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2011 Coaches’ Earnings Report

THIS IS A SPECIAL REPORT ON EARNINGS
FOR EXECUTIVE AND LIFE COACHES,
COMPILED FEBRUARY 2011 AS PART OF THE
SIXTH ANNUAL SHERPA EXECUTIVE COACHING SURVEY

It's 2011, and people are getting more attentic ’/ Y The University of Georgia

Training budgets are rising. It's been a long tisice Ayt Center for Continuing Education
we’ve seen such aggressive spending plans.
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AMERICA

i . . CINCINMATI --
The sixth annual Sherpa Executive Coaching Sur  °#evss &€

confrmed what had been reported elsewhe

Everyone sees more money being spent on coachir N ]
the year to come. Substantial increases are expecte ee ey

SCHOOL OF BUSINESS

MIAMI
UNIVERSITY

Behind the scenes, there’s a revolution going Tandy Center for Executive Leadership
Business as usual is not enough. People want n
from their jobs, and they are going to get it.

rpa

Everyone expects demand for coaching to increas OaCh’ng
the coming year. Overall, there will be more clgeta
go around. Hourly earnings are steady or rising. e = </

However, as more coaches enter the field, the nun o
clients served has gone down for the average co T
and annual earnings per coach aren'’t rising asdsst

the total amount of money being spent.

With this backdrop, we present our annual reportcoaches’ earnings, sponsored by the
executive education departments at the Univerdit@orgia, Texas Christian University and
Miami University.
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Executive Summary
S With thanks to our university sponsors, the Shépacutive Coaching Survey is a research project
now in its sixth year. Our general report dealdwesigely with executive coaching. Over the years,
however, we've had a great many life coaches ppatie, as well. As a courtesy to those who take the
time to respond to our annual survey, we inclufgedoaches in this, our earnings report.

This is the longest-running research of its kind. Aich, this survey is uniquely positioned to idgnt
trends that will affect the future of almost everganization. Results are reported each year ahame,
as a service to coaching and the business pulbbcgs.

Here are some highlights:

Training budgets for 2011 will be increasing aighkr rate than we have seen in many
years.(Chief Learning Officer, Nov. 2010)

Demand for executive coaching is on the rise. oiof five executive coaches anticipate
an increase in the demand for executive coachi2§ii, and over half of HR professionals
and business leaders also expect an increase.

After a pullback in recent years, organizationsagain offering coaching to all levels of
management, instead of restricting services tadebnly top line executives.

A vast majority of business professionals see #leevof coaching as very high. The
credibility of coaching increases every year.

Coaching is used more and more often for leadeiddwelopment as opposed to problem-
solving.

In-person delivery of coaching is on the rise.

2011 Sherpa survey responses came from these colsr

This year, we received responses
from over 30 countries. Most of
our respondents are from the USA
and Canada, and the findings are
more readily applied to the
coaching scene in North America.

Once again, this survey was
professionally hosted by IQS
Research, Louisville, Kentucky,
USA. Complete details about the
survey's methodology are
available at the end of this report.
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What Is Executive Coaching?

&g It's not clear to everyone what executive coachieally is. Maybe there are so many kinds of
y coaches, and so many people adopting the nameijt thats confusing. An executive coach in

Denver, Colorado tells us: “The integrity of exeeetcoaching is being compromised by
individuals who call themselves coaches and ailgy/rieasiness consultants or trainers.”

Let's draw some lines. There are three broad aoéaaching: sport, personal and business-related
coaching. At Sherpa Coaching, we are all businbas,we used the term ‘executive coaching’ to
distinguish this activity from “business coaching/hich most commonly refers to consulting actigtie

Here’s a widely-accepted definition of executivadaoing:

“Executive coaching means regular meetings betweeusiness leader and a trained facilitator,
designed to produce positive changes in busindssvime in a limited time frame.”

This definition clarifies:

- who coaches at Trained facilitators
- what coaches d Produce positive changes in business behi
- when things happe On a set schedule within a limited time fra

Executive coaches, as a general
do not share their own experience (as do mentors).
do not give advice (as do consultants).
do not impart specific knowledge (as trainers do).
avoid personal issues (the role of a counseloraghst or life coach).

* definition from The Sherpa Guide: Process-Dri¥ecutive Coaching' (Thomson 2005), used by

Action Coach.

Coaching News

European Foundation of Management Development
Executive Coaching Summit Australia

Leading Coaches Center

Organization Development Journal
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Who Gets A Coach?

trend toward coaching for senior executives onty

a trend away from coaching for leaders at all keve
If this is a function of tight budgets and a leacoreomy,
we’ll see further changes in our 2010 study.”

V Two years ago, our 2009 report noticed: “ . . ghdli

That's exactly what happened. Last year, coachiras
provided ‘at all levels’ far less. In fact, we saw20%
reduction in the broad use of coaching in just weel

An executive coach inNew Orleans,
Louisiana (USA) offers: “Coaching is
growing. As more people recognize
the need for inspiration and guidance,
the more they will see coaching as

method of gaining self-confidence anc
moving towards a higher aspiration. “

months’ time.

In this 2011 report, we see a complete reversghelast two years. Coaching for leaders at akleis
back to where it was three years ago, providingemresources for, and more ‘power to the people’.
Executive coaches report that they provide senacesss the chain of command almost half of the.tim
Both new entrants and veteran coaches report the s&perience.

Who gets a coach? 2011 Sherpa survey responses:

Top line
execs
only

Coaching at all levels

Include
senior
mgrs.

O ehllale S HEEGLEIEREIE  Coaching at all levels is still down slightly frothe peak we saw in our
S| EVESEERETS @ e 2006 report. The economy is a factor. An executivach in Seattle,
W I ES SV E R Washington  (USA) voiced this concern: “The desi fa trusted
VR EBo NSl [BER)  collaborator/coach is  growing. However, the curreshtallenge is
room to grow. navigating within the constraints and fears of #isnomic climate.”
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Demand for Coaching

V It's nearly impossible to know how much coachinggsing on, or how much revenue it

generates. There are estimates floating aroundsé®ah to get increasingly higher. This year, for
the first time, we asked both coaches and buspredessionals to predict the demand for coachirthén
coming year. Our respondents gave us their ansaiensyg with quite a few detailed comments. Thel tel
us that the economy has affected the amount ofhcagcaking place, where coaching is directed and
how much coaches earn.

In addition to those changes caused by the econtirage will be changes in the demand for coaching
due to purchasers’ awareness of coaching anddkgeeriences, both positive and negative.

What will demand for coaching look like in the comiyear? Executive coaches are, on the whole, much
more optimistic than their customers. Almost eighit of ten executive coaches are forecasting an
increase. Only half of other business leaders s@ecaease in the coming year.

Will demand for coaching change this year? 2011 Shga survey responses:

®m business l[eaders M coaches

decrease

stay the same

increase

This is the first time we have asked about demanddaching. It's a question we will ask in upcogin
surveys. If our respondents’ predictions proveda@bcurate, then executive coaches will have dithegp
indicator’ that helps them in planning for theirsinesses.
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Who's Paying for This?

Employers are increasingly footing the bill for chang, as opposed to clients paying for services

out of pocket. The number of executive coaches wport employers paying for some or all of
their engagements reached 81% this year, a recordur survey. Globally, coaches working
exclusively with ‘employer-paid’ clients are nows%®f the population, up from 4@in our 2006 report.

Employers are paying for a larger percentage ofluog engagements
but it appears to be a larger piece of a smaiker p

Executive coaches and life coaches alike are tatang of fewer clients
this year, and far fewer private pay clients. Timght be a result of
individuals making hard decisions in a tough ecoyoand dropping
coaching services they once paid for themselves.

Comments from a Coacl

Coaching continues to be &
powerful experience for
those who choose to take i
on. Would like to see rates
higher so that | could
actually earn more of
living doing it. | think the
service is undervalued.

Executive Coaches: Percentage of engagements by smurce
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How much do people pay for executive coaching? Li#ss in years past. The number of HR
professionals who paid $300-$500 per hour droppeah fL7% of the market down to 12% in our 2011
report.

Organizations are starting to build internal coaghstaffs at an impressive rate. Last yeas, of
organizations who hired coaches used internal seipioviders (staff coaches) exclusively. That nem
is up to 9%. This tells that one in twenty firmsstswitched to coaching exclusively by internal fstaf
the past year.

When you look at firms who use internally coachiisee ‘always’ or ‘usually’, the number jumped from

23% to 33%, supporting the assertion that intecoaiching staffs are building their market shares 11
use external coaches only, same as last year.

Life Coaches: Employers more important as private py base shrinks.
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Annual Earnings for Executive Coaches

More experience means more money for executivehasa Veterans make far more than new
entrants. But that doesn’'t mean that everyone maiags money every year. From 2008 to 2010,
coaches’ earnings fell for year on year, regardbiédsngevity.

This year, the slide was halted, at least to aededtarnings dropped for new entrants and ten-year
veterans, but stayed steady or rose slightly faches in business between three and ten years.

Annual earnings for executive coaches, by the lerfgbf time in business:
(Up until 2009, we did not categorize ten-year raate separately.)

HO0to3 MH3to5 ES5tol0 HE10ormore

2011

For coaches in business less than 3 years, eardingped significantly for the second year in a.row
Hourly rates fell slightly, and the number of clierserved dropped by almost 20%, taking annual
earnings from the $60K range down to $48K.

Average annual earnings were down for coachessmbss between five and ten years, at around $105K.
A slight increase in billing rates was offset bgirap in the average number of clients seen.
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Last year, we started to split results for coachiéls more than 10
years in the business. Their annual earnings %&48,000, but Comments from a Coacl
fell to around $110K this year. Despite a relagvamall sample,
the data we collected shows a definite drop, eveugh the | EalsloleRIEE RS EET o B =10 o]
number of clients they served stayed constant. me financially. 2010 has not beer
) ) as profitable. | am seeing more
Coaches’ educational background seems to influéme@umber private coaching requests than
of clients they work with and who pays the bills.eWlivided corporate coaching requests.

coaches in to four backgrounds: find that companies are not
. o making the financial
formal classroom training and certification, commitment to coaching they

personal experience, once did.
formal education unrelated to coaching and
self-study or online training.

Who has the most clients? Coaches whose backgisupérsonal experience’. These coaches are more
often veterans with 10 or more years of experiefibey started when training and certification was n
widely available, and the best of them have stagdulsiness. Accordingly, they have more clients, o
average working with 7.35 clients per week.

Classroom certified coaches run a close secortlpatclients served each week. Those who wereettlain
online or relied on self study see 6.53 clients kiieeand those whose formal education is unrelated
coaching average 5.75 client visits a week.

Who has more employer paid engagements? Againth€ veterans who started before training was
widespread. Among coaches with specific traintcigssroom trained and certified coaches get more of
their paychecks from employers.
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Executive Coach Earnings in North America

For years, we have been able to break out answdrattitudes about coaching by country and by regio
in the US. Coaches’ hourly rates, client actiatd annual earnings by region stacked up, region by
region, the same way they did last year. Regiotis wer rates remained low. Regions with highntlie
activity remained high. Annual earnings by regicgrevpretty much the same.

Here’s how annual earnings look by region.

North American Coaches'
Annual Earnings

Region Annual

; 130,000
edarnings
Midwest 5 129910 3120,000
Southeast % 126123 $110,000
Morthwest 3 126,082
$100,000
South Central 5 116,039
Northeast 5 00406 $90,000
Canada 5 97 7H8 $80,000
Southwest 5 31,209
$70,000
$60,000
& & & ‘9&"}' Q\{‘} & ‘:\ef}
c? ‘}\b & & 3 = 53
<® < & X P
.:}CI

Annual earnings are a function of two things: hpudtes and hours worked.
Our top three regions for annual earnings werdvitsvest, the Northwest and the Southeast.
The Midwest has higher hourly rates and mid-rardigaiccounts.

The Northwest has low rates and very high clienint®
The Southeast has mid-range rates and high cloemntts.



2011 Coaches’ Earnings Report

Here’s how average hourly rates look across regions

Client counts may reflect competition in a given aga: market saturation.




Executive Coaching: The Big 8 Metro Areas

Again this year, we asked coaches to tell us timeitro area. In North America, eight metro areasdto
out, providing us with the largest sample for imhation about the rates coaches charge for sersiogs
their annual earnings.

Here are the ‘Big 8’ metro markets for executivedung in North America, and the average hourly
rates coaches charge in each city.

Our sample is relatively small, so we report witlmg@ caution. However, these rates, except for g swa
between New York and Chicago, appear in exactlystmae ranking as cost of living indices for these
metro areas.



Executive Coaching: The Big 8 Metro Areas

Hourly rates are one factor. Coaches who chargmtigt tend to make the most. Equally important is
volume: the number of clients coaches see in arageenveek. Denver, which showed our lowest hourly
rate, ranks fifth in annual earnings, because @keraoaches there have the highest number oftslien
served. New York, tied for the top hourly rate, &snmn sixth in annual earnings, because coaches, the
as in Dallas, serve the lowest number of clientsyeek, at 5.5.

Here’s a side-by-side chart that shows both t@taliags and service volumes for our ‘Big 8’ metro
areas. Earnings are show in thousands of USD$qaer alongside executive coaches’ typical number o
clients seen per week:

This information may help executive coaches withipg strategies, because lower rates seem taecrea
higher service volumes.



Annual Earnings for Life Coaches

The Sherpa survey is about executive coaching. @eeyears, life coaches have participated at a
level we can't ignore. Accordingly, the findings weesent for life coaches are set forth as a
courtesy to the industry, which lacks other sounfeaformation.

Here's the way life
coaches’ annual
earnings have
looked, by seniority,
for the last five
years.

Over the last three
years, we have seen
a drop in earnings
for life coaches in
business 3 years or
less. In 2010, their
hourly rates hit a
record low, at $114.
Rates rebounded
slightly for 2011, up
to $120. Annual
earnings also rose
slightly.

Two years ago, earnings for life coaches in busii3eS years plummeted, losing over 40%. Coaches in
business 3 years or longer earned slightly moteykes and again this year. Client counts are Wi,
SO earnings are up, even though hourly ratesifieleh percent, to $150 per hour.

On a positive note, earnings for veterans, thodeusiness over 5 years, jumped significantly tigary
setting record highs. Life coaches’ earning powereases after 10 years, and exceeded $100,008efor
first time.

A cautionary note: These figures are self-repotbgdlife coaches who took the Sherpa executive
coaching survey, and our sample size may creat@rgimof error of 10 percent or more. The informati
is important enough that we feel compelled to repor



Survey Methodology

Each year, we review the way our survey is desigfen six years, we have
solicited help in survey design from the execugdecation programs at five major
universities. In addition, we rely on Shawn HerlRyesident of IQS Research in
Louisville, Kentucky. Mr. Herbig and his researelain offer solid advice any time
we consider additions or changes to the survey.

A leading authority on coaching and mentoring, Reyr of Peer Resources (Victoria, BC, Canada), has
described the Sherpa Executive Coaching Survethastiost method-sound in the industry.”

An American executive coach from the Southeast diskd would like to know the population you
targeted for the survey, so | will know how to urgland the results. Is it your clients, your tess, or a
broad base of coaches and individuals? “

Here’s your answer: Invitations were sent by enwad variety of lists. The Sherpa Coaching listudes
executive coaches, human resource professionalsthads interested in the broad field of coachiffys
mailing list has been a work in progress since 1#%8ail invitations were also sent to mailing liseld
by several university executive education progrants to university alumni lists.

Participants in all earlier surveys are alwaystewito take part in current research. Anyone wheives
an invitation to participate can forward the sunliex, allowing for people to ‘opt in’ to currentnd

future research. In effect, anyone who knows abweisurvey can participate, and invite others tsalo
Thus, we believe any latent inequities have beakesiout of the invitation list over the last fiyears.



Who Responds To The Survey?

Executive coaches made up two-thirds of our respotsd

Human resources and training professionals prosfmeit 10%

of our responses, as do life coaches and otheegsioials.
Coaching clients and those who purchase coachivices round out
the poll. This year, 40% of our respondents were a1 Sherpa’s
original list of invitees.

Nearly 700 people responded to this survey, pragih margin of

error of less than 4%. The accuracy of the surgegiso confirmed by comparison with responses from
five previous years’ research, allowing the conétion of trends over time. Based on an ever-iningas
body of knowledge, the 2011 survey accurately ifieatchanges and trends in industry practices.

Participating companies included:

Bank of America Participating universities included:
Campbell's Soup Columbia University

Duke Energy Duke University

H. J. Heinz Indiana State University
L'Oreal North Carolina State University
Miller Coors Penn State University

Oracle University of Kentucky

Pfizer University of Louisiana

Target University of Pennsylvania
Toyota University of Pittsburgh

University of St. Thomas

Technical contact: Media contact:

Shawn Herbig, President, Karl A. Corbett, Managing Partner,
IQS Research Sherpa Coaching LLC

308 North Evergreen Road, #140 P O Box 417240

Louisville, KY USA 40243 Cincinnati, Ohio USA 45241
(502) 244-6600 - (513) 232-0002,

mailto:sherbig@igsresearch.com mailto:kc@sherpacoaching.com



Sherpa Executive Coaching Survey Sponsors

Sherpa Coachinig based in Cincinnati, Ohio, USA.

For managers and executives, Sherpa offers oneercaaching.
For leaderships groups and teams, Sherpa condockshwops based on their university texts.
For coaches, Sherpa offers training and certificatin campus at several major universities.

Custom programs are available on site. More infoionas available at www.sherpcoaching.com

The University of Georgia Center for
Continuing Educatioin Athens, Georgia,
USA, provides programs and services which
connect the University with lifelong learners
throughout the world.

The Center designs, develops and delivers a vasfetgucational programs to meet the learning neéds
a diverse population. With a luxury hotel, restatsameeting rooms and banquet facilities, The €ent
offers a dynamic learning environment for classesjferences or special events. More information at
georgiacenter.uga.edu/is/coach.

Miami’'s Corporate & Community Institufdn West Chester,
Ohio, USA, provides customized programs taught bgoee

group of instructors and consultants who are higsiylled

educators, researchers and experts in their fields.

They leverage their business expertise and fiefdth@esearch to expose participants to multiple
perspectives and challenge their thinking on mangls. The result provides learners with knowledge,
tools and techniques that can be applied back efetinto enhance productivity. Visit
regionals.muohio.edu/cci/ for more.



Tandy Center for Executive Leadership

at Texas Christian University, Fort Worth,
Texas, USA, provides executives with training
and development opportunities to help them
advance their professional and leadership
effectiveness.

The Center provides high-level training customitzedlient needs; consulting services that produce
relevant results, and executive coaching to hefpeae tactical goals.

Headquartered in Louisville, Kentuckyp)S Researcdelivers research
on markets, customers, and employees, with stugigigned to identify
issues and opportunities, and map a path to success

IQS Research collects and analyzes data to praveaformation needed for reliable, fact-based
decisions that lead to profitable outcomes. Fotauer satisfaction, employee feedback and market
studies, visit igsresearch.com/services.htm. tlR@iCenter for Healthcare Reimbursement, go to
www.center.igsresearch.com/



