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Market Segmentation of coaches

Using the Insight
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What we plan to do today

• Background to the market segmentation

• Spin through the segments

• Ideas for how to use the segments

• Thinking about your resources and/or support 
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Background

• Market segmentation means dividing a market into distinct groups or types

with different needs, characteristics or behaviours.

• When looking at coaches we found it is meaningless to classify them 

according to their age, sex, occupation or other typical market research types.

• In our case we found motivation and learning behaviour to be the key 

distinguishing features among coaches. 

• This allowed coaches to be divided into broad categories or types as shown 

in this presentation.

• There is still more work to do both to refine these segments and test them in 

the field.
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All the segments of the coaching Workforce
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Moving the research forward

Ideas for how to use the segments

• Short term

• Medium term

• Long term
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Short Term Tasks

• Key messages and food for thought

• What would I like my workforce to look like? 

• Who should I focus on?
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Medium Term Tasks

• Conduct an audit of existing materials, CPD 

programmes, website etc

• Who does this appeal to? 

• Is their a balance towards certain segments? 

Is this a good thing or a bad thing?

80% of our resources are aimed at the TACTICAN
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Long Term Tasks

• What does my workforce look like?

• Who am I going to prioritise?
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An example 
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Working with the segments

1. Think about the resources or support you 

provide for coaches.

2. By looking through the market segments which 

segments do you think these resources/support 

most appeal to?

3. Table discussion – is this a good or bad thing? 

Would you take any actions? 


