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The research was undertaken by Dr Natalie Cunningham 
on behalf of Coaching@GIBS in the Personal and Applied 
learning department (PAL), part of the University of 
Pretoria.

PAL is both a centre of excellence and a business unit, which 
focuses on coaching and facilitation as unique and valuable 
modes of learning in a business school. 

We believe that learning must be personally meaningful 
for it to be valuable. Personalised learning methodologies, 
such as coaching and facilitation, are built into most of the 
programmes at GIBS because of how they enhance learning’s 
impact and sustainability. 

The PAL business unit delivers individual executive 
coaching services as well as specialised programmes on 
how to become a coach, mentor or facilitator (including 
professional coach training). The centre houses over 100 
of South Africa’s best coaches and facilitators, generates 
research and thought leadership (in coaching and 
facilitation), and ensures best practice in how the coaching 
and facilitation is deployed across the School. PAL has a 
keen interest in how coaching is developing as a profession 
and practice, and as a leadership development tool. 

• The World Economic Forum reports that the Fourth Industrial 
Revolution (4IR) is about empowering people, not the rise of 
machines. They predict that the need for “human skills” will 
grow across all job sectors in the future. To be future-ready 
in organisations where we have transitioned from command-
control management styles of the past to an emphasis on 
managing interpersonal relationships, these human-centric 
skills are what make better leaders. Coaching is a crucial 
leadership development tool for these human skills and is fast 
becoming the desired management and leadership approach of 
the future. 

• Research indicates that there is an 88% improvement in 
impact if a management development programme includes 
both classroom teaching and a form of personalised learning 
like coaching. 

• The “70-20-10” learning principle asserts that 10% of learning 
occurs in a classroom, 20% occurs through supportive 

Coaching @GIBS

Why?
relationships like coaching and mentoring, and 70% occurs 
on the job. PAL uses coaching to support the additional 20% 
learning as well as to support on-the-job learning in the flow 
of work, through developing an organisation’s management 
coaching and mentoring skills.

• In complex, hyperconnected and competitive business 
environments, and with the emerging 4IR, digital dominance 
and multigenerational workplaces, it is increasingly 
important for organisations to cultivate human-centric skills, 
motivated personal performance and the adaptive capacity 
for continuous learning. 

PAL specialises in leadership development modalities like 
coaching that enable agile and individual capacities for individual, 
organisational and societal impact. To contribute to the ever-
evolving profession of thought leadership as well as debates in 
coaching, PAL commissioned this set of GIBS coaching Landscape 
Index reports for buyers of coaching, coaches and coachees.
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1. Introduction
RESEARCH 
METHODOLOGY
This report provides an overview of the key findings of a 2018/2019 
study by GIBS undertaken by Natalie Cunningham. The study was 
launched in October 2018 and has several phases to the research 
project. This report focuses on the Coach Survey.

This is one of several reports that will be published during 2020.There 
are three separate surveys, and collectively each of these surveys will 
culminate in a GIBS South African Coaching Landscape Report.
• Survey 1 focuses on the coach and the perceptions and experiences 

of the coach.
• Survey 2 focuses on the coachee/coaching participant. This looks at 

the experience of being or of having been coached.
• Survey 3 focuses on the buyer of coaching services with the 

corporate and public sector.

Surveys 1, 2 and 3 collectively form the GIBS Coaching Landscape 
Report for 2020.

The aim of the research was to understand the current coaching 
landscape in South Africa. This is the first comprehensive study 
that integrates and understands coaching from three different 
perspectives – coach, coachee, and coacher buyer. It allows us to 
understand the state of play in coaching, combining insights from the 
various stakeholders in the coaching process. 

The surveys were designed in a collaborative way, drawing on and 
respecting the knowledge and insight of the coaching stakeholders. 
Initially, the researcher sourced and read a variety of coaching surveys 
conducted throughout the world to understand the global context and 
landscape of coaching. Subsequent to this, a first draft questionnaire 
was structured in each of the categories mentioned above. Next, focus 
groups with each stakeholder group were held and input from the 
different stakeholders informed the subsequent research design. The 
questionnaires were piloted with the various stakeholder groups and 
a final design was adopted per survey group. The research design and 
process were submitted to GIBS for ethical clearance and adhered to 
all ethical guidelines as specified by the University of Pretoria.

The survey was launched on 15 October 2018. The survey was 
promoted through two established professional coaching bodies 
in South Africa to their membership – COMENSA and ICF (South 
Africa). Knowledge Resources, a conference organiser and publisher 
in the HR, learning and development, coaching, and organisational 
development space, also shared the research link with their database. 
GIBS sent the link to all coaches on their database including the 
professional associates, who are more experienced coaches. GIBS 
also sent the link to previous students who had attended learning and 
management programmes where coaching had been provided.

The questionnaires took between 25 and 40 minutes to complete. 
Many qualitative questions were included, as no previous studies 
could be used to guide the questionnaire design – e.g., rates 
coaches were charging. In total: 

• 42 coachees completed the online COACHEE 
questionnaire. 

• 98 coaches completed the online COACH 
questionnaire. 

• 20 buyers of coaching services completed the 
online BUYERS questionnaire

THE STRUCTURE OF THE REPORT
There are five sections:
1. Defining coaching and mentoring
2. Biographical data of the coaches
3. Coaching practice – more about the coach
4. Biographical data of coachees/coaching participants
5. Coaching practice – about the coaching process

Each section begins with a highlighted block, which summarises 
the findings from that section. If, as a reader, you only want high-
level data, just read the summary blocks. The information after 
each summary block provides the details and some commentary 
as well as shows the data through an illustration or table.

An integrated report summarising the key findings from 
the three surveys and including some recommendations is 
available. This report provides the detail for the coach survey.

If you are interested in high level findings of 
all three surveys, with GIBS interpretive input, 
please read the integrated report: The GIBS 
coaching landscape report. If you would like to 
delve more deeply into individual findings, or 
detail, then read the individual surveys. All can 
be found at: https://www.gibs.co.za/coaching/
pages/coaching-resources.aspx

https://www.gibs.co.za/coaching/pages/coaching-resources.aspx
https://www.gibs.co.za/coaching/pages/coaching-resources.aspx
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2. Demographics of buyers 
of coaching services

OVERVIEW AND SUMMARY OF FINDINGS OF 
DEMOGRAPHICS OF BUYERS
Forty-eight per cent of the coaching from this group of 
respondents come from two dominant industries – the 
financial services sector (24%), and the consulting 
industry (24%). The transporting, engineering and 
education sectors were at 12%; and the wholesale and 
retail, media/advertising and agriculture forestry sectors 
were at 6%. The reason for this cannot be extracted from 
the data, but we can note and be curious as to the possible 
reasons for this trend. 

The geographic footprint of the companies that the 
buyers of coaching represent vary in that 25% are 
regional companies operating in South Africa, 35% 
are national companies only operating in South Africa, 
and 40% are global companies operating across more 
than one continent. The coaching is thus spread over 
global companies (40%), national companies (35%) 
and regional companies (25%). Curiously, this raises the 
question of what stops regional companies from investing 
in coaching? Is it linked to the modality of virtual 
coaching not being used much or is it the availability of 
coaches in different African countries? These are items to 
explore as we try to understand this observation.

In terms of the number of employees, the majority 
of buyers who responded to the survey represented 
companies with less than 500 employees (11 companies). 
Six companies had between 500 and 5 000 employees and 
three companies had over 10 000 employees. Coaching is 
taking place in organisations of all sizes.

Coaching is also taking place across all sizes of 
organisations in terms of revenue. Fifteen per cent did not 
know or chose not to share revenue; 15% was generation 
revenue between R1 billion and R10 billion; 20% had 
between R100 million and R1 billion revenue; 25% had 
between R10 million and R100 million revenue; and 25% 
had between R0 and R10 million revenue.

The respondents represented 31% learning and 
development managers, 19% chief executive officers 
(CEOs) or managing directors (MDs), 19% head of human 
relations (HR) or human capital, 13% talent managers, 
13% organisational development (OD) managers, and 6% 
leadership development managers.

No respondents from the government sector completed the 
survey. The government remains a large employer of people and 
it must be noted that this survey does not reflect their view points 
on coaching. Financial services and consulting services represent 
48% of industries in this survey.

The following question was asked, “What is your organisation’s 
geographic structure? Global – across more than one continent, 
Regional (multinationals – across more than one country in 
Africa) or national (only in one country)?” See Figure 2 below for 
the results. 

Figure 1: Industry

Agriculture/Hunting/
Forestry/Fishing 

Media/Publishing/
Advertising

Wholesale 
and retail 

Education

Engineering

Transport/Logistics/Storage
Consulting

Financial 
services

24%

24%

12%

12%

12%

6%
6%

6%

In the survey, the respondents were asked to indicate which 
industry most closely matches their organisation’s activities. A 
list of 20 industries, plus a space for “others” was provided. The 
results are depicted in Figure 1 below.
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At 40%, global companies have a slight edge in terms of 
respondents in this survey, but 35% of organisations were 
national, and 25% regional. Organisations of varying sizes are 
engaged in coaching interventions. 

The respondents were asked about the size of their organisation 
in terms of numbers of employees in South Africa. See Figure 3 
for what they had to say.

Fifty-five per cent of smaller organisations – less than 500 
employees – are engaged in coaching interventions. This is 
followed by organisations with 500 to 5 000 employees (30%). 
Therefore, 85% of organisations that use coaching have 5 000 
or less employees

One of the questions in the survey was, “What is the size of 
your organisation in terms of revenue in South Africa?”. See the 
respondents’ answers in Figure 4.

Figure 3: Organisation size

0-500

500 - 5 000

5001 - 10 000

10 001 - 20 000

20 001 - 50 000

50 001 - 100 000

Over 100 000

We do not operate 
in South Africa

55%

30%

0%

0%

0%

0%

5%

10%

Figure 2: Geographic Footprint

Global (multinational 
across more than one 
continent)

National (operations in 
only one country)

Regional 
(multinational 
across Africa) 

24%

24%
25%
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Figure 4 confirms that all sizes of organisations in revenue 
engage in coaching.

The results in Figure 5 depict the respondents’ answers to 
the following question: “What is your primary function at the 
organisation?”

Learning and 
development manager

CEO/MD

Organisational  
development manager

Leadership development 
manager

Head of talent/talent 
manager

Head of human resources/
human capital/people

25%

6%

13%

13%

19%19%

Figure 5: Primary function

The buyers of coaching are primarily learning and development 
Managers (31%), but CEOs (19%) and HR (19%) also make these 
decisions supported by the heads of talent management and OD 
(13% each). This aligns with the reasons for coaching primarily 
being that of leadership development, career management 
and personal development, supported by a strong focus on 
performance.

Figure 4: Organisation revenue

0 - 10 million

10 - 100 million

More than 10 billion (0%)

I don’t know

1 - 10 
billion

100 million 
- 1 billion

20%
25%

25%
15%

15%



Gordon Institute of Business Science  7

3. Defining 
coaching and 
mentoring

The definitions were very similar and the understanding of 
coaching was seen in a similar light, with the exception of 
one person who saw coaching as on-the-job training. If the 
inputs were consolidated to form a definition, the definition 
of coaching as identified by organisations in South Africa 
would be as per below.

Coaching is a collaborative, thinking partnership in a 
safe space where the coach assists the coachee to make 
decisions. This is done through an egalitarian helping 
relationship, which supports individual learning; finding 
of solutions; and solving of problems in a systemic 
manner. The outcome will be career development, team 
development and performance enhancement, and will 
be balanced with personal growth. The coaching takes 
place within the context of the organisational strategy, 
workplace effectiveness, and growing managers and 
leaders. The purpose of coaching is personal growth, 
learning, managing careers and performance, as well as 
unlocking personal potential.

The terms “advise”, “guide” and “assist” were used most 
frequently in describing the role of the mentor. Many 
people spoke about the mentee/protégé being more junior/
less experienced and the mentor being more experienced. 
The definition stated: 

Mentoring is a process whereby a more experienced or 
knowledgeable person transmits his/her knowledge or 
experience to a more junior/less experienced member 
of the organisation in order to develop role-specific 
competence.

It is useful to understand what organisations – particularly the 
buyers of coaching services – see coaching as, so the survey began 
by asking the buyers to define coaching. This section looks at their 
definition. The buyers were also asked to define mentoring. There 
was a very high consensus and agreement about the definitions. 
The detail is described in section two below, but a key component 
is that coaching is seen to be a more equal partnership; whereas in 
mentoring, the mentor is seen as more experienced and a subject 
or organisational subject matter specialist.

OVERVIEW AND SUMMARY OF 
DEFINITION OF COACHING AND 
MENTORING FROM THE BUYERS’ 
PERSPECTIVE
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3.1. Defining coaching

Participants were asked to define coaching in their own words. 
The question was phrased, “In your own words, could you define 
coaching and how you see coaching? We are not looking for a 
singular correct definition, but rather wanting to understand how 
different coaches define it. Please understand that this question 
has no right or wrong answers.”

In analysing the array of answers, it became clear that definitions 
varied in their focus. The definitions focused on the purpose of 
coaching, the process of coaching, and the specific outcomes 
of coaching. It was felt that the most appropriate framework in 
which to analyse the definitions was the framework developed 
by Cunningham (2017). It has various components, but does 
not project any methodology or theoretical bias on these. The 
components of coaching that were identified are:
• The coach;

• The client/coachee/executive;

• The context (the business world in which it took place);

• The coaching process;

• An outcome with perceived benefits and challenges; and 

• A purpose for coaching. 

Aspects that related respondents shared 
in relation to the coaching process are 
highlighted below.
• Being in a safe space – this includes a space where a 

person can be vulnerable
• A thinking partnership to bounce ideas off of.
• Sharing knowledge to assist clients in making 

decisions
• An egalitarian helping relationship
• A collaborative, focused conversation/interaction
• Supporting individual learning
• Finding solutions/solving problems
• A systemic process
• A learning process
• Facilitating and partnering in growth of coachee

In terms of coaching outcomes, the 
following points were mentioned:
• Career development
• Positioning leaders for change responsiveness
• Enhancing the development of leadership teams and 

talent pool
• Enhancing performance
• Personal development and growth 

The context was mentioned broadly 
often, such as:
• Managers grow as leaders/a more robust workforce
• Be more effective and efficient in the workplace 
• Align to organisational strategy/enhance 

organisational effectiveness

The aspects mentioned under coaching 
purpose included the following:
• A career development initiative, which allowed for 

development in terms of self-awareness, reflection 
and setting of personal and professional goals

• Unlocking a person’s potential to maximise their 
performance

• Personal growth 
• Learning 
• Achieving performance 

The definitions were very similar and the understanding of 
coaching was seen in a similar light, with the exception of 
one person who saw coaching as on-the-job training. If the 
inputs were consolidated to form a definition, the definition of 
coaching as identified by organisations in South Africa would be 
as per below.

This is represented graphically in a framework that guided the 
analysis in Appendix D.

Much debate has taken place over the fact that coaching 
definitions vary. If the same aspect/component is being looked at 
(e.g., outcomes), there would be fewer differences emerging. 
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INTEGRATED DEFINITION OF COACHING  
(BASED ON RESPONDENTS’ CONSOLIDATED 
RESPONSES)

Coaching is a collaborative, thinking partnership in a safe 
space in which the coach assists the coachee to make 
decisions. This is done through an egalitarian helping 
relationship, which supports individual learning; finding of 
solutions; and solving of problems in a systemic manner. 

The outcome will be career development, team 
development and performance enhancement.  
This will be balanced with personal growth. 

The coaching takes place within the context of the 
organisational strategy, workplace effectiveness and 
growing managers and leaders. 

The purpose of coaching is personal growth, learning, 
managing careers and performance, as well as unlocking 
personal potential.

The definition is comprehensive and is highlighted in the 
different colours to reflect the different components.

Blue - The coaching process

Pink - The coaching goals/outcomes

Green - The context (within which coaching takes place)

Brown - The purpose of coaching

Participants were asked to define mentoring in their own words. 
The question was phrased as follows: “In your own words, could 
you define mentoring and how you see mentoring? We are not 
looking for a singular correct definition, but rather wanting to 
understand how different coaches define it. Please understand 
that this question has no right or wrong answers. There may be 
different components. Please feel free to elaborate and expand 
your answer. If you want to share the relationship with mentoring 
to coaching (if you see one) this would be appropriate to share. 
Difference or commonalities could be noted.”

The terms “advise”, “guide” and “assist” were used most 
frequently in describing the role of the mentor. Many people 
spoke about the mentee/protégé being more junior/less 
experienced and the mentor being more experienced. Comments 
included: “The mentor is an experienced and successful person, 
who is able to share their knowledge and experience with a 
younger of less experienced person as a way of accelerating their 
development professionally and personally”; and “Mentoring is 
the relationship that exists between an individual and someone 
experienced in the development area requiring focus, usually 
business-related. The person is generally from within the same 
business or industry. The focus is on sharing knowledge and 
experience in an advisory type of way.”

Mentoring was seen as a trusted advisor upskilling an 
organisation’s future pipeline. It was perceived to be linked 
directly to the job role and function and the focus was on skills 
and improving the ability to do the job. When mentoring was 
contrasted with coaching, respondents spoke about mentoring 
being about teaching and providing solutions, whereas coaching 
was helping people find their own solutions and about learning. 
One respondent said: “However, as with coaching, the mentee 
should be encouraged to find their own answers.” All respondents 
defined mentoring in the same way, with the exception of one 
respondent who defined mentoring as, “Not on-the-job training, 
as the person being mentored is often not part of your own 
company and no technical/functional skills are included. Focusing 
on wider leadership and development training to benefit the 
individual.” This was the same respondent who defined coaching 
differently. There are occasionally instances across industries 
where terminology is different (e.g., in the mining industry), they 
historically referred to the more experienced person who did 
on-the-job training as a coach. Therefore, these industries have 
a historical legacy that influences the definition. This might be 
the case in this respondent’s response, although one cannot be 
certain of that, but may offer it as a possible reason.

3.2. Defining mentoring
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DEFINITION
Coding with gerunds is a technique used in coding in grounded 
theory studies. This technique was used to analyse the qualitative 
answers. Gerunds are words formed from verbs that act as nouns. 
The benefit of coding with gerunds is that they help provide a 
strong sense of action. By looking at the actions, it assists us in 
developing theoretical sensitivity and understanding process 
(Charmaz, 2014). These words show us how coaching and 
mentoring are contrasted.

Gerunds used when describing coaching –  
the actions that happen in coaching

Improving Aligning (to organisational strategy)

Helping Helping

Amplifying Facilitating

Building Partnering

Unlocking Creating (a safe space)

Collaborating Reflecting

Understanding Co-creating

Table 1: Gerunds used when describing coaching and mentoring (derived from respondents)

Gerunds used when describing mentoring –  
the actions that happen in mentoring

Advising Teaching

Guiding Assisting

Transferring Imparting

Sharing (knowledge) Telling

Upskilling Transmitting

Showing Assisting

Demonstrating Ensuring (knowledge)

Some gerunds/actions overlapped and appeared in both groups. 
These included supporting and developing. The difference 
based on the gerunds highlights the nature of the relationship. 
The words used for the mentor – such as showing, telling, 
teaching, providing, and advising – imply a level of expertise, 
which can be extended to an assumption that mentors are 
more experienced and knowledgeable than the mentees, as 
they watch, listen and learn. The gerunds for coaching are 
more based on a relationship of equity and include words like 
collaborating and partnering.

When companies are deciding whether to implement coaching 
or mentoring programmes, it would be very useful to think of 
these descriptions and use them as a guide to choose which 
intervention to use. If you want to cement skills, direct and 
inform specific behaviours, then mentoring would be the route 
to follow. Alternatively, if you want to challenge assumptions 
and heighten awareness, then coaching would be the obvious 
choice.

In defining coaching, very little was stated about the coach’s 
characteristics; whereas in defining mentoring, much was 
shared about the mentors’ qualities, such as their technical 
expertise, their experience, and their role and function within 
the organisation. The understanding of both the definitions was 
widely shared by the buyers completing the survey.

INTEGRATED DEFINITION OF MENTORING 
(BASED ON RESPONDENTS’ CONSOLIDATED 
RESPONSES)

Mentoring is a process whereby a more experienced 
or knowledgeable person transmits his/her knowledge 
or experience to a more junior/less experienced 
member of the organisation in order to develop role-
specific competence.
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THIS SECTION COVERS THE FOLLOWING 
AREAS:
• Types of coaching offered
• Is there a specified budget for coaching?
• Key criteria in selecting coaches
• Does matching of coachee to coach take place?
• Selection of coachees
• Average number of sessions
• Duration of sessions
• Rate of payment to coaches
• Use of coaching reports
• Use of assessments
• Coach supervision
• Internal versus external coaches
• Key reasons for using coaches
• Primary participants of coaching
• Supplementary processes
• Benefits of coaching
• Challenges in coaching within organisations
• Change in coach offerings for the future
• Trends of coaching
• Coaching insights

OVERVIEW AND SUMMARY OF FINDINGS OF THE COACHING PROCESS 
FROM THE BUYERS' PERSPECTIVE

4. About the coaching process 
within an organisation from 
the buyers’ perspective 

Internal coaches are not currently being used very actively within 
organisations based on the respondents within this survey – only 
14% are using internal coaches for groups and 33% are using internal 
coaching for individuals. The most active use of coaches is external 
individual coaching (81%) and coaching as part of leadership 
development programmes (71%). Managers are also being trained 
to use coaching skills (67%). Coaching teams by external coaches is 
at 57% usage. Internationally, there is a trend to increase internal 
coaching. In South Africa, there appears to be more of a focus on 
developing managers’ coaching skills. 

Only 45% of organisations have a budget specifically for coaching. 
The 59% of organisations that do not have a specific budget for 
coaching state that coaching budget is included in other budgets, 
such as the leadership development budget.

The key criteria (receiving more than 60%) 
in selecting coaches are:
• They must belong to a professional body (70%).
• They must have a coach training qualification (60%).
• They need to have several years’ business 

experience (60%).

Fifty-five per cent of the organisations say that they do apply a 
matching process of coach to coachee.

Only 10% of coachees apply to be coached. The rest of the coachees 
are selected by managers (15%) or HR (25%) or are part of a 
programme (50%) – e.g., leadership development and all individuals 
on that programme.
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The number of sessions is fairly evenly divided at three to 
six (20%), six to eight (25%), eight to 10 (20%), and 10 to 
12 sessions (25%). The purpose of coaching could influence 
the duration. Three to six sessions would be better suited 
to specific skills coaching or goal-focused coaching, such 
as developing more assertive behaviour. Transformational 
coaching would require more sessions. Depending on the 
objectives of the coaching sessions, the correct sessions 
should be planned.

Approximately 42% of sessions last one hour and 32% are 60 
to 90 minutes long, hence 74% of sessions are between 60 and 
90 minutes. Sixty per cent of respondents did not answer this 
question, so the data needs to be treated with caution as it is 
not reflective of the total group of respondents.

Forty-two per cent of organisations do not use coaching 
reports, 37% do use coaching reports, and for the remaining 
21% the use of coaching reports varies. The balance 
between strategically using reports for planning and 
identifying thematic trends, and managing confidentiality 
is possibly why reports are not used more frequently. The 
use of assessments also varies, with 47% not using them 
consistently. Only 37% always use assessments. Sixty-three 
per cent of organisations do not apply/monitor/enforce any 
coach supervision.

There is no organisation that only uses internal coaches. Only 
55% use external coaches, while 15% of the organisations use 
internal and external coaches. Thirty per cent of respondents 
did not answer the question about the current number of 
coaches working within their organisation.

Key reasons for using coaching are leadership development 
(55%) and career development (50%). Within career 
development, there were two components equally 
represented. The first was preparing people for promotion 
– that is, the identification of individuals from a talent pool 
and coaching them in anticipation of a promotion. The other 
was individuals who had received promotions and supporting 
them in the transition into the new role.

The individuals who attend coaching align with the reasons 
above, thus 60% of people who attend coaching are doing 
it to develop their careers.

As part of the coaching process, 40% of organisations 
include meetings with line managers, while 40% use 360s. 
It is likely that this is used as coaches sell and promote this 
service.

Of all coaching, 50% is still individual coaching face-to-
face in the same room, while 15% is virtual coaching of 
individuals. Team coaching is at 20% usage. 

The benefits of coaching are primarily measured by 
feedback or through questionnaires – 25% of respondents 
do not have a way of measuring benefits and/or 
acknowledge that the measurement is subjective.

The challenges within coaching are equally divided and 
include time, budget, resistance, and inability to measure 
impact. 

The organisations anticipated that coaching interventions 
will increase in most offerings, but the largest offering 
to increase in the next five years will be internal coaches 
coaching individuals within their organisations (80%). 
The other significant expected increase is managers/
leaders being trained in coaching skills as part of their 
management skillset (79%). However, there is still 
an anticipated increase of external coaches coaching 
individuals (72%) and coaching being offered as part of 
leadership development (72%).

Ninety per cent of the buyers believe that coaching will 
increase in the future. Reasons for coaching increasing 
vary from the increasing complexity and the environment 
becoming tougher to less face-to-face interaction, and 
artificial intelligence (AI). All of these factors will drive 
a need for coaching. This could see coaching becoming 
a more natural part of leadership roles as opposed to 
being used in a transition space or when there is a specific 
leadership development programme.
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In the survey, the participants were asked to identify from a list 
what type of coaching their organisations provide.  
See Figure 6 for an illustrated form of the results to this question.

Figure 6: Types of coaching offered – internal/external; individual/groups/team

External coaches coaching individuals within our organisation

Coaching offered as part of other interventions 
 (e.g. leadership development courses)

Managers/Leaders trained in coaching skills as part o their 
management skillset

External coaches coaching teams within our organisation

Internal coaches coaching individuals within our organisation (please note an 
internal coach would be a trained coach working within an organisation)

External coaces coaching cross-functional groups within our organisation

Internal coaches coaching cross-functional groups within our 
organisation (please note an internal coach would be a trained coach 

working within an organisation)

Internal coaches coaching teams within our organisation (please note an 
internal coach would be a trained coach working within an organisation)

0% 10% 30% 70%20% 60%40% 80%50% 90%

81%

71%

67%

57%

33%

33%

14%

14%

Figure 7 portrays the results to the following question: “Do 
you have a budget specifically for coaching within your 
organisation?”

Figure 7: Coaching budget 

Yes

Uncertain/I 
don’t know

No

5%

45%

50%

Only 45% of organisations have a dedicated coaching budget. 
However, as can be seen below, from the 50% that do not have a 
dedicated budget, 59% allocate coaching within other training 
and developments, such as leadership development.

Respondents were asked, “Do you have a budget specifically 
for coaching within your organisation?” The answers to this 
question are depicted in a pie chart in Figure 8.

Figure 8: Coaching budget within other budgets

Yes
Not 

applicable

I don’t 
know (0%)

No

59%

24%

18%
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Figure 9: Selection criteria for coaches 

Through the survey, the participants were asked what key criteria 
they use in selecting their coaches (see Figure 9).

They belong to a professional body (eg., ICF, COMENSA, EMCC, WABC)

They need to have more than five years’ experince in coaching

They must have a coach training qualification

They must offer their services in a particular price range

They need to have several years’ business experience

They must be of a particular race

They must be an accredited coach

They must have specific logged hours

I have worked with the previously

They must be aligned to a universeity/business school

They were recommended by someone I trust

They must speak a certain language

They need to have psychological acumen

They must be of a certain gender

Coaching philosophy must align with organisational goals and values

They must have a master’s degree in coaching

They must be of a certain age

They need to belong to a large organisation

They need to be a psychologist

0% 20% 60%40% 80%
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60%

60%

30%

15%

55%

55%

55%

10%

10%
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0%

0%

40%

35%
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Of the buyers, 70% felt that belonging to a professional body 
was the most important criteria. Coaching qualifications and 
experience were equally balanced, with 60% of respondents 
saying these were important. The words “working with them 
previously” and “recommended” speak to subjective rapport 
factors. Given that only 55% of individuals choose their coaches, 
there could be a disconnect between allocated coaches and 
individuals feeling rapport with their coaches.

The respondents were asked whether they apply any matching 
process of coach to coachee, and if “yes” were told to describe the 
matching process briefly. See the results in the figure below.

Figure 10: Matching process of coach to coachee

Yes

It depends/varies

No

55%

20%

25%

While 55% said matching did take place, little detail was provided 
as to how this occurs. Two respondents mentioned that they 
use chemistry sessions, which is where the coach and coachee 
meet to see if they have a connection “chemistry”; while two 
respondents stated that the coachee meets the coach; and two 
mentioned that HR matches the coach and coachee.

In the questionnaire, the individuals were asked: “How are 
coachees (individuals or teams to be coached) chosen to be in a 
coaching process?” Figure 11 depicts the most popular replies.

Coaching is part of a programme (eg., leadership 
development) and all individuals on that programme 
go on coaching

HR/Talent management select people to be coached

Managers select people to be coached

Coaching is open to certain levels/groups and  
they self-select and choose to be coached

There is an application process to be coached and 
individuals apply and go through screening  
process to be selected

50%

5%

5%

15%

25%

Figure 11: Selection process for coachees

Only 10% of coachees choose to have coaching. Willingness 
and readiness to be coached are two success factors in 
a successful coaching relationship. It is recognised that 
individuals will go on leadership development programmes 
or be part of a talent pool and may be offered coaching as 
part of these processes. However, where possible, it would 
be useful to increase the percentage of people self-selecting 
to do coaching. A contributing factor to increasing this 
self-selection percentage would be the manner in which 
coaching has been positioned within the organisation. The 
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20%

Figure 12: Average number of sessions

25%

20%
5%

5%

25%

The duration varies and is indicative of the personalised 
nature of coaching. Coaching can be adapted based on 
the coachee’s needs, other interventions (e.g., coaching 
supporting a training programme), as well as budget 
and time constraints. The coaching objectives should 
determine the duration of the coaching process.

Figure 13 shows the respondents’ answers to the following 
question: “What is the average duration of sessions? For 
example, one hour? Again, if it is different for different 
target groups, please list accordingly – for instance, 
‘executives have two-hour sessions, all other sessions are 
one hour’.”

45 min

60 min

60 to 90 min

90 to 
120 min

Other

90 min

Figure 13: Duration of sessions

42%

5%

5%

16%

21%

11%

coaching culture of an organisation would determine the general 
perception of coaching. If coaching is viewed positively and 
individuals see it as growth, more individuals will request it. 
Organisations need to actively manage the coaching culture. 
Using previous coachees’ testimonials makes a difference to the 
perceptions of the benefits of coaching.

The next question in the survey was an open-ended question, 
where respondents were asked: “What is the average number 
of sessions/periods you contract coaches for coaching? E.g., six 
sessions over six months; six sessions every two months. Please 
list variations if they occur – e.g., for managers we do ‘x’; for 
executives we do ‘y’, on leadership development programmes we 
do ‘z’.” See Figure 12 below for the answers.



Gordon Institute of Business Science  17

Rates

The following question was asked: “If you employ external 
coaches, could you please list the rate(s) you pay them – a ranger 
would be fine if required – e.g., between Rxxx – Ryyyy per hour. 
If different rates for different coaching options, please list them 
as a guide. Example: 1) Executive coaching – 1-1 – Ryyyyy per 
session. Sessions are normally 90 minutes in duration. Team 
coaching sessions are not larger than 12 participants and we run a 
four-hour session @ Rxxx for the session. Please ensure that you 
demonstrate if session is per hour or per session.”

Two organisations were unsure of the rates and one organisation 
chose not to share the rates. Sixty per cent of the respondents did 
not answer this question.

This was an open-ended question in order to 
provide freedom to how they structure rates. In 
terms of team coaching, the following feedback 
was provided:

• R60 000 for two half-day sessions
• Team coaching negotiated based on design and team, but at 

R3 000 to R5 000 per hour
• R30 000 a day
• R19 000 a session (duration of session not specified in answer)
• R10 000 a day

In terms of individual coaching, the below 
feedback was provided. Each point represents a 
respondent’s feedback, with the last two points 
coming from the same respondent.

• R300 to R 800 per hour 
• R1 200 to R2 000 per hour
• R1 500 per hour
• R1 500 to R3 000 per hour
• R1 600 to R2 000 per hour
• R1 800 to R5 000 per hour
• R2 200 per hour
• R3 000 per hour for senior and middle managers
• R5 000 per hour for executives

We need to be cautious with this data, as only seven organisations 
provided this information. The data does not tell us how 
experienced the coaches are, nor their qualifications and their 
links to professional bodies and accreditation. All of these factors 
would contribute to the rate charged. Of the coaching sessions, 
74% are between 60 and 90 minutes in duration. This is realistic 
and similar to worldwide trends. 

The participants were asked whether their organisations use 
coaching reports. The results to this question are illustrated in 
Figure 14.

Yes

No

It varies

Figure 14: Use of coaching reports

37%
21%

42%

Furthermore, Figure 15 highlights the percentage of 
organisations that use assessments in their coaching process.

Yes, always
Never

Sometimes we do, 
sometimes we do not

No, not 
often (0%)

11%

Figure 15: Use of assessments

37%

5%

47%
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Sixty-three per cent of organisations do not apply/monitor 
or enforce coaching supervision. There are two types of 
supervision: 1) the individual coach receiving supervision in 
his/her own capacity; and 2) organisational supervision, where 
several coaches working within the same organisation receive 
supervision. The second type has the additional factor of looking 
at organisational themes and receiving supervision on those 
specific issues – e.g., if many people in an organisation are 
experiencing burnout, the supervision can address how one 
coaches for burnout. The triggers generated in coaches about 
their own burnout mean the supervision becomes targeted to 
common areas. This can help achieve the objectives of coaching in 
a more targeted way, especially when an organisation has several 
coaches working in the organisation.

The individuals were asked: “How many coaches do you currently 
have actively coaching in your organisation? Please include 
figures for internal (I) and external (E) coaches separately.” These 
results are presented in Table 2 below.

Table 2: Internal versus external coaches

INTERNAL 
ONLY

EXTERNAL 
ONLY

INTERNAL (I) AND 
EXTERNAL (E)

0 5 3 + 3

 3 6 E + 30 I

 2 1 E + 1I

 2  

 5  

 7  

 2  

 1  

 50  

 17  

 6  

Coaching reports and assessments are used consistently as part 
of coaching by 37% of the organisations. The value of these 
additional processes is not seen as a critical part of coaching, but 
appears to be an optional extra.

In Figure 16 below, the following question is answered: “Does 
your organisation apply/monitor, enforce any coach supervision 
process for your coaches?”

Yes

No

Figure 16: Coach supervision

63%

37%

At the moment, only three organisations have internal coaches, 
but the suggested trends by organisations in this survey indicate 
that this figure of internal coaches will rise in the next five years. 
This is supported by trends in Europe and the USA. 

In the questionnaire, the respondents were asked why they use 
coaching as an intervention in their companies. The participants 
were free to list different reasons for different target audiences 
– e.g., transition management for people receiving promotions, 
leadership development for senior management, strategic thinking 
space for executives etc. The answers can be found in Figure 17.

15%

Figure 17: Reasons for coaching

Leadership development

Remedial

Work/life balance

Personal development

Career development

5%

5%

50%

55%
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Key reasons for using coaching are leadership development 
(55%) and career development (50%). Within career 
development, there were two components equally represented. 
The first was preparing people for promotion, so the 
identification of individuals from a talent pool and coaching them 
in anticipation of a promotion. The other component involved 
individuals who had received promotions and supporting 
them in the transition into the new role. A trend in coaching is 
that coaching is moving – particularly at executive and senior 
management level – to becoming part of an ongoing strategic 
thinking partner, as opposed to only being used at times of 
transition or focused development.

For the respondents’ answers to the question below, see Figure 18: 

“Please list who the primary participants of 
coaching are – i.e., who receives coaching? 
There may be several categories, so please 
list each category. Examples could include 
executives, woman leaders, junior leaders, 
people who have just received promotion.”

The answer to this question above - who are the primary 
respondents? - align with the reasons for coaching – that is, 
career management and leadership development.

In the questionnaire, the participants were asked whether 
their organisation supplements individual coaching with other 
options, such as feedback processes, coaching with line manager 
and coachee and coach or other processes, as well as how often. 
The responses are in Figure 19.

Figure 18: Recipients of coaching

Senior managers

Transition/career

All managers

Executives

Middle managers

All staff

10%

20%

25%

25%

30%

60%

Figure 19: Supplementary processes to coaching

40%

40%

5%

10%

5%

Meeting with 
line manager

360

No

Yes - not specified

Assesments

This was a more generic, open-ended question than the question 
that asked about the use of assessments, but it confirms the use of 
assessments. In the specific question on the use of assessments, 
the response was that 37% of individuals use it and this is at 
40%. This is not a significant difference on this scale; 40% 
use triad meetings. It is important to know why triad sessions 
are used to make coaching more sustainable and part of the 
organisational drives. This moves coaching from being a purely 
individual activity to one that is systemic. 

Another question that was asked was: “How do you measure the 
benefits of coaching in your organisation? Please share qualitative 
and any quantitative methods of measuring coaching impact.” 
The results are depicted in Figure 20 below.

Figure 20: Benefits of coaching

Don’t have/subjective

From feedback/questionnaires

Cost savings

Sales increase

360

Performance review

5%

10%

20%

15%

25%

45%
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Only 45% use feedback and questionnaires to measure the 
impact; 25% say that they have no measurement process or that 
it is too subjective. This is an area that organisations need to 
consider in more detail. While it is difficult to quantify the exact 
return on investment that can be attributed to coaching alone, 
there are criteria that can be measured. The important aspect 
is to agree on the measurement process ahead of the coaching 
commencing. The individuals were asked to rank the biggest 
challenges/obstacles/impediments to using coaching within their 
organisation. The answers to this are in Table 3 below.

In the analysis, there was an averaging out of the aspects, with 
the aspects averaging mean around 6.5 to 7.5. This implies that 
all of these challenges are of concern, but that the order varies 
from one organisation to the next. There was no one dominant 
obstacle for all organisations.

The respondents were asked: “What trends do you think will have 
an impact on coaching in the next five years? Do you think the 
impact will be positive or negative – please briefly describe your 
reasons for this belief.” See Table 4 for a summary of their replies. 

Table 3: Biggest challenges/obstacles/impediments

OBSTACLES/CHALLENGES/ 
IMPEDIMENTS TO COACHING

Lack of time

Lack of budget

Resistance to coaching

Short-term focus

Inability to measure impact

Limited support for coaching as intervention

Inability to change from command and control style

Difficulty in sourcing coaches with right skills at right price

Managing confidentiality

Management think it is a waste of time

Use of coaching as a stand-alone activity

Decision-makers have insufficient knowledge of coaching

TRENDS PERCENT COMMENTS

POSITIVE 80%

• Will gain traction as a 
development solution

• Coaching will assist 
managers in dealing with 
an increasingly complex 
environment

• Changes in technology 
will impact upon the need 
to develop skills and 
confidence in leaders to 
deal with a new world 

• Coaching is agile and 
adaptable

• May become more virtual
• Leaders will need to be more 

resilient and adaptable – 
coaching can help with that 
process

NEGATIVE 20%

• There may be some price 
sensitivity towards coaching

• AI may impact on very 
transactional type of 
coaching

Table 4: Coaching trends
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Table 5: Anticipation of changes offerings

QUESTION ASKED KEEP THE SAME INCREASE DECREASE TOTAL

Managers/Leaders trained in 
coaching skills as part of their 
management skillset

21.05% 4 78.95% 15 0.00% 0 19

Internal coaches coaching teams 
within our organisation

26.67% 4 66.67% 10 6.67% 1 15

Internal coaches coaching individuals 
within our organisation

20.00% 3 80.00% 12 0.00% 0 15

Internal coaches coaching cross-
functional groups within our 
organisation

33.33% 5 53.33% 8 13.33% 2 15

External coaches coaching teams 
within our organisation

43.75% 7 50.00% 8 6.25% 1 16

External coaches coaching individuals 
within our organisation

27.78% 5 72.22% 13 0.00% 0 18

External coaches coaching functional 
groups within our organisation

75.00% 12 18.75% 3 6.25% 1 16

Coaching offered as part of other 
interventions development courses 
(e.g., leadership)

22.22% 4 72.22% 13 5.56% 1 18

“Coaching should be an integral part of the 
employee experience.”

“The survey triggered thoughts about the 
importance of measuring impact.”

“What I am seeing is the lack of 
understanding of diversity issues and how 
this plays out when there is a poor coach to 
coachee match.”

Please see the integrated report, which summarises key findings 
and compares key issues to coachees’ and coaches’ surveys. 
Recommendations are contained in that report.

“The principles of coaching should be taught at 
university at undergraduate level and then create 
a specialist degree in coaching.”

“Key coaching competencies seem to have been 
overlooked. This is becoming increasingly critical 
for management change.”

“The stakeholders’ interview after a few sessions 
is very important.”

CONCLUDING COMMENTS FROM THE BUYERS

Respondents were asked what they anticipated the organisation 
would do in in terms of different offerings? The results are 
summarised in Table 5. The biggest increase is anticipated in 
developing coaching skills in leaders and managers.
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Appendix A: 
Researcher

Natalie has just completed a research project that looks at 
developing learning theory based on the lived experience of 
management students. She is also leading the GIBS Coaching 
Landscape Index. She values research and enjoys the field of 
qualitative research, with an emphasis on phenomenology, 
grounded theory and autoethnography. Natalie enjoys the different 
roles of coach practitioner, educator, researcher and writer, but 
defines herself as a leadership and learning activist and believes we 
need to change the way the world can learn through conversations.

She has always been passionate about coach education and was 
one of the early pioneers in developing coaching qualifications in 
South Africa. She joined Wits Business School (on a 70% contract) 
as director of The Leadership Development Centre with the strong 
desire to develop a university coaching qualification (2006 to 
2011). She was responsible for customising leadership programmes 
for corporates. She also developed several qualifications, designing 
the curriculum, resourcing the faculty, and obtaining approval for 
the qualification. This culminated in her developing the Master of 
Management in Business and Executive Coaching. 

Natalie has a solid grounding in academic theory, but is equally 
rooted in pragmatism. She has run her own consultancy, Origo 
Consultants, for the last 30 years. She is an accredited Master 
Coach with Coaches and Mentors of South Africa (COMENSA), of 
which the requirement is 2 000 hours of coaching. Natalie has over 
5 000 hours of coaching and coaches across seven countries, with 
25% of her coaching being done online. In January 2016, Natalie 
was one of three finalists for the most influential woman leader in 
education and training in South Africa by CEO Magazine. Natalie 
is married and has two adult daughters. She lives in Somerset West 
in the Western Cape and enjoys nature, music, good food and wine. 
Natalie has published in peer-reviewed journals, written chapters 
in books, and edited a coaching book.

DR NATALIE CUNNINGHAM
BA (SOCIAL WORK) HONOURS, MBA, PHD
RESEARCH ASSOCIATE GIBS 

We would like to thank our research partners who made this 
research possible by sharing the research link with their members 
and databases and actively encouraging them to participate.

• International Coach Federation (ICF), South Africa chapter
• Knowledge Resources
• COMENSA

Appendix B:
Research partners
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Figure D1: Coaching framework (Cunningham, 2017)

PURPOSE

COACHCOACHEE/
EXECUTIVE

PURPOSE

PU
R

PO
SE

PU
R

PO
SE

OUTCOME
BENEFITS CHALLENGES

COACHING 
PROCESS

CONTEXT

CONTEXT

Appendix D: Coach framework
The most appropriate framework in which to analyse the 
definitions was the one developed by Cunningham (2017). This 
framework has various components, but does not project any 
methodology or theoretical bias on these. The components of 
coaching that were identified are:
• The coach;
• The client/coachee/executive;
• The context (the business world in which it took place);
• The coaching process;

• An outcome with perceived benefits and challenges; and 
• A purpose for coaching. 

This is represented graphically in Figure D1 below, a framework 
that guided the analysis.

There has been much debate over the fact that coaching 
definitions vary. Possibly if the same aspect/component is being 
looked at (e.g., outcomes), there would be fewer differences 
emerging.

The figure above aims to demonstrate that the interrelationship 
between the components – the coach, the coachee, and the 
context (the green-shaded background area) – contributes to 
the coaching process. The coaching process in turn leads to an 
outcome. This outcome would also be based within a context 
and driving this outcome would be the purpose. The graphic 
aims not to be biased and would allow any theory or evidence 

to be superimposed on the framework – e.g., if the coach had 
a narrative approach, this could be the input; but equally if the 
coach had a cognitive behavioural approach, this could be the 
input. Thus, the analysis is done in relation to this framework. 
Each component is analysed separately initially, but then 
consolidated into the final graphic, which is the model populated 
with the data. 
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