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Company

Brief History:

Julia Mines is a leadership coach/mentor who works primarily with individuals and
companies in a professional capacity, in order to further skills that will aid in their careers.
For approximately two decades Julia has been working with clients in both the non-profit
and for-profit sectors. She is an ICF certified coach and has many years of experience as a
program developer and workshop presenter in wellness and personal growth at Kripalu
Center for Yoga and Health, the largest holistic health center in the United States. Julia holds
certificates in Positive Psychology as well as Positive Psychology Coaching through the
International Coach Federation. Within the field, Ms. Mines has trained with influential
persons such as Tal Ben-Sharhar, PhD. (author and professor at Harvard) and Robert
Biswar-Diener, PhD. (author and neuropsychologist). Some of the services she offers are
executive coaching which includes one to one meetings to help a leader in achieving a
particular goal, she also offers workshops and helps people to improve communication skills
in the workplace (Julia Mines).

Mission Statement:

Julia exists to help professionals realize their leadership potential and enrich their
professional lives. On Julia’s website, she has the tagline “Clarity of goals. A voice to lead
with.” underneath her picture on the home screen (Julia Mines). This tagline helps to get
some of her values across, one being providing hope, another being self-actualization, and
the last being self-transcendence. Some other values that Julia’s coaching services has is
motivation, reduces anxiety, rewards me, simplifies, makes money, integrates, quality, and
variety.

Value Proposition:

Julia Mines’ leadership coaching/mentorship service has benefits such as getting
promoted/recognized, increased productivity, creating your own leadership identity, and
more efficient communication between team members. These benefits are achieved through
working on finding one’s leadership identity, tips on how to be recognized, increasing levels
of motivation, and methods on how to better communication skills. They help companies
work more efficiently as a whole and help further the careers of individuals.  The clients’
main problems are the feeling of wasted time in a dead-end job, low motivation in teams
leading to poor productivity, and lacking in leadership direction. Julia has a lot of experience
dealing with these perceived problems and working to mitigate them. She has trained with
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professionals in the field, as mentioned in the brief history section, and has two decades of
experience and clients to back it up.

Strategy

The strategy for Julia Mines’ leadership coaching/mentorship when using Ansoff’s
Product/Market Opportunity Matrix, is the market penetration strategy. The market is
already somewhat saturated with various coaches/mentors, with the focus being on Julia’s
competitors on a more local scale. In Western Massachusetts alone there are roughly 22
other leadership and/or life coaches besides Julia Mines (WMCA). There are several more
spreading throughout the entire state of Massachusetts. Location wise, there is a lot of
competition in the surrounding area of Julia. Ms. Mines operates in both the coaching and
leadership sectors of the industry which gives some overlap in competition. The Business
coaching industry as stated by IBIS, “…includes companies that offer short duration courses
and seminars for management and professional development. Training is provided through
public courses or employer training programs” (Pradhan, 2020). While the Industry as stated
by IBIS includes, “practitioners that primarily help clients set and achieve personal goals.
Such goals can pertain to a client's job, personal life or interpersonal relationships”
(Fernandez,2012). When taking a close look at Julia’s competitors, the team selected two
local coaches. Both of which were compared via their websites against Julia’s in this past
fall’s data, the first website being callingsandcourage.com and services provided by a
woman identified as Katherine. The other competitor’s website is leadershipcoach2.com
with the services being provided by a man named Grant Ingle, PhD. The competitors both
have similar offerings to Julia however they each have varying credentials, whether it be
certifications, an MBA, or a doctorate.

SWOT:

The SWOT Analysis consists of the strengths, weaknesses, opportunities, and threats
of a company. This analysis is used to assess what a business is doing right and what can be
improved upon. Julia Mines’ has a slightly different SWOT analysis as compared to a
company with a product because she offers a service. Based on her website, reviews,
information she has told us, and information given to us by Professor Goodnight we have
generated a SWOT analysis in reflection of those materials. The competitor’s strengths and
weaknesses will be gone over in a later part of the paper.

Strength:
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One strength that Julia has for her leadership coaching service is that she had already
been utilizing Zoom with some previous clients. She was using Zoom to expand her services
to clients in different parts of the country therefore, creating a bigger customer base for
herself. This also allowed her to transition seamlessly to have her services mainly online
when the pandemic started. Julia was already familiar with the program and could easily fit
it into her business model. When clicking upon the “Let’s Talk” button on Julia’s website,
this leads you to a page where a potential client can enter their information. The page
informs you that Julia is available to meet in person, over the phone, or by video. (Julia
Mines)

Another strength Julia Mines’ has is that she works with both individuals and groups
on a variety of needs. Based on what the client identifies their needs to her as, she works
with them in sessions or workshops to help them meet their goals. This creates a wider
market in which Julia can work with. This can be found on her website when she mentions
various types of clients she works with.

Weakness:

One weakness that we have found through distributing surveys for Julia Mines is
that many survey participants do not understand what her service is exactly. Through
viewing her website alone, we have had respondents who think she is a motivational
speaker, a therapist, and/or a life coach. After explaining over the phone what she does, the
participants seem to have grasped it better. Upon hearing Julia’s explanation of her business,
the first time, the team was also confused as much of the way it was described used vague
words.

Another weakness that the team took notice of came when browsing her website.
When visiting her ‘Humor’ page, we tried to access the links from ‘earliest incarnation’ to
‘babies’ but was sent to an error page with one of the links not hyperlinked at all. When
performing a website analysis for her against a similar service, we noticed that a few of
them had an introduction video explaining their service and their experience which could be
an option for Julia as that is not currently part of her website.

Target Market:
The target market Julia Mines currently focuses on includes managers & team

leaders, executives, and entrepreneurs. The leadership and communication coach will be
provided to industries in the private, public, and nonprofit sector. This service is specifically
focused on individuals who need to improve their personal skills so they are able to increase
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their work performance and are able to do a better job at leading their employees; often this
will be aimed towards individuals who are part of middle management or above.

There are many different demographics that will be impacting the target market for
leadership and communication consulting. Creating a demographic profile for consulting
services will allow us to have a better understanding of what market we are looking to reach
and what market is currently being reached. Using MRI Simmons Insights, we were able to
find the demographic profile of Consulting Services. The below graphics give insight to
some of the characteristics that managers or team leaders would need to have to be clients of
Julia Mines.
For this target market we have different buyer personas because of the great variety of
services that are provided through leadership coaching. One of the most common buyer
personas will include individuals that hold high ranking positions in the company such as
executives or department managers, a great example of this type of persona could be the
President of Western New England University. While he is not the President of a company,
he holds different leadership qualities that have allowed him to be in such a position. Dr.
Johnson is a middle aged male local to the New England area who has had a 30-year
leadership career that has allowed him to experience working in different environments in
different conditions. He has received his Ph.D. in Higher Education Administration which
has allowed him to hold different leadership roles throughout his career. Those positions
varied from supervising a small number of individuals to supervising a large number of
individuals which have allowed him to gain experience in managing and leading others. Dr.
Johnson presents one of the most common buyer personas for Julia Mines because he is an
experienced leader.

While there are individuals who are very successful in their careers and would still
reach out to a coach/mentor there will also be individuals who are experiencing many
difficulties in their current positions. Individuals who are experiencing difficulties such as
lack of clarity, lack of leadership experience, weakened teamwork, and lack of
communication will be the ones that would mainly want to focus and reach out to a
coach/mentor for help in overcoming such issues.

Service Segmentation

According to IBISWorld, the products and services that are offered under the
business coaching industry are: management development training, professional
development training, quality assurance training, business training and other. The different
market segmentations have different percentages and are important for different
developments. When looking at professional development training, we would be focusing
on creating seminars and courses on topics such as finance and accounting, communication
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and interpersonal skills as well as marketing and time management (IBIS). This specific
service is being focused on an individualistic development than a team management
development.

The management development training will be targeting middle and senior level
management where they will be offering services in strategic business management and
supervisory skills, sales management and IT management focusing on corporations which
are developing their managers (IBISWorld). Following we have quality assurance training
which mainly focuses on the improvement of the production aspect of a business
(IBISWorld). This is an important service because of many high-profile cases which have
shown how a lack of management over process and production can affect
corporations/companies. Along with the previous services another one is business coaching,
which is the area that Julia Mines focuses on, executive training (IBISWorld). As the
business world is progressing there is a demand for mentors who are able to assist
executives in improving their leadership skills. Lastly, we will be looking at the other
services that can be provided which include basic education programs, higher education, and
special educational programs, as well as specialized training programs (IBISWorld).

Industry

Opportunity:

An opportunity that could be created for Julia by using her strength in Zoom, would
be to advertise on her website that her sessions can be done remotely and therefore, safely
during these uncertain times. Putting an emphasis on the topic of ‘effective communication
while working from home’ as a workshop topic could prove to be incredibly popular since
many businesses are operating in a hybrid state. Solutions to these issues are in high demand
due to the pandemic right now, thus Julia could gain new clients as well as possible referrals
down the road. In the Journal of Service Research, Berry talks of how online services may
stay with us longer than we think, “In essence, service transformations offer “safety plus”
options that many customers may desire for the indefinite future,” (Berry, 2020) which
makes Julia’s video option a big asset going forward.

This leads into another opportunity which is referrals. Current or past clients may
refer Julia’s services to their friends, family, and/or colleagues which would lead to new
clients for Julia. Another type of referral would be if current or past clients wrote an online
review for others visiting her website to see. This would help potential clients decide
whether or not to use her services.
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Threat:
A threat that Julia faces is that the market is somewhat saturated with other

individuals/companies who provide similar services. Julia believes that therapists and other
consultants are her competition while the team and Professor Goodnight, discussed that
other leadership coaches/mentors are her primary competition. The competition listed could
steal business away from Julia Mines in the sense that they may have a bigger network thus
more referrals or have been in business longer which has garnered them more clients over
the years. In Forbes’ article titled 15 Ways to Stand Out in the Saturated Coaching Market,
their expert panel acknowledges how crowded the market has become, “The coaching and
consulting industry is booming across a range of different business sectors. Unfortunately,
this rise in popularity comes with market saturation,” (Forbes Coaches Council, 2019) and
then addresses how these threats might be mitigated.

Company Reviews:

On Google reviews, two pieces of feedback were given, “Coaching with Julia has
brought me clarity around who I am and what I want to do in my work. She was very
present hearing every word I said as well as what was underneath my words. She asked
amazing questions that cut right through the clutter in my mind which brought me to greater
clarity and awareness. With heart and skill, she guided me to the answers inside myself that
I hadn't been able to access myself. Thank you, Julia, what a gift you are!!” which was
accompanied by a five-star rating. The other review was similar, “Julia Mines was
supportive and encouraging throughout the process. She listened and asked challenging
questions to help guide me to what I really wanted/needed. I recommend Julia 100%!”
accompanied by another five-star rating. On Julia’s website she has a section for
testimonials in which she has a total of fourteen reviews. Some are as simple as “Everyone
should have a Julia.”, to incredibly descriptive pieces such as “Julia is an amazing coach.
She has been extremely helpful in multiple areas of my life. She helped me navigate and
resolve a tough and complex career related decision and has inspired me to keep going with
my personal and professional goals. She is gentle, compassionate, and brings so much
honesty and integrity to our sessions. I wholeheartedly recommend her as a coach.” These
reviews reflect the significance that Julia has had in her clients lives and the improvements
she has helped them make in a professional capacity.

Analysis of Company and Industry

Local and Global Competitors
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Callingsandcourage.com

● Background

Callings and courage is operated and owned by Katherine Golub, who has an MBA.
The company is also run with the help of 3 other people. Lin deals with newsletters, Marcie
deals with bookkeeping and client care, Michele deals with the website. Katherine started in

2013, only working with a small group of people. After realizing she had gaps in her
knowledge, Katherine went for her  MBA and finished in 2018, she then began to expand

her clientele. Katherine had taken the time to study and learn craniosacral therapy to
hypnotherapy to mediation to health coaching to facilitation along with her MBA.

● Mission Statement

While there is no clear mission statement on her website. It is easy to infer the mission
statement of her and the company. On the main page of her website Katherine states “I help
people who feel uncertain about what’s next in their careers”. We can infer she deals with
people who struggle their current career and are unsure of what the future holds for them.

Her mission is to bring clarity to these people and help them find their career path.

● Inferred Value Proposition

Katherine’s coaching has many benefits. She is able to provide comfort, clarity,
understanding and guidance. When clients come to Katherine, she does four things for them.

Makes them aware of their inside, outside views,shows them the inside work and outside
work that needs to be done. Inside views, is an understanding of what you need, what you

want and what skills you have. The outside view is an understanding of what the world
needs, wants and what they are willing to pay. Inside work, is realizing your struggling,

soothing your wounds and cultivating the ability to keep moving forward. Outside work, is
taking actions. Such as having conversations, doing experiments and getting on track for the

life you want. Katherine has done this with many clients and her testimonials are
phenomenal. By helping clients come to an understanding of where they currently are and

where they want to be, adds lots of value to the service Katherine provides. Katherines
clients may experience pains of being unsure, having self doubt, low confidence or no sense
of career direction. Through her services the clients will experience many gains as Katherine

is able to make them aware of their inside view, outside view, inside work that needs to be
done and outside work.

Leadershipcoach2.com
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● Background

Grant Ingle is an organizational psychologist with over 30 years of experience in leading
organizational change and serving as a management consultant and coach who serves to
executives in leadership positions. On top of his 30 years of experience, Grant also has a

PhD. Grant serves New England and the New York state area. Grant has a BA in psychology
from Amherst College, a MS in social psychology from Umass Amherst and a PhD in

organizational psychology from Umass Amherst. Grants Linkedin profile lists over 6 groups
he's involved with. He also serves as an external advisor.

● Mission Statement

Grant has no clear mission statement on his website. But he states his approach to coaching,
which makes it rather simple to infer what his mission statement is. He explains the benefits
of his coaching. Stating the client will experience, New clarity about what steps you need to
take to improve your impact and effectiveness,Initial relief about having one-on-one support

in undertaking this process, A confidential and ongoing forum for discussing issues,
opportunities and needed changes, Gaining new perspectives and insights about your

options, Growing confidence as you put desired changes in place. His goal is to help the
client identify steps towards their goal, give them support, introduce them to new

perspectives and help them grow confidence.

● Inferred Value Proposition

Grant provides lots of value to his clients and is able to help them accomplish many things.
Not only is he very educated, he is also very experienced. Serving the industry for over 30
years gives him an advantage over others. Besides serving Western Massachusetts, he also
provides services to all of New England and New York state. On top of being a life coach,

Grant also provides services as an advisor. He serves as an advisor for organizations who are
going through some type of a change. Serving as an advisor, he is now dealing with larger

groups and teams rather than an individual. He is educated, experienced and has a large
service area. Grant is able to help his clients grow personally and within their career by

helping relieve stress, giving them one on one support and showing them new perspectives.

Trishpratt.com

● Background
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Trish Pratt started her coaching business in 2000. She attended Tufts University and
received her masters degree in occupational therapy. Trish is a graduate of the Executive
Coaching Institute.She has many other accomplishments such as Receiving a Business

Coach Certification (CBC) in 2002, Completing her Executive Coach Certification in 2003
from Executive Coaching Institute, Past Board and Committee member of the International
Coach Federation (ICF) – New England, DiSC® expert and trainer since 2002, Received

Professional Coach Certification (PCC) in 2005 (requiring a minimum of 500 active
coaching hours), Published in Human Resource Executive Magazine (“Empowering Key

Managers”), Inducted into The Results System™ Founder’s Circle in 2011, Nominated for
ICF-New England Executive Coach of the Year Award, 2014. Throughout her career trish

has not only worked with individuals but also Fortune 100 companies.

● Inferred Mission Statement

As stated on her website. Her goal is to “Expand your potential. Bring possibilities to
your life”. Her goal is to help you in areas of communication, personal leadership, strategic

planning, decision making and career development.

● Inferred Value Proposition

Trish brings lots of value to her clients due to her education and experience. Not only
is Trish very educated, but she is also very credible. On top of her education, Trish has a

well established list of her accomplishments and certifications. Trish has also been serving
clients for over 20 years. Her experience gives her leverage, as she has developed a credible

platform for herself to serve clients. Trish has experience servicing  individuals but also
servicing companies. To any individual or company who needs help, Trish is a great option

due to her education, experience and credibility. Trish deals with clients who may have
pains such as being unsure of their career, low self esteem and clients who lack direction.
They are able to experience gains from her services as she is able to help them develop

personally as a leader, better their decision making, teach them how to plan strategically and
help them develop their career.

Inferred Strategies of Competitors

● Competitors Strategies

The table below is developed based on Ansoff’s Product/Market opportunity
matrix. Below are Julia’s competitors and their strategies along with reasoning.

https://trishpratt.com/disc-and-assessments/disc-classic-assessment/
https://trishpratt.com/the-results-system/
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Callingsandcourage.com Leadershipcoach2.com Trishpratt.com

Product Development Diversification Diversification/
Market Penetration

Katherine offers many
products to her clients. On
top of her services she also
offers a free Ebook, audio
and a self care compass on

her website

Grant is not only a life
coach but also an

advisor. He deals with
individuals, groups and
companies. Grant does
work for people all over

New England and
within the New York

State area.

Trish is well certified.
Allowing her to work

with a variety of
people and companies.
Her certifications give

her expertise to
penetrate a variety of
markets. Whether it

be individuals, fortune
100 companies or even

larger.

● SWOT (Strengths & Weakness only)

One weakness all of these coaches have is that they share a very saturated market.
Finding new clients can be very hard when the market you operate in is saturated with many

other life and leadership coaches.

Callingsandcourage.com

● Strengths

Katherines strengths are that she is not only very experienced and educated in multiple
fields. She also offers her clients or potential clients free services on her website. These free
services such as the Ebook, audio or self care compass allow potential clients to experience
what she is about before paying for her services. People always like free things, these will
attract potential clients to her. She has multiple people working for her, all of them provide

expertise that will help her serve her clients better. Her google reviews are outstanding and it
seems many people refer her services to others.

● Weakness
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I believe her website is one weakness. It has tons of information about her and her
team. But it is too lengthy and not to the point. The content is lots of explanation about her,
which is good but for me as a potential client it is too much reading. Upon a simple google
search, her business appears but it lacks to list simple contact information for her. It can be

found on her website, but should also be listed on google.

Leadershipcoach2.com

● Strengths

Grant has a long list of strengths. Not only does he serve New England but he also
serves the New York State area. He also diversifies his clientele by being a coach for

individuals and an advisor for companies. Grant has a very well connected Linkedin, many
organizations and people. He is very well endorsed.

● Weakness

Upon a google search. There is not much to find about his coaching. It lists his
website, phone number and linkedin. His google shows no reviews, which to a potential

client may be a turn off if they do not do the search and explore his linkedin or website. A
google search that results in a potential client seeing google reviews would be much more
attractive. It is always nice to hear from people who have used a company's service in the

past.

Trishpratt.com

● Strengths

Trish’s strengths include her certifications, her clientele and her education. On top of
graduating from Tufts, Trish has received numerous awards and certifications, making her

very attractive to a potential client. Trish also deals with individuals and fortune 100
companies. Diversifying her clientele and being experienced in individual leadership
coaching along with business leadership coaching makes her a well rounded option to

anyone looking for a coach. She is located right in Boston which gives her access to clients
within the city and in surrounding areas.

● Weakness

Along with the others, a google search of her company returns no reviews. While her
website has endorsements and testimonials, there is nothing to see on google. As I stated

before, as a potential client who is doing a quick search, seeing positive reviews on google
would be a great indicator.
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● Inferred Objectives

Based upon market data provided by IBIS World.  The market for life coaches is
estimated to be right around $1 Billion. Between 2015-2020 the industry for life coaches
only grew 0.07%. Meaning, if there are currently over 18,000 life coaches in the United

States, every year we will see 1,250 more enter the industry.
On average, a life coach will work with 6 individuals a week (SCM). This is due to

change for Julia’s competitors as we can not view their books and see their clientele list.
Based upon the market being saturated and industry growth being low. Julia’s

competitors most likely will focus on maintaining their clientele in the coming years. In a
saturated market, obtaining new clientele is very hard. While they may find new clientele,

maintaining their clientele will be their main objective.
Other objectives of these 3 competitors will be to provide timely and efficient service.

Most coaches see their clients for periods of 30 minutes to an hour (SCM), multiple times a
week usually 1-2 times and on average for up to 6 months (SCM). Being efficient and

effective will allow coaches to stay on schedule, see multiple clients a week and leave room
for new clients.

● Target Market

Callingsandcourage.com

● Katherine has a target market of individuals who are uncertain about their career,
people who are held back by fear, people who have doubt and people who are
uncertain.

● Middle aged business professionals

Leadershipcoach2.com

● Individuals within New England and New York State
● People in leadership positions (most likely middle aged)
● Business executives
● Companies

Trishpratt.com
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● Individuals seeking leadership, communication, personal leadership and career
development skills

● Small business owners
● Fortune 100 companies
● Business executives

Global and Local Markets/STP

This section of the Marketing Plan will be examining the Global and Local Markets of
our client, Julia Mines. It will also be examining the Segmentation, Targeting and
Positioning that the team has been working on in addition to isolating elements such as the
Customer Journeys, Buyer Personas and Best Segments for our client.

Consumer Journey

Customer Journey Diagram 1 (Consumer Journeys of Michael, Matthew, and Jessica)
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Customer Journey 2 (Customer Journey of Jennifer)

The two images above are diagrams that the team created that depict the two types of
consumer’s emotions and feelings through the process of seeking leadership or
communication coaching. It is separated into “Before”, which illustrates the problem and
thoughts of the individual before any action is taken. “During” shows the actions taken by
both Julia and the individual in the process of working through the determined goals.
Finally, the “After” shows the resulting emotion and actions that occur prior to leadership
coaching.

Before

The first feeling of the end consumer seems to be dissatisfaction or lack of a certain
aspiration that is not currently being met. The situation then progresses to a searching stage
which shows the consumer looking for solutions and opportunities that can help solve the
discontent or help them achieve their goals. In Michael, Jessica, and Matthew’s cases,
(Customer Journey 1), it is a lack of experience or a feeling of unpreparedness for a future
role. For Jennifer (Customer Journey 2), her goal is to find a resource that can assist her in
getting her work published. In their search for a leadership or communication coach, the
potential clients discover Julia Mines through her website, and in both consumer journeys,
reach out to see if her guidance and coaching is right for them. (Fall Data 2020, Accessed
5/3/2021).
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During

An initial appointment is made, and Julia meets with the potential client for a session to
discuss what their goals are and how he or she expects her to help them achieve these
objectives. As the meetings progresses, Julia is able to give more insight tailored towards
their specific issues or goals. “A skilled coach should walk you through his or her process,
so you have a clear idea of what to expect and how it helps reach your goals.” (Yetter,
Accessed 5/3/2021) The end consumers’ feelings are changing at this point from discontent
or possible anger to hopeful, motivated, and happy. The client, at this point, has learned
information and industry secrets that will help them in their professional endeavors. The
coaching sessions come to an end, and the client is free and inspired to use whatever they
had learned in their sessions in practical applications.

After

The last stage in the diagrams above are the results of the “During” Stage.  The
personalized coaching starts becoming applicable in its practical applications. The client is
happy with the investment that he or she had in Julia Mines, and would recommend her as a
choice for anyone interested in leadership and or communication coaching. It is imperative
at this point that the client be content with their service, as good reviews and positive
word-of-mouth interactions have a large impact on future and returning client bases.

Business Customer Journey

The business consumer’ journey is very similar to one described, but on a larger
scale because of the purchasing party being a business instead of an end consumer
(individual).

In some instances, businesses and firms will send one or several of their employees that
are ready for a new position, promotion and or additional responsibilities to one of these
coaches for extra development. The process starts with the business realizing that the
progressing employees need some work or fine tuning on their skills (dissatisfaction)
“Before”. Smaller businesses will most likely reach out to a smaller size coach and likewise
for larger institutions. Once the business reaches out to Julia, they will most likely tell her
what the employee(s) needs. Once Julia begins sessions and begins honing in on their areas
of weakness, the growth and value that she adds can begin taking shape. “After clarifying
where a business owner would like to take their business, business coaching will help plan
and prioritize what goals and strategies are needed to help progress the business closer to its
goal.” (TAB, Accessed 5/1/2021) Julia will them work with them through the duration of
their appointments.”During”
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Once the training sessions have concluded, the individuals or individuals can incorporate
these elements into their own respective organization or role “After”. The emotions felt in
the business consumer journey are often very and stem from initial dissatisfaction, to
glimmering hope, to optimistic and concluding with feelings of joy or contentment.

Buyer Persona

The Buyer Personas are also an important element of examining the Global and Local
markets because it paints a very particular picture of who Julia’s clients are and who we
should be focusing on as we complete the Marketing Plan. This Buyer Persona is an
imaginary figure who represents the type of individual who would seek out Julia and her
services. This gives us a vivid picture of the “typical” client that Julia should be targeting.
We created 4 individual personas to give a holistic and complete look of the audience that
Julia should work on obtaining. The characters are Michael, Jessica, Matthew and Jennifer.
They are displayed in the following diagrams.
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End Consumer Buyer Persona

The individual (end consumer) Buyer Persona that is seeking Julia’s help is very close to
what my teammates and I have devised in Diagram 2. They are not very experienced in
leadership and communication and are unsure exactly what they need to work on. They are
usually between the younger ages, 25-35 and we used a female in this example. We also
used the example that this target has 1-5 years of relevant experience or possibly none at all.
We have the data from our previous semester and survey that indicated those with fewer
years of leadership experience are more likely to seek out coaching.

(Fall Data, 2020)
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(Fall Data, 2020)

While the character that my team and I developed was fictitious, it represents the average
buyer or individual who is seeking coaching. These are among the most ambitious and
willing to learn as well. (Barbour, Date Accessed 5/3/2021)

Business Consumer Buyer Persona

The Business Persona that are seeking Julia’s help are small, local businesses that need
specific growth in some facets or areas of their organization. They are regional and local in
nature, and often have a customer or client base of the surrounding communities. They
could have one or several “leaders” who are ready for a new role or additional
responsibilities. It could be the owner of a local restaurant who is an accomplished cook, but
has difficulty managing and leading his staff. She could be the assistant manager of a
boutique but struggles with effective communication to both her workers and staff and needs
to work on this before she is promoted to manager.  While the majority of our Buyer
Personas focused on individuals, companies like Matthew’s organization might decide to
send several different employees who would benefit from leadership and communication
coaching.
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Factors

Factors (End Consumers)

For leadership coaching in the U.S, the clients are most likely American or native born.
They can come from different ethnic backgrounds, but from what we found in our research
is that the majority of these individuals are white. They are often working or middle class, as
funds for a leadership coach are often scarcer in poorer climates. The psychological state of
the end consumer is most likely anger or discontent. They are not sure what is wrong with
their current leadership or communication style, and the lack of progress if beginning to
frustrate. Once they search for help, they might also be hesitant about the price and the
uncertainty which often comes from a coaching service. This could cause anxiety and or
hesitation towards investing their time and resources with her.

Factors (Business Consumers)

The businesses that are looking to hire Julia Mines are likely organizations that have
budgets on the smaller side, but are well capitalized enough to afford this coaching and
leadership development endeavors. A business will most likely adopt a pay-as-they go
approach so that they can monitor and evaluate the leader’s growth throughout the process.
They will also examine how Julia is performing as the coach. (Jamieson, Wall, Moore,
Accessed 5/1/2021) The decision to invest in this coaching is often made by the firm’s
leadership, whether that be the owners or manager.

The urgency and involvement that the business holds with the coaching is dependent on
the situation, as a business who if financially struggling and dependent on the results will
have a great deal more personal investment than one who is just fine tuning their skills.

Best Segments

Best Segments (End Consumers)

We will now be examining the best segment for Julia’s End Consumers. While this
can include a great number of individuals, the team narrowed it down into two main
categories, Graduate Students and Young Leaders. We determined that these two groups
present the most untapped potential and serve as a key into a relatively unexplored, new
market. Graduate students are already in the search to become managers and leaders in
society, so investment in a coach is a plausible option. Young leaders, who we mentioned up
above, are also a good segment because they are fairly new at their jobs and careers and
could possibly use an experienced veteran like Julia to assist them along the way. Below is a
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chart that shows the TAM (Total Available Market), the SAM (Serviceable Available
Market) and the SOM (Serviceable Obtainable Market).

We added the SAM’s of both the graduate students and young professionals to get our
number of 167,867.  We assumed that we could reasonably obtain between 1-10% of the
SAM’s which would leave a SOM of 1,679 potential clients.

Best Segments (Business Consumers)

While Julia Mines’ Business clients are of course diversified, we determined that
Experienced Professionals, especially those that work for or own small and local
companies, are the best segment. As my peers and I have mentioned in previous reports,
local businesses who need progression of their employees or owners have been a stable
segment for Julia, and we believe she should retain and expand on this market. Small
business prefers to work with other small businesses, and as we mentioned before, larger
companies are often not interested in looking into businesses such as Julia Mines and often
go for bigger options.
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Current Positioning & Mapping

Current Positioning & Mapping (End Consumers)

We will now be looking at the current Positioning & Mapping of Julia Mines’ End
Consumers. As we know, Julia Mines is located in the Northeast, so her current positioning
is a small player in a saturated “leadership” coaching market in the region (IBIS World,
Accessed 5/3/2021). We also know that the bulk of her current clients are individuals with
more experience, so we want to work on developing a next client base on those who are
inexperienced. We determined in the “Best Segments” part of this contribution that
Graduate Students and Young Professionals are an untapped market that could greatly
profit Julia. Right now, she is lacking this group and to add diversity to her client book, she
should consider marketing and creating promotions directed at this demographic. My team
and I have been devising ideas such as webinars, workshops, events, and information
sessions that would help bring in this target demographic. The entire graduate population of
the New England area is an estimated 200,000 individuals while there are 639,334 small
businesses located in Massachusetts (NEBHE, Accessed 5/3/2021).(TAM).To create our
(SAM), we used the popular 80/20 rule which reduced these numbers to 20% of their initial
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values. This left us with 167,867. To find our final number, (SOM), we took 1% of this
number to get 1,679. These are the number of clients that we believe Julia has the reach and
capacity to obtain. We believe this to be a substantial market to pursue.

Current Positioning & Mapping (Business Consumers)

Finally, we used the example of Jennifer to create an additional TAM/SAM/SOM. We
used the popular 80/20 rule to achieve our SAM after taking the 5% of PhD’s in the U.S that
specialize in Business/Communication. This reduced our number to 31,650. We then took
1% of this number to receive our SOM which the team believes is the achievable
Serviceable Obtainable Market. The final number we got was 317 prospective clients. After
comparing the two, it is clear that the young professionals and graduates are a more
substantial and plentiful market.

Modified Lean Canvas

This section will focus on this chart which allows Julia to see the problems of the Buyer
Personas as well as discuss our new ideas.
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Clients Local and Global Market/STP

Revenue Generation and Access

Supporting Strategies

A. Value Proposition

Elements of Value

Julia Mines is a leadership and communication coach who is known for her work
with executives and leaders in their prospective fields by helping them advance their
professional careers. As a team, we looked at the numerous ways that Julia added value to
its customers. To do this we used the elements of the value pyramid, broken down into four
kinds of needs which are: functional, emotional, life-changing, and social impact (Bain &
Company Insights, 2015). Several elements show how Julia Mines adds value to its
consumers. We start with self-transcendence which is part of the highest level of the
pyramid and focuses on helping other people or society more broadly (Bain & Company
Insights, 2015). Julia provides this for her clients by providing them with the necessary tools
to set up professional and personal goals to gain clarity in their work and life. The next
elements that add value to Julia’s work with her clients are: provides hope,
self-actualization, and motivation. These elements are reinforced by her current coaching
techniques and we have seen how she has made a difference in the lives of her clients
through their testimonials; Ellie Stavrulaki a Professor of Economics at Bentley College,
“Julia is an amazing coach. She has been extremely helpful in multiple areas of my life. She
helped me navigate and resolve a tough and complex career-related decision, and has
inspired me to keep going with my personal and professional goals. She is gentle and
compassionate and brings so much honesty and integrity to our sessions. I wholeheartedly
recommend her as a coach.” (Mines, 2021).

We have discussed the two highest levels of the pyramid so far and now we will look
at the bottom needs which are functional and emotional. As a coach, Julia provides her
clients a variety of services with different focuses and that goes on to prove how she grants
values to her consumers through her work. Elements that made her offerings functional to
her clientele were simplified, makes money, integrates, quality, and variety (Bain &
Company Insights, 2015). Through her work, Julia provides her customers with a reduction
of the complexity of their position; helps them make money through gaining promotions;
allows them to balance their personal and professional life; provides high-quality service
through the creation of individual connections; and provides them with the variety of
services and focuses. While providing them with functionality is important, there are
emotional elements that Julia does provide to her customers such as rewards and reduces
anxiety (Bain & Company Insights, 2015). Our team conducted research this year that
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supported the data that we gathered in the Fall of 2020, which showed that younger
respondents who feel more promotable have a higher inclination to reach out and contact
leadership and communication coaches (Fall Data, 2020). With the support of this data, we
can see how Julia’s services will reward her clientele by providing them with promotions
which will lead to other elements of value we have mentioned above. Along with that Julia
provides her clientele with clarity and that is something that provides them with an anxiety
reduction. Julia does this by focusing all of her attention and tools on the clients that she is
working with or for.

Core/Value-Added Components

As mentioned
above, through our work
as a team we have
discovered that Julia
Mines’s current offerings
do cover several elements
of the value pyramid,
however, there are still
several elements that
have not been covered.
Throughout our semester
we have established two
new offerings for Julia,
that we as a team wanted
to recommend she start
pursuing which are
Executive Leaders for
Volatile Business
Environment and Young
Professionals Leading in
Volatile Times
Workshops. These two
new offerings add new
value elements as well as
reinforce current ones we
have already discussed

above (Bain & Company Insights, 2015). The new offerings will bring in these current value
elements which are affiliation/belonging, wellness, organizes, and connections. The two new
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offerings while covering two different clientele segmentations have the same objective in
mind which is providing individuals with the necessary resources during periods of change
in the business environment. These volatile work environments are something we have been
experiencing for the past year. Many professional careers have been impacted by COVID
and so have people’s affiliation and belonging within their companies. According to Harvard
Business Review, “Loneliness is one of the most common complaints about remote work,
with employees missing the informal social interaction of an office setting” (Larson, 2020).
Along with that isolation and loneliness will lead to employees feeling less “belonging” in
their organization (Larson, 2020). Unlike many others in her field, Julia’s offering of these
workshops that focus on volatile work environments will create an addition to the elements
of value she offers to her consumers. The topics that will be covered throughout these
workshops will provide mental wellness by offering the participants by teaching them
different methods of communication in an online environment (Larson, 2020). Along with
offering a sense of belonging to the participants, Julia will allow them to create those
connections with their co-workers and superiors. On top of providing her clients with the
necessary tools and resources for them to feel connected and affiliated in the workplace and
providing them with methods to practice mental wellness, Julia will provide them with the
necessary skills to adapt and organize their goals in a manner that is beneficial for their
personal and professional lives.

Jobs to be Done/Pain

There is a good
amount of
information that
people need so they
feel that there is
value-added to their
experience with Julia.
Our team has used
Jobs / Pains / Gains
diagram that comes
from Osterwalder A,
Pigneur Y, Bernarda,
Smith A, Papdakos T
(2015) Value
PropositionDesign,
Hoboke, NJ: Wiley.
When an executive or
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leaders in their prospective field is thinking of contacting a leadership or communication
coach there is a reason for that and those are defined as jobs to be done. Our team was able
to define several jobs, however, some that we feel would be impactful for our new offerings
are needing to get tips on how to stay organized between one’s personal and work life as
well as learning how to lead people through periods of change. Changed to a work
environment will cause executives and employees to struggle with feeling a sense of
belonging in their job because of the changes that they are experiencing. Along with that,
they will have to learn how to find the balance between their personal and professional life
while making sure that they are focusing and taking time for themselves. Lastly, they will
struggle with making those connections because of the changes that they are experiencing
and will feel as if they are not getting anywhere with their colleagues. If the new offerings
of Executive Leaders for Volatile Business Environment and Young Professionals Leading
in Volatile Times Workshops are adapted by Julia the pains that have been mentioned above
will be alleviated and individuals will expect gains. Those gains will vary but they will
mainly focus on creating an environment of belonging for the executives and employees.
Along with that they will feel respected in their position, will learn how to trust their team
during volatile times. One of the main gains that will be expected by reaching out to Julia
will be finding the balance between one’s personal and professional life.

B. Offering Mix

Relationship to Client’s Current Offering Mix

The new client offerings are similar to what Julia is already offering. Our team has
focused on exploring the creation of more offerings that focus on workshopping for their
clientele. Julia already offers a variety of services and while we as a team believe that they
are very beneficial we felt that combining some of them would provide clients with more
resources and tools; these new offerings are also an easy way for new clients to get a feel if
a leadership and communication coach is the way to go. Executive Leaders for Volatile
Business Environment has a focus on working with executives on an individual basis. These
services will allow them to learn how to navigate changes in their position, work
environment, communication, teamwork, and many more. There are no other coaches there
who offer such a service and in the current environment that we have found ourselves in is
crucial to be able to have the necessary skills that overcome such a situation or learn to
adapt to it. On the other hand Young Professionals Leading in Volatile Times Workshops
while covering the same information, it is targeting a different consumer segmentation. This
workshop is allowing graduates students or recent graduates who are entering the business
world. We have seen the effects of COVID on the business world, especially young
professionals who are looking to find a job. Many who graduated as soon as COVID hit,
were unable to find employment or lost their position because of changes that businesses
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had to make. Companies kept away from hiring inexperienced employees because they did
not have the luxury to train any new members. The new offering will be already getting the
graduates some sort of experience in dealing with the major changes within the business
world but also how to navigate those in a company. Our team feels that the adaptation of
these new offerings by Julia would not only gain her more attraction by a new clientele but
it would set her apart from her competitors.

Client’s Overall Strategy

The Executive Leaders for Volatile Business Environment and Young Professionals
Leading in Volatile Times Workshops would fall under a breadth strategy. This strategy
focuses on being broad in scope because we are offering several different types of service
under one roof. This is what we are doing with the new offerings that we have created for
Julia. Both the executive and young professional offerings are not new innovative ideas but
they are additions to the already existing offerings that Julia has. These supplemental
services cover a different scope that leadership and communication coach can explore, and
as mentioned above this is very different from any other offerings from competitors.

Quality Control Issues

Julia Mines does not offer a tangible product, she offers a service as a leadership and
communication coach, and because of that for us to measure the service quality of her
practice, we need to use RATER, a method to measure service quality (Parasuraman, 1988).
RATER is broken down into the following characteristics which are reliability, assurance,
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tangibles, empathy, and responsiveness. Firstly, we will be looking at reliability which is the
ability to perform a service dependably, accurately, and consistently (Parasuraman, 1988). In
Julia’s case, we see that she can perform her services meticulously while making sure that
her clients are comfortable in opening up to her. Secondly, we will look over the assurance
characteristic which is the knowledge and courtesy of employees and their ability to convey
trust (Parasuraman, 1988). Again, we see how Julia has been able to gain her client’s trust
through the testimonials that have been shared on her website. She has been able to be
present for them throughout the sessions and allowed herself to be fully focused on making
sure their needs are met. Thirdly, we are looking at the tangible characteristic and in this
case, it will be physical pieces of evidence of the services (Parasuraman, 1988). We have
discussed the different ways that Julia’s services provide value to the consumer but to just
summarize it in a few words it is the social, functional, emotional, and life-changing
elements that her services provide. Fourthly, we have empathy which shows the caring
individualized attention that one has towards their customers (Parasuraman, 1988). We are
repeating ourselves quite often but again Julia’s method of coach focuses on making sure
that individuals’ needs are met throughout their sessions with her. Lastly, we have
responsiveness which is the characteristic of providing prompt service (Parasuraman, 1988).
This is done by Julia in how she contacts and interacts with her clients. She offers newsletter
sign up on her website as well as a method for any new or current clients to reach out to her.

Value Support of Revenue Generation and Market Access

Introduction:

This portion of the Julia Mines marketing report contains information regarding the areas
where the team believes Julia has the most potential to broaden her current offering and
generate additional revenue for her business. Our findings have been organized accordingly
in the infographic below using our latest research:

Key Costs & Demands:

Every business is subject to certain costs that are necessary for them to operate properly.
These costs are organized into two categories: fixed costs and variable costs.

Fixed costs are recurring business expenses such as rent, utilities, etc. For Julia, the terms of
her fixed costs are a bit different due to the fact that her business is run from home. As seen
in the infographic, the team did their best to narrow down Julia’s assumed fixed costs to
better reflect the nature of her business. These costs include the following: personal salary,
home office maintenance, internet access, cellular access (phone), website maintenance
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costs, and Zoom subscription. It is evident that all of these expenses are necessary for Julia
to conduct her daily business. Assuming she has already selected the billing plans that best
fit her budget, Julia has this area covered.

A variable cost is a business expense that changes in proportion to production output
(Kenton). Again, this area presents itself a bit differently because of the nature of Julia’s
business. There is no tangible production output in her case, only the output of her own time
and resources towards her clients. For this reason, the teams determined variable costs were
slim. These costs include data usage and travel costs. Another potential variable cost would
arise should Julia decide to pursue professional video production as we have previously
discussed. This cost however would be viewed more as a sunk cost due to the time that
would be lost in the process of recording the videos. Julia’s time directly translates to
money, so we have to take this into account when weighing the pros and cons. These are all
important factors to consider when aiming to generate increased company revenue because
revenue generation is not just about sales, it’s also significantly affected by the business
expenses we have just discussed.

In terms of demand, it appears as though the per-session pricing of the leadership coaching
industry is generally quite elastic. As the team has previously pointed out, the industry that
Julia Mines fits into is already saturated with other available coaches. For this reason, it is
important for Julia to maintain her ability to adjust her prices to remain competitive in her
market whenever it is needed. Using the TAM/SAM/SOM approach (Total Achievable
Market/ Serviceable Available Market/Serviceable Obtainable Market), the team was able to
narrow down the demand for Julia’s services regarding our new offerings. On the graduate
side, the team was able to determine that the TAM was roughly 200,000 individuals while
the SAM narrowed down to about 40,000 and the SOM landed at 400 total in Julia’s
serviceable obtainable market. In terms of professional leadership in volatile times, the
TAM was found to be a much larger 639,334 individuals while the SAM came in at about
127,867 and the total serviceable obtainable market for the demographic landed at 1,279.
This leaves Julia with a total of 1,679 obtainable new clients with the new offerings. In other
words, the demand is very clearly there.

New Offerings and Market Strategy Choice:

Our marketing team has strategically defined two new potential offerings that we believe
will prove very effective in helping Julia expand her reach in the coaching industry. Both
offerings are revenue-oriented strategies much like the rest of Julia’s current offering.
Revenue-oriented strategies focus on increasing income by maximizing both short and
long-term sales potential (Willis). Our latest research has piqued the teams interested in the
college student/young professional demographic. The reason for this being that young
individuals these days endure quite a bit of emotional distress, especially those who have
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just graduated. The lingering pandemic has only made these issues worse for many. The sad
truth of the matter is that the likelihood of struggling young individuals to go out of their
way to seek 3rd party help such as Julia’s in these situations is quite low across the board.
The next two sections will break down the logistics of each of our new potential offerings
along with why the team believes they will be successful in generating revenue for Julia
Mines.

Offering 1:

The team’s first offering is something we like to call the “Young Professionals Leading in
Volatile Times Workshop”. This workshop would be aimed towards recently graduated
students in an attempt to offer a hand of guidance regarding their transition to the workforce.
This is a very scary time that leaves many individuals feeling helpless and lost. In other
words, this is a perfect area for Julia to change some lives with her services. As a coach with
years of experience in both business and individual coaching, Julia holds quite a bit of
valuable insight that could be useful to this struggling demographic. The idea is that Julia
would develop this workshop, consisting of multiple sessions, that would cover a wide array
of topics pertaining to varying areas of leadership along with topics of personal
development, stress alleviation, etc. Using techniques such as the FOCUS acronym
(Zweibel) that was previously mentioned, Julia can use her experience to offer insight in the
areas where individuals enrolled in the workshop find themselves lacking. Being able to
analyze and approach/improve said areas accordingly is something the team believes Julia
will be able to do well. In summation, this workshop would greatly benefit young
professionals in many ways. It would also provide Julia with a much earlier exposure on her
potential future target market. Meaning that if the young individuals find value in this new
workshop that’s offered to them, the chance they return in the future and/or refer you to
others grows tremendously. Since the majority of Julia’s current client base ranges between
the ages of 30-50, this would put her name in the heads of people who might use her
services almost 10 years ahead of schedule!

Offering 2:

The teams second offering is a one-on-one “Executive Leaders in Volatile Business
Environments” coaching session. This session would be aimed towards the
leaders/executives of businesses with the goal of helping them effectively navigate the
rapidly changing environment in which they are working in. It is needless to say that recent
events such as the pandemic have caused for some drastic changes. The workshop would
emphasize techniques of communication, organization, and other collaborative aspects that
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goes into effectively running a business in these volatile times. The team was unable to find
any other service of the sort, so not only would this be a great new venture, but Julia would
be the spearhead as well.

Pricing Strategy and Revenue Potential:

For Julia’s pricing strategy it is pretty obvious to stick to the same system, that being
professional services pricing. This pricing strategy is based on both Julia’s experience and
her credentials. The team had a bit of trouble finding a concrete price point for one meeting
with Julia, so we had to do a bit of estimating. As far as overall available time, the team
made the following estimate:

[40 (hours) per week * 52 (weeks) in a year] – [vacation (3-5 weeks), sick time (5-10 days)]
=  on average ~ 240 hours.  This leaves her about 1,840 hours roughly, annually

For a starting price point on individual sessions, Julia could do payments by session at
around $100-$150 each. She could also potentially do a monthly system instead for
$350-$400/mo. The second option (monthly) is recommended by most outside sources for
individual coaching sessions as it spreads out time resources for coaches will also giving
them longer term commitments from their clients. For our other offering, Julia can offer a
select number of spots for a 2–4-week group workshop for a price of around $200-300$ per
person. These workshops could be held multiple times a year with about 30-40 spots
available for each workshop. For example, if Julia were to hold four of these new
workshops in a year (1.5 hours, 3 days a week, 35 people paying $250 each), she would
make close to $10,000 each workshop.

Identification of Channels: (Market Access, Push/Pull Focus, Assisting Tech.)

In the coaching industry, much if not all of the selling done by coaches is done directly to
their clients rather than through the use of intermediaries. This is because consumers
typically find people like Julia and her competitors in times where they are considering
seeking help from different coaches in the area. As a result, the pull approach is pretty much
the universal go-to for coaches alike. As the team has mentioned before, Julia is in quite a
saturated industry. This leaves a crucial level of importance on her first impression towards
potential new clients. During an individual’s search of coaches in the area there needs to be
the deciding factor that sets Julia aside from her competition. This can be done through
many different ways, such as: website accessibility, response time to an inquiry, etc.
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As a coach, the way she treats her clients is even more important than that of a regular
business. Julia should serve as a source of insight and helpfulness for her clients. It is
important that she values her clients time just as much as they value hers, but also that she
delegates her time equally amongst her clients. We want to make sure that every single
client is getting the best Julia possible to avoid any issues or lost clients.

Another note that the team wanted to point out was the structure of the Julia Mines website
when accessed from a mobile device. It appears that some work has been done to alter the
website when a person accesses it from their mobile device (text and buttons change size to
fit the screen). However, almost Julia’s entire body is completely cut out of the frame
leaving those accessing the site not knowing what they are looking at. This should be a
simple fix that Julia can adjust easily. That said, it is important that she actually takes the
steps to adjust this seeing as her website is her main assisting technology in conducting her
everyday business. Even an issue this small could be the deciding factor between whether or
not a potential client chose to pursue business with her or a competitor.

Positioning Discussion

Despite the fact that Julia remains in a saturated industry with multiple local competitors,
both her personal output and the reviews she receives reflect the fact that she provides
excellent work for her clients. Today, checking google reviews is a go-to for consumers who
are taking the first steps in deciding whether to give a business the time of day or not.
Another aspect of Julia Mines that provides an edge is her versatility. She offers both
personal and business services which is uncommon amongst other coaches in the area. With
our new offerings that take a swing at attacking volatile business environments, the team
believes Julia Mines will soar past their competitors.

References:

2021 Data:
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Advertising
As covered by previous team members, targeting recent college graduates or young

professionals will be beneficial to Julia Mines business and personal brand in the long run.
Those who are recently out of college or just getting started in their careers can be targeted
through specific advertisements geared towards younger people. We have also discussed
how Julia will benefit from larger group sessions or workshops. Both of these groups can be
targeted with some tweaking to Julia’s current advertisement strategy, which is what I will
be discussing in this  section.

There are a few different components that make up a facebook ad, which are as
follows; the image or video which is what captures the viewers attention is arguably the
most important thing because if the image does not grab the attention of the reader, nothing
else on the ad will even be read. Next is the text, which will be right above the image, this is
where more context is given. After this is the headline, which is meant to be short and
catchy, so something like Julia’s mission statement can go here. Lastly, is the call to action.
There should be a link here to fill out the form to set up a meeting, or get more information
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on Julia’s website. Once these elements are  completed there are more details to consider
such as what should be included on each of these aspects. Refer to appendix K.

Another old fashioned but simple way to advertise to college students is through
flyers. Not as much this year due to many classes being online so less time spent in the
academic buildings, but in a normal non-pandemic year, students spend time in these
academic buildings who’s hallways are filled with bulletin boards. These bulletin boards are
all over the campus and can be a valuable place to advertise something to students.  A
modern twist on the same idea at a college could be utilizing University Posts. All WNE
students are familiar with this, and I would assume most colleges and universities all have a
similar way to get information across to students. At Western New England, it  is a daily
email that goes out summing up any important upcoming events, or things students should
be aware of. The University Posts dashboard runs down the Kodiak homepage making it
impossible to miss. Each of these posts has an attention grabbing title.

As an honorable mention, I would also like to throw out the website LinkedIn.
LinkedIn is an integral part of every business person’s social media. When looking for jobs
this is the place that many turn to look. LinkedIn is also the most common place for
networking. This is the place to showcase how great you are as a professional. Julia does
have a LinkedIn, and although she is not very active on it she does have an impressive
amount of connections which means if she does become more active in her posting, many
people will see it on their timelines. So having some posts on here highlighting her services
would be a wise choice. There are also ways to run ad campaigns on here, but a good start
would just be posting an informational post about her offerings, and people who are happy
customers can share her posts to their own networks, and that is the modern day, even more
efficient, word of mouth.

Using data from last semester’s survey, we concluded that those with less years of
experience are more likely to reach out to a leadership coach. This could be for a few
reasons such as hoping to get a head start at a young age. Another finding from last
semester’s research is that those who have self perception of upward mobility, or in other
words, feel like they are promotable are more likely to reach out for coaching to help them
reach these next steps. This is more supporting evidence that proves how advantageous  it
will be for Julia to pursue the direction of young adults.

Public Relations
Public Relations goes a bit deeper than regular advertising. Some people only see PR

as a large company or corporation's concern, however small businesses also benefit from
good PR. Public relations is the organic way that the public perceives a company, or in this
case, Julia Mines as a coach/mentor. Her website does a satisfactory job at setting the tone
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of her business and what she offers. Having good public relations is directly correlated with
having credibility, something very important in Julia’s industry. As a small business,  Public
relations can be a make or break factor in whether or not someone decides to be our client or
not. Having good reviews online, and having solid third party reviews is one way that Julia
shows off the satisfied tone of her clients. On Julia’s website there is a section dedicated to
testimonials, this is valuable, but should be taken with a grain of salt. These are on her own
website which means these testimonials were hand selected by the owner of the brand, like
any company, you need to dig deeper to see the authentic reaction she has online. With a
quick Google search, you can see her reviews are very limited, there are only two reviews
on google. However the good news is that they are both five stars.To really stand out in the
realm of PR, she needs more reviews and recognition on google because this is the first
thing people see on the right hand side of the google search results when you search her
name.

On top of this, she is not very active on her social media in general, for example, she
has only posted three times in 2021, and before that she had not posted since 2019, where
there was one post, and nothing else on her facebook page. Young people love to see a
social media presence from the people and brands they do business with, it makes the brand
seem more reliable.  Seeing the brand as a whole is important. The better news is on
LinkedIn she does have more reviews from clients which all rave about her. As mentioned,
LinkedIn is an important space to be in when targeting young professionals, and Julia should
try to capitalize off her hundreds of connections on here.

Direct Selling
As far as direct selling goes for Julia Mines, this is currently how her business

operates. There is no middleman in her business model. Julia Mines is technically the
“manufacturer” of her product which is her services/ herself. The customer or client gets her
services directly from the source. An important part of direct selling is building that
relationship first with the client or customer, then making the sale. It is crucial for a
relationship to form between a sales person and their clients no matter what is being sold,
but it is integral for Julia to have that mutual trust between her and her client for her
coaching to be successful.

Personal selling
Personal selling is a sales strategy where sales are made face to face. In today’s

pandemic society it is hard to meet anyone face to face, nevermind every one of your sales
leads. Even prior to the Covid-19 pandemic personal selling is a time consuming and
challenging concept. It is important to dictate who is worth taking that time out of the day to
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talk to and really invest time into. Taking time on the right leads will be most rewarding.
After consideration and deciding to target young professionals and recent college graduates,
Julia Mines should consider spending more time, personal selling to these individuals. Face
to face meetings seem to be a thing of the past, so personal selling can be done through a
Zoom or other conference call software. When meeting with these people she should ask
herself what the value is in this client, in more straightforward terms, will this client meeting
be worth her time, or is there another more valuable lead that could be pursued?

Sales Promotions
Julia Mines has not run any sales promotions to my knowledge. This could be

intentional but when working with soon to be college graduates or even recent college
graduates, money can be tight due to student loans or other factors. Although Julia Mines
services are very valuable, having some sort of sales promotion may be better in the long
run.  A lower price may bring in more young clients. A suggestion may be offering a special
price for those people who are recent college graduates. This brings back up the point that
sacrificing a small amount at first may end up bringing in the higher revenue in the long run,
like an investment. Targeting their professionals right as they enter the workforce and setting
up that connection is likely to bring them back to you in the future as they advance through
their career. If it's not them returning, it may be one of their colleagues after being referred
to Julia by her original client. As we have established throughout this report, Julia is in a
pretty saturated market, and offering a sales promotion to recent college grads will bring
more of these young clients to her rather than a competitor, and then in turn stick with her
throughout their professional lifecycle.

Messaging

Digital Marketing

This section of the marketing plan will continue to look at promotion of our Client, Julia
Mines. It will be looking at Digital marketing which includes website, mobile and content
marketing and finally we will look at after-sale strategies that our client, Julia Mines can do
to keep connected with her clientele and future clients.

As we have looked at in previous sections of the plan, our group is focusing on two types of
strategies. One is the pull, which is ideally focused on the one-to-one sessions with Julia and
the typical market would be those younger professionals who need a coach, it could be they
have just finished their graduate degree and they need guidance to lead. The push strategy is
looking at targeting Management and Leadership Professors that can help get Julia access as
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a guest speaker on campuses. Ideally as a group we have noted that we would like to see
Julia use more Digital Marketing when it comes to the push strategy just because most
professionals are going to want to reach out to her through her website. In terms of the
strategies, the example that our group decided on was pretty similar for both the push and
pull when it comes to the website and mobile marketing.

In looking at Julia Mines website there are a few suggestions and ideas that our team has
thought about. We will first go through and talk about what we see on the website and then
go in detail of what we would like to see. For example, the website utilizes call to action
when clients first access the website, particularly we see this with the “Get Started” button
which gets clients to fill out a form on who they are and if they would meet with Julia. After
looking at articles and different best practices, HubSpot defines call to action as “it’s part of
a webpage, advertisement or piece of content that encourages the audience to do something
“(Leaning, 2020). Julia already utilizes this tool so this will already get clients to interact
with her and connect with her. Another aspect of the website that we wanted to focus on as a
group was the homepage, as of now Julia has a homepage that introduces clients to who she
is and what she offers. Based on website design best practices from Quick Sprout, they say
that a good optimization for mobile design is really important especially when it comes to
being mobile friendly. So as a group we noted that the homepage on a computer, on an
iPhone and on an android is ideally different and not proportional when it comes to the
Portrait of Julia. We wanted to make sure the homepage format would be mobile friendly, so
we decided to go with a few options. For example, we decided that  a sunset photo that has a
background color of blue would fit best as we identified that blue was used on the website.
We also looked at research that had suggested what the color blue means, and they said “ in
color psychology, blue’s color meaning ties closely to the sea and the sky. Stability,
harmony, peace, calm and trust are just some of the feeling that your customer may feel
about your brand” (Oberlo 2019). That being said, it is also a  vivid color which can help
attract more clients to the website. Lastly, we looked at suggestions regarding layout and we
thought either a quote that resonates with the idea of new beginnings and crossing
challenges or using Julia’s tagline “Clarity of goals. A voice to lead with” would be an
alternative way to get more clients interested in her services. We have formulated a few
examples of what Julia can offer on her website and on her mobile phone.
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Website and Mobile Marketing

Those were some suggestions that we were thinking about adding to the website. The
pictures above outline what the format and design of the newly developed idea looks on a
phone including apple and android as well as on a pc. While looking at some best practices
for web Design tips one of the tips that Torque magazine had mentioned was something
Julia already does well, it was Hick’s Law which states “ that the more choices an individual
has, the longer they will take to make a decision”( Schäferhoff 2018). Julia has a set of
services contributed to those who want to participate in a bootcamp, workshop and then
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those who want to have one on one meetings. Another tip they suggested was that
compressing information in a website that utilizes more scrolling than clicking can get
conversions up by 30%. Consumers are more likely going to scroll to get information about
a service then they will be clicking. That’s one suggestion we would consider looking at,
Julia utilizes scrolling, but it might make the website easier for clients to access if there
were scrolling than clicking. Another tip that Torque Magazine suggested was using people
in pictures, we suggest possibly adding pictures of some clients or pictures of a bootcamp
event that took place. Ideally, these could possibly go in the testimonials webpage of the
website and the bootcamp picture could show up on the side of the webpage. This can help
attract clients who want to get a feel from what some of the services look like and creates
awareness about your services. Another tip that they recommend is “using the right list
order” which looks at where certain items are on a list, for example subheadings that are
listed first and last are more likely to be remembered by clients than those in the middle. As
a group we suggest taking that into consideration as it can attract clients to look at certain
information instead of other ones. This is important because it makes information more
accessible. The last tip that was the magazine had suggested was growing social shares,
media mentions and getting in more testimonials. LinkedIn is a great platform that can be
used to share out a few tips on leadership and other related topics. In another section, one of
my group members talks about Facebook advertising which can help promote her services,
that’s also another suggestion that we think can help grow social shares.

LinkedIn

Another important suggestion that we thought would promote Julia’s business would be if
she added her LinkedIn to her about page on her webpage. After looking at articles and
specifically one from the Business Journals they say that “from giving coaches and
consultants a ready-made, inbound lead generation source via its freelance marketplace, to
an improved blogging and analytical experience, LinkedIn continues to make it easy to find,
engage and connect with potential clients on the platform” (Nemo, 2017). Ideally, if Julia
adds her LinkedIn this will allow clients to connect with her and she can connect with them
if she would like. This would help build clientele connections along the way with those who
decide to talk to Julia.  Some best practices that we looked into from Hootsuite suggested
including some of the criteria on the about page in terms of offering and services,
incorporating what some of the values are for  your business. Updating profile banners can
attract clients, we decided to make the background color blue to match the webpage. Lastly,
posting or resharing articles that can motivate/inspire those in leadership positions (Baird
2018). We also came up with a few “how to” article titles that can be written and posted on
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LinkedIn. Those Suggestions include : "How to stay connected while working at home",
"How to maintain communication skills while working remote" and "Tips on how to work
effectively in a hybrid environment”. Some of these articles can help attract clients into
learning more about these subjects. Color is another factor that we think is important, we
suggested that the side headings be in blue instead of red since blue is already incorporated
on the website and it would compliment the homepage.  As mentioned previously, the color
blue symbolizes harmony, peace, and trust so we think this would be perfect for the website
headings as well.
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YouTube

YouTube is another platform that can be used to share content, as a team we think Julia can
utilize YouTube to share content whether it be quick tips that can benefit others or a way to
advertise what she offers. We think in terms of the push and pull, one video idea concept we
were thinking would be to create a 1–2-minute professional video that can be linked on the
homepage of the website. In this segment, Julia would be talking with previous clients about
their experiences and having that interaction with them, would be appealing for those clients
who would like a leadership coach. They get a glimpse at what Julia can offer, how she can
help and the different resources that are available. Based on research, the Center of
Executive Coaching says “ If all you offer is coaching, consider broadening your services.
Have a book, a seminar, an information product like video or audio based.. so that as many
people as possible will experience your content” ( 2016). That is one of the reasons why we
think Julia should do this as this helps increase awareness of her services and it would be a
reusable video that can be watched by clients over and over.
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After-Sale Strategy

For both our push and pull strategy the best way Julia can make sure clients are well after
they have completed all sessions would be to possibly send out an email every once in a
while. By doing so, clients will feel more willing to reference Julia if someone they know
needs a leadership coach. This will also broaden the market for Julia as more clients decide
to work with her. We thought that this strategy would work best because it’s the most
efficient, low cost and effective method that will keep clients connected with Julia. To get
some insight, we looked at best practices for email marketing and HubSpot had mentioned “
personalizing the email greeting grabs the attention of each reader right away” (Vaughan).
HubSpot also mentions that if you have a large number of recipients that you want to send a
personalized email to, there are email marketing tools that allow a person to configure the
greeting of the email campaign so everyone gets a personal version of the same message.
Another tip they suggest is sticking to a fewer than three typefaces, “ the less clutter you
have in your email, the more conversions you’ll experience. Don’t junk up an email with
more than two, or a maximum of three, fonts, or typefaces” (Vaughan).  A last tip would be
Avoid using ‘No-reply’ in the sender’s email address, the ‘no-reply’ in an email message
prevents recipients from responding and even opting out of further messages. Below we
created two kinds of emails that could be written for clients like Jessica/Michael/Matthew
and Jennifer. This is a great way for Julia to connect with her clients and potential clients.



46

Work Cited/Appendix



47



48



49



50



51



52



53

References

Bain & Company Insights, (2015) Elements of Value Interactive Graphic - Bain & Company
Insights, media.bain.com/elements-of-value/#.

Barbour, Tracy. “Unlock Potential & Maximize Success: Leadership Coaching Offers a
Sounding board, Fresh Perspective to Enhance Existing Skills., Alaska Business
Monthly. Jan 2021, Vol. 38 Issue 1, p10-13. 4p.

Bean-Mellinger, Barbara. “Male vs. Female Statistics in the Workplace in America.” Work,
28 June 2018, work.chron.com/male-vs-female-statistics-workplace-america-23880.html.

Board, The Alternative. “What Is Business Coaching And Why Do You Really Need It?”
TAB:The Alternative Board Business Coaching Services,
https://www.thealternativeboard.com/blog/businesscoaching

“Coaching for Leaders: Why Executives Need Support: CCL.” Center for Creative
Leadership, www.ccl.org/articles/white-papers/coaching-for-leaders/.

“Industry Market Research, Reports, and Statistics.” IBISWorld,
https://my.ibisworld.com/us/en/industry/61143/industry-at-a-glance

Jamieson, Mark, Wall, Tony, Moore, Neil, “Why Evaluation of Leadership Coaching
Counts” International Journal of Evidence Based Coaching and Mentoring 2020, S14,
pp.3-18

Julia Mines. (2021). Retrieved May 6, 2021, from https://www.juliamines.com/

“New England Fast Facts: The Region’s Higher Education Landscape”. New England
Board Of Higher Education,
http://www.nebhe.org/info/pdf/policy/New_England_Fast_Facts_Higher_Ed_Landsca
pe_Sept_2 015.pdf

Larson, Barbara Z., et al. (2020) “A Guide to Managing Your (Newly) Remote Workers.”
Harvard Business Review, 1 Feb. 2021,
hbr.org/2020/03/a-guide-to-managing-your-newly-remote-workers.

Parasuraman, A.. Valarie Zeithaml, and Leonard Berry (1988). “SERVQUAL: A
Multiple-Item Scale for Measuring Consumer Perceptions of Service Quality,”
Journal of Retailing, 64 (Spring), 12-40

“Small Business Profile”, U.S Small Business Administration Office of Advocacy, Accessed
3/17/2021

https://www.thealternativeboard.com/blog/businesscoaching
https://my.ibisworld.com/us/en/industry/61143/industry-at-a-glance
https://www.juliamines.com/


54

Vetter, Amy. “Why You Should Hire an Executive Coach (and What to Look For).”
Inc.com, Inc., 8 Dec. 2017,
www.inc.com/amy-vetter/why-most-successful-leaders-rely-onexecutive-coaches.html
.

Lyman, A. (2003). Building Trust in the Workplace .
https://thepeoplegroup.com/wp-content/uploads/2008/04/article-building-trust-in-the
-workplace.pdf.

Pradhan , S. (2020). Business Coaching in the US. Ibis World . Retrieved from
https://my-ibisworld-com.wne.idm.oclc.org/us/en/industry/61143/about

Scarlet, A. (2014, December 13). 9 Easy Ways To Build Credibility as a Leader. All
Business.
https://www.allbusiness.com/9-easy-ways-build-credibility-leader-19543-1.html.

Speaker Coaching. Julia Mines. https://www.juliamines.com/speaker-coaching.

“How Do Facebook Ads Work? A Guide On Getting Started.” Connectio, 4 Dec. 2020,
connectio.io/how-do-facebook-ads-work/.

“Public Relations Tips for Small Business PR Success.” Business News Daily,
www.businessnewsdaily.com/9807-public-relations-for-small-business.html#:~:text=
If%20you%20have%20a%20small%20business%2C%20it%27s%20time,exactly%2
0PR%20is%20and%20why%20they%20need%20it.

Tankovska, H. “Facebook Users by Gender 2019.” Statista, 1 Feb. 2021,
www.statista.com/statistics/266879/facebook-users-in-the-us-by-gender/.

Author Nick SchäferhoffNick Schäferhoff is an entrepreneur. “10 Highly Effective Web
Design Tips Backed by Research.” Torque, 12 Sept. 2019,
torquemag.io/2018/07/web-design-tips/.

Baird, Fergus. “LinkedIn Company Page: 7 Easy Ways to Optimize Your Business
Profile.” Social Media Marketing & Management Dashboard, 22 June 2020,
blog.hootsuite.com/linkedin-company-page-business-guide/.

DeVries, Henry. “How Consultants Can Market Like A Thought Leader.” Forbes,
Forbes Magazine, 25 Oct. 2013,
www.forbes.com/sites/henrydevries/2013/10/25/how-consultants-can-market-lik
e-a-thought-leader/?sh=49d76213a34e.

“Everything You Need to Know about Business Development for Leadership and
Executive Coaches.” Center for Executive Coaching, 25 Aug. 2015,

https://www.juliamines.com/speaker-coaching


55

www.centerforexecutivecoaching.com/articles/everything-you-need-to-know-ab
out-business-development-for-leadership-and-executive-coaches/.

Leaning, Brittany. “40 Call-to-Action Examples You Can't Help but Click.” HubSpot
Blog, 14 Apr. 2021, blog.hubspot.com/marketing/call-to-action-examples.

Lofgren, - Written By: Lars, et al. “13 Website Design Best Practices For 2021.” 13
Website Design Best Practices for 2021 – Quick Sprout,
www.quicksprout.com/website-design-best-practices/#optimize.

Nemo, John. Bizjournals.com, 19 Jan. 2017,
www.bizjournals.com/bizjournals/how-to/marketing/2017/01/use-linkedin-to-bui
ld-coaching-consulting-platform.html.

Vaughan, Pamela. “17 Email Marketing Best Practices That Actually Drive Results.”
HubSpot Blog, 22 Apr. 2021,
blog.hubspot.com/blog/tabid/6307/bid/23965/9-email-marketing-best-practices-to-ge
nerate-more-leads.aspx.

“What Are the Best Social Media Platforms to Use for a Leadership Consu.” Business.com,
www.business.com/advice/answers/question/what-is-the-best-social-media-platform-t
o-use-for/.

“What Motivates Seeking Out a Coach and How Does This Match With the Actual
Coaching Results?: Institute for Life Coach Training.” Institute for Life Coach
Training

“Certificate Programs: Programs, Costs, Duration & Are They Worth It?” University
of the Potomac, 9 June 2020,
potomac.edu/certificates-programs-costs-duration-are-they-worth-it/.

Hitch, C. (2012). How to Build Trust in in Organization.
http://execdev.kenan-flagler.unc.edu/hubfs/White%20Papers/How%20to%20Build%
20Trust%20in%20an%20Organization.pdf.

Izaskun Rekalde, Jon Landeta, & Eneka Albizu. (2015). Determining factors in the
effectiveness of executive coaching as a management development tool.
Management Decision, 53(8), 1677–1697.
https://doi-org.wne.idm.oclc.org/10.1108/MD-12-2014-0666

Julia Mines. (2020). Retrieved December 15, 2020, from https://www.juliamines.com/



56

Kenton, Will. Investopedia, Investopedia, 9 Apr. 2021,
www.investopedia.com/terms/v/variablecost.asp.

Sheridan, Marcus, et al. “What Is a Revenue Strategy?” IMPACT, 26 Dec. 2020,
www.impactplus.com/blog/what-is-a-revenue-strategy.

Zweibel, B. (2005). A Strategic Coach. T+D, 59(4), 62–64.

“Who Seeks Coaching.” Center for Professional and Personal Renewal, 4 Apr. 2019,
cppr.com/coaching-for-individuals/who-seeks-coaching/#:~:text=Professionals%
20who%20desire%20a%20better,them%20and%20hold%20them%20accountabl
e.

“How Many Work Hours in a Year.” Indeed Career Guide,
www.indeed.com/career-advice/career-development/how-many-work-hours-in-a
-year.

🤪, Lucas Rubix. “HOW TO PRICE YOUR COACHING PACKAGES SO THEY
SELL!” Medium, Medium, 16 Mar. 2021,
lucasrubix.medium.com/how-to-price-your-coaching-packages-so-they-sell-49b
80a1be059.

“How Do Facebook Ads Work? A Guide On Getting Started.” Connectio, 4 Dec. 2020,
connectio.io/how-do-facebook-ads-work/.

“Public Relations Tips for Small Business PR Success.” Business News Daily,
www.businessnewsdaily.com/9807-public-relations-for-small-business.html#:~:text=
If%20you%20have%20a%20small%20business%2C%20it%27s%20time,exactly%2
0PR%20is%20and%20why%20they%20need%20it.

Tankovska, H. “Facebook Users by Gender 2019.” Statista, 1 Feb. 2021,
www.statista.com/statistics/266879/facebook-users-in-the-us-by-gender/.

Author Nick SchäferhoffNick Schäferhoff is an entrepreneur. “10 Highly Effective
Web Design Tips Backed by Research.” Torque, 12 Sept. 2019,
torquemag.io/2018/07/web-design-tips/.

Baird, Fergus. “LinkedIn Company Page: 7 Easy Ways to Optimize Your Business
Profile.” Social Media Marketing & Management Dashboard, 22 June 2020,
blog.hootsuite.com/linkedin-company-page-business-guide/.

DeVries, Henry. “How Consultants Can Market Like A Thought Leader.” Forbes,
Forbes Magazine, 25 Oct. 2013,

http://www.indeed.com/career-advice/career-development/how-many-work-hours-in-a-year
http://www.indeed.com/career-advice/career-development/how-many-work-hours-in-a-year
http://www.indeed.com/career-advice/career-development/how-many-work-hours-in-a-year


57

www.forbes.com/sites/henrydevries/2013/10/25/how-consultants-can-market-lik
e-a-thought-leader/?sh=49d76213a34e.

“Everything You Need to Know about Business Development for Leadership and
Executive Coaches.” Center for Executive Coaching, 25 Aug. 2015,
www.centerforexecutivecoaching.com/articles/everything-you-need-to-know-ab
out-business-development-for-leadership-and-executive-coaches/.

Leaning, Brittany. “40 Call-to-Action Examples You Can't Help but Click.” HubSpot
Blog, 14 Apr. 2021, blog.hubspot.com/marketing/call-to-action-examples.

Lofgren, - Written By: Lars, et al. “13 Website Design Best Practices For 2021.” 13
Website Design Best Practices for 2021 – Quick Sprout,
www.quicksprout.com/website-design-best-practices/#optimize.

Nemo, John. Bizjournals.com, 19 Jan. 2017,
www.bizjournals.com/bizjournals/how-to/marketing/2017/01/use-linkedin-to-bui
ld-coaching-consulting-platform.html.

Vaughan, Pamela. “17 Email Marketing Best Practices That Actually Drive Results.”
HubSpot Blog, 22 Apr. 2021,
blog.hubspot.com/blog/tabid/6307/bid/23965/9-email-marketing-best-practices-t
o-generate-more-leads.aspx.

“What Are the Best Social Media Platforms to Use for a Leadership Consu.”
Business.com,
www.business.com/advice/answers/question/what-is-the-best-social-media-platform-t
o-use-for/.

Buyer Personas Citations

Bean-Mellinger, Barbara. “Male vs. Female Statistics in the Workplace in America.” Work,
28 June 2018,
work.chron.com/male-vs-female-statistics-workplace-america-23880.html.

“Census Profile: Boston, MA.” Census Reporter,
censusreporter.org/profiles/16000US2507000-boston-ma/.

Grensing-Pophal, Lin. et al. “Positioning Yourself to Move into a Management Position:
Ivy Exec Career Advice.” Ivy Exec Blog, 12 Mar. 2019,



58

www.ivyexec.com/career-advice/2019/positioning-yourself-into-a-management-posi
tion/.

“Hartford, CT.” Data USA, datausa.io/profile/geo/hartford-ct/.

McCarthy, Niall, and Felix Richter. “Infographic: U.S. Women Earned More PhDs Than
Men Last Year.” Statista Infographics, 8 Oct. 2018,
www.statista.com/chart/15685/doctoral-degrees-awarded-by-broad-field-and-gende
r-in-the-us/.

Odell, Patty. “10 Ways to Reach Younger Audiences with Social Media.” Chief Marketer,
Chief Marketer, 25 Sept. 2015,
www.chiefmarketer.com/10-ways-reach-new-younger-audiences-social-media-brand
ing/.

“Workplaces That Work for Women.” Catalyst, www.catalyst.org/.

TAM/SAM/SOM References

“New England Board of Higher Education”
https://nebhe.org/info/pdf/policy/New_England_Fast_Facts_Higher_Ed_Landscape_Sept_2
015.pdf

“Massachusetts Small Business Profile, 2017”, SBA Office of Advocacy

Rivard, Johanna, and Homer Hugo Obeja says: “The Marketing 80/20 Rule and How to
Take Advantage of It.” Marketing Insider Group, 12 May 2020,
marketinginsidergroup.com/strategy/marketing-80-20-rule-take-advantage/

Lawrence, Jesse. “Market Sizing.” Medium, Boulder Bits, 28 July 2017,
medium.com/boulder-bits/market-sizing-402e7cc1c359.

Are Numbers of Doctorates Awarded Finally Starting to Reflect the Poor Academic Job
Market?,
www.insidehighered.com/news/2018/12/10/are-numbers-doctorates-awarded-finall
y-starting-reflect-poor-academic-job-market.

Allen, Rita Balian. "Unleash and Build Leadership Capabilities: Executive coaching
programs are beneficial for both existing and potential execs." TD Magazine, vol.
74, no. 9, Sept. 2020,

Berry, Leonard, Danaher, Tracey, Aksoy, Lerzan, Keiningham, Timothy (2020), “Service
Safety in the Pandemic Age,” Journal of Service Research, 23 (4), 391–395.

https://nebhe.org/info/pdf/policy/New_England_Fast_Facts_Higher_Ed_Landscape_Sept_2015.pdf
https://nebhe.org/info/pdf/policy/New_England_Fast_Facts_Higher_Ed_Landscape_Sept_2015.pdf


59

Bowler, W. M., Paul, J., Gavin, M., Joplin, T., & Bowler, C. A. (2018). Understanding Trust
Transference between Leaders, Followers and Coworkers: Testing Two Three-Way
Interactions. Journal of Managerial Issues, 30(4), 444–462.

Council, Forbes Coaches. 15 Ways To Stand Out In The Saturated Coaching Market. 23
Aug. 2019,
www.forbes.com/sites/forbescoachescouncil/2019/08/23/15-ways-to-stand-out-in-the
-saturated-coaching-market/?sh=14f3606a3587.

Craig, H. (2020, October 31). 10 Ways To Build Trust in a Relationship.
https://positivepsychology.com/build-trust/.

Ellam-Dyson, V., & Palmer, S. (2011). Leadership Coaching? No thanks, I’m not worthy.
Coaching Psychologist, 7(2), 108–117.

Fernandez, C. (2020, August).
https://my-ibisworld-com.wne.idm.oclc.org/us/en/industry-specialized/od4184/about
.


