coaches track the investments and the returns in order to prove a positive ROI, 
there should be a reduction in the other issues related to Commitment and Expectations.

https://www.linkedin.com/in/joanneoconnell/
https://www.linkedin.com/in/joanneoconnell/
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Survey Details

Here are the details of the survey:

Dates Conducted: Feb 21-26, 2019 (approximately)

Target Audience: Business Coaches (but not in quotes) who are 1o connections to Jeff Nelson 
(www.linkedin.com/in/jeffxnelson/)

LinkedIn Messages Sent (Audience): 628

# of Responders Who Completed the Survey: 114

# of Responses to the Question: 295 (responders gave multiple answers)

The Question and Options for Response:

As a business coach, what challenges do you have with your clients? 

The client...

1. Has a lack of commitment to the process

2. Can’t see the value or ROI of the coaching experience

3. Has poor communication skills

4. Has trouble measuring the ROI of investments in marketing

5. Rarely pays on time

6. Has a low level of trust in the coach

7. Has trouble with commitment and continually procrastinates

8. Expects the coach to do the heavy lifting in the relationship

9. Expects the coach to solve the problems

10. Is overly emotional

Other: 
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Survey Results
Here’s the chart of all the replies, in the order that the answers were listed in the survey:
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Remove the Lowest 
Responses 

In order to analyze and understand the results, it is helpful to ignore a few of the issues that do 
not appear to be as important as other issues. It makes sense that issues with the lowest number 
of responses are not a major concern for most business coaches. 

As a result, we removed responses that had less than 25 responses. These included:

• #3. Has poor communication skills - 15

• #5. Rarely pays on time - 10

• #6. Has a low level of trust in the coach - 5

• #10. Is overly emotional - 5

Has poor communications skills 
It is possible that a few business managers have trouble communicating with their business 
coaches but with respect to this survey, this does not seem to be an issue, so we will drop this 
issue.

Rarely pays on time
Most business coaches who responded did not feel that on-time payment was an issue. I suspect 
that if clients refuse to pay, the business coach discontinues the services that they are offering to 
that client. Makes sense, so let’s ignore this one.

Has a low level of trust in the coach
If the client has a low level of trust with the coach, then in all likelihood they wouldn’t be working 
with the coach for very long. It is possible that some issues related to trust are actually problems 
with the coaching process. If this is the case, then the solution is to fix the coaching process and 
get it working correctly. Either way, trust was not identified as a critical issue, so we will drop this 
issue as well. 

Comment on Survey by a Business Coach: 

Each of the things you have listed as challenges could be the departure point for 
some really productive coaching. The exception is "Rarely pays on time". The cure 
for that is simple: pay in advance or we don't book the session.
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Is overly emotional 
Respondents to the survey did not appear to identify clients as being overly emotional. This is 
good, and since this is not an issue for the coaches surveyed, we will ignore this issue. 

Other 
We also dropped Other from the final results. 

Revised Rankings
After dropping these five items, the results look like the chart below. This is now based on 234 
responses. The issues are ranked starting with the issue that respondents felt was the most 
troublesome - lack of commitment to the process.
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Group the Remaining 
Responses

It’s possible to take our presentation of the data one step further and combine these data into 
three groups. This isn’t too much of a stretch or a strange assumption. #1 and #7 both relate to 
“commitment”. #8 and #9 both relate to an expectation that the coach will solve a problem or 
provide a solution. #2 and #4 are both about ROI. So grouping into fewer categories makes sense. 
The revised categories are: 

• Lack of commitment (#1,#7)

• Expects the coach to solve the problem (#8,#9) 

• Can’t see the value or ROI (#2,#4) 

The updated chart looks like this:
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A Scenario
Before we proceed, let’s review a possible coaching scenario. This scenario won’t fit with every 
coach but I”m sure that it will resonate with some business coaches. 

A business owner is struggling with a multitude of issues related to running his business. He 
decides to ask for help and calls a business coach who was recently recommended by a friend. 
They meet and in the course of their discussion, they decide to meet on a weekly basis for 
discussions and coaching. After meeting for a few months, the business owner starts to wonder 
what has happened and if there has been any improvement. 

Revenues are still flat. Bills are piling up. A key employee recently quit. And a major customer has 
put the company on “notice”. 

Similarly, the business coach is noticing that the owner has skipped a couple of meetings and is 
often late to those that the business owner does attend. In addition, the business owner has not 
completed tasks even though he agreed and appeared to want to complete specific tasks. And 
to make things worse, the coach has noticed that the client has 2 outstanding invoices that have 
not been paid.

Not every business coach experiences this issue but some may. The question is what to do about 
this situation? The approach most coaches take will be to “work things out with the client”. But 
there may be another approach that would help and that is to prove the value of the relationship 
with numbers and ROI.
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Key Findings
Let’s have a look at the data in the survey. These results are from business coaches themselves, 
not their clients.

It’s fair to conclude from the survey results, after grouping, that there are three key areas where 
the coach/client relationship can breakdown: 

• Commitment

• Expectations

• Value

Commitment
The first issue, Lack of Commitment, is clearly an observation by the business coaches that at 
times the breakdown in the relationship is because of a lack of commitment on the part of the 
client. This was 40% of the reasons for the issues between the coach and the client (93*100/234). 

It’s true that clients may get too busy but ultimately, priorities are what dictate how time is 
spent not the other way around. If there is a lack of commitment on the part of the client then 
the coach needs to look at why this is happening and develop a plan to solve this issue and 
improve commitment. 

Comment on Survey by a Business Coach: 

Sometimes clients expect too much, too quickly related to the outcome they seek 
per the challenges that confront them.

Expectations
The second issue surmised from the data in the survey is that at times the client expects the coach 
to do all the heavy lifting and solve major issues. Many respondents to the survey commented on 
the issue of Unclear Expectations and how critical this was to the coaching process. This was 36% 
of the reasons for the issues between the coach and the client (84*100/234).
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Every relationship involves expectations, and coaching is a relationship. We are all a bit selfish and 
have our own agenda. Most business owners want their business to be successful and make a 
bunch of money. Likewise, business coaches want their clients to be successful. So far so good but 
after this things get murky. Owners want to have spectacular results without paying very much 
for those results. Coaches, on the other hand, want to have valuable time with as many clients as 
possible. And around and around it goes. 

Eventually, the coach and the owner need to agree on a win/win situation where the owner is 
getting results and the coach is getting paid well. And as things get out of alignment, it is the 
coach’s responsibility to initiate a discussion of expectations and facilitate the re-alignment. 

Value
The third issue identified by business coaches in the survey is that at times clients see a Lack 
of Value (ROI) in the relationship or with the investments that are being made in marketing 
and advertising. This was 24% of the reasons for the challenges faced by the business coach 
(57*100/234). 

I can’t help but think that the lack of demonstrable value in the form of a return on the money 
invested is critical. In my opinion, this may, in fact, be one of the key issues between clients and 
coaches. Consequently, if business coaches could demonstrate that there was a return on monies 
invested that the issues of Commitment and Expectations would diminish.

Comment on Survey by a Business Coach: 

Fear is a big factor. They understand the value but taking the step of allowing 
someone into their company is hard.

One Possible Problem
I’m going out on a limb but it is possible that there might be one single issue that clients are 
experiencing. I’m going to suggest that this one issue is that the client is having trouble seeing 
value and coaches are having trouble proving ROI. If this is the case, then there is going to be all 
kinds of related issues that look like problems but are really symptoms of a bigger issue - proving 
Value. 
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The Solution: One Ring to 
Rule Them All

The solution to most of the issues identified in the survey might be simple - just prove that there 
is a positive return on the investments made. In other words, if a coach can prove on a regular 
basis that the investments in marketing and coaching are creating value, it is possible that the 
client’s commitment would increase and their expectations might be more positive. 

If this assumption is true (and it might not be but I’m sticking to it) then implementing a system 
that tracks the ROI of marketing (including fees related to coaching) investments on a regular 
basis may be one possible solution. “One ring to rule them all!” (apologies to J. R. R. Tolkien)

Before we explore a solution for tracking ROI, let’s review some of the questions that arise when 
tracking ROI. These include:

• What is meant by the word, Return?

• What is meant by the word, Investments?

• What is the formula for the calculation?

• Where is the data for each part of the formula?

Answers to these questions should be simple but it is my experience that business owners (and 
possibly coaches) all have different definitions, formulas, data sources, and reports. One way 
of answering these questions is to have a discussion (or multiple discussions) and come to a 
conclusion of what the answers should be for a broad spectrum of businesses. Starting this 
discussion is one of the purposes of this report. Let’s tackle each question sequentially.
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ROI = Net return on investment x 100%
Cost of investment

When it comes to investing in a business coach a business owner (along with the coach) need to 
look specifically at the definition of “return”. It may be to have the business become profitable. It 
may simply be to increase profits. Alternatively, the “return” may be less tangible and be related 
for the business owner becomes a better manager and feels less “stressed” or less “overwhelmed”.

I have asked a few business coaches how often they work with clients to increase revenues and the 
effectiveness of the investments related to generating more revenues. The answer that coaches 
give me is that the challenge of generating revenues, especially more revenues is typically at 
the top of the agenda during meetings with most clients. With this in mind, I want to focus the 
remainder of this report on the issue of measuring value, specifically the return on investments 
related to generating revenues. 

When it comes to generating revenues, the bottom line is that each business is unique and 
every business has to figure out how their company generates revenues. There is always some 
experimenting and testing but eventually every company - if it is successful - figures out what 
investments need to be made in order to create enough revenues to pay for expenses and have 
enough left over for an acceptable profit. 

In marketing, we tend to throw around the term ROI or ROMI, meaning the return on marketing 
investment. I use the phrase “throw around” intentionally because it is my experience that 
very few marketers, agencies, and business owners bother to calculate this number. It is also 
my experience that very few people even know how to calculate ROI for investments related to 
marketing and advertising. Marketing and advertising agencies are the absolute worst because 
they don’t actually want their clients to know the dismal results of their recommendations and 
efforts. Of course, there are exceptions - some agencies are reliable, ethical, and accountable but 
be careful - most just want to get paid for fluff and useless “campaigns”. 

The Formula For ROI And What Is Meant By 
“Investment” And “Return”
The acronym of ROI stands for the phrase Return on Investment. Typically, accountants and 
finance managers use this formula in the context of financial investments where “investment” is 
the amount of money spent on a project and “return” is the net return. 

In this context, a “project” could be an investment in a company’s stock, purchasing an asset like 
a building, developing a new product, or expanding a business into new territory. 
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= ROMI
Revenue - Marketing Investment  

Cost of investment

For example, we could spend $1,000 on a Facebook advertising campaign and track that $11,000 
in revenues (or gross margin) was generated from this campaign. The computation would be 
[($11,000 - $1,000) / $1,000] and the result would be 10. This means that for every $1 (the 
investment) that we spent on this campaign we generated $10 (the net return) in revenues. 

By the way, a net return of $10 for every $1 spent on marketing is a good baseline number. You 
can use this to compare various campaigns and marketing channels. If you have a higher number, 
you are getting a good return. If your number is lower, then you may want to look at alternative 
investments for your marketing budget, in order to get a better return. 

Tracking Revenues as the key measure for “return” in one option. Respondents to the survey 
suggested a couple of alternatives: a) Gross Margin and b) Profit. It is possible to measure either 
or both using Revenue Catalyst. It is up to the business coach and their client. 

Comment on Survey by a Business Coach: 

They place way too much focus and or emphasis on Revenue (which is vanity) and 
not enough focus on Profit (which is sanity).

Let’s get back to ROMI. Measuring the results for investments in marketing isn’t easy until you 
know how. Then, like magic, once you know how, it’s easy. 

We have modified the basic formula so that we can measure the return on investments related 
to marketing and advertising. We define “return” as the revenues generated as a result of the 
investments (the costs) for activities related to marketing and advertising. The formula looks like 
this:
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Where To Get The Data
We have outlined a couple of formulas for ROI and suggested that the formula for ROMI may be 
one strong way to measure the effectiveness of the investment in a coach and/or investments in 
marketing.

The investments in marketing should be pretty easy to collect: just add up all expenses related to 
marketing and advertising. Obviously, all costs related to media buys, advertising, trade shows, 
and third party should be included. Some costs are discretionary such as costs related to people. 
Typically, we include fees for consultants and agencies but we don’t include fixed costs related to 
marketing coordinators and directors of marketing - but it’s up to you. 

Tracking revenues (the return) gets tricky and depends on the company and how revenues are 
generated. If a company receives payment very shortly after an order is made - like a restaurant 
- then we track all revenues received in the month. In contrast, if a company signs an agreement 
with a customer or client for ongoing services (commitments made into the future) then we 
typically track the “booked value” which is the value over the entire term of the agreement (e.g. 
3 months, 6 months, 1 year, or longer).

One coach that I spoke to, suggested that tracking Gross Margin (the margin after Cost of Goods 
Sold is removed) was much more important than revenues. In some situations where the COGS 
is high, this makes sense. 

Ultimately as a business coach, you need to work with your client to determine the investments, 
the return, and the components of the formula that you will use. 
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The Pitch - Revenue Catalyst 
Software

Joanne (mentioned earlier), my business partner, Damon Lebrun, and I have been working on 
developing a system and a software platform to help business coaches track, measure, and 
calculate ROI, specifically related to investments in marketing. The fees that a business coach 
charges could be included. Of course, there is more value to the relationship than just “revenues” 
but this is a good place to start proving value. We call our product Revenue Catalyst. We have 
successfully used this system with the many companies that we work with. 

We are expanding our reach and offering the use of the Revenue Catalyst system and software to 
business coaches. The benefits include:

• Improve the ability to measure ROI, specifically ROMI

• Improve the ability to measure the effectiveness of investments in marketing

• Improve the discipline of making decisions based on data

• Improve communication, expectations, and accountability
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A Caution And An Offer
Our system is not for the faint of heart. Resist contacting us if you have any of these characteristics:

• You don’t like a challenge 

• You don’t like numbers

• You only make decisions based on “gut feel”

• You are not disciplined

• You are not interested in learning a different approach

• You are scared of the truth

• You don’t like change

However, if you want to be an exceptional coach, prove the value of your interactions, and 
generate optimal returns for your clients, then give us a call and we will help you get started. 

Click on this link: https://www.anduro.com/revenue-catalyst

Or if you want, contact me directly:

Jeff Nelson, MBA

jeff@anduro.com

403-703-2247

https://www.anduro.com/revenue-catalyst
mailto:jeff%40anduro.com?subject=Results%20of%20Survey%20by%20Business%20Coaches%20-%20Track%20ROI%20and%20Prove%20Value
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