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You want to become a breathwork teacher. But can you actually make a living from it,

or are you buying an expensive hobby?

Many certified breathwork teachers don't make it to full-time income. But plenty do,
and the difference isn't talent or luck. It's treating this like what it is: a one-person
service business. Your breathing skills get you in the door. Knowing who you serve
and how to price, market, and deliver your work is what keeps you there. That part is

entirely in your hands.

We'll walk you through what breathwork teachers actually earn, what it costs to run,
how to get clients, and how to keep them. Real numbers, honest trade-offs, no fluff.
And we'll keep coming back to one idea: the clearer you are about who you are and

who you serve, the faster everything else falls into place.
Let's start there.

CHAPTER 1

The question before all other

questions

Before we talk about money, business models, or marketing: there's one thing you
need to get clear on first. Everything in this guide connects back to it. Every decision
you'll make as a breathwork teacher flows from it. And most training programs never
bring it up.

Who are you, and who do you serve?

Not in some abstract, spiritual sense. In the most practical sense possible. Your
answer to this question determines your niche, your pricing, your certification choice,
where you find clients, how you talk about what you do, and whether people

remember you or forget you the moment they leave the room.

Here's why it matters so much: breathwork is a one-person service business. You
don't have a marketing department. You don't have brand recognition (yet). You
don't have a sales team. What you have is your story, your skill, and the specific group



of people you understand better than anyone else. That specificity is your entire

competitive advantage.

Take a moment with this.

What brought you to breathwork in the first place? Not the technique. The reason. Was it
burnout? Grief? Chronic pain? Athletic performance? Curiosity? A moment where

everything shifted and you thought: other people need to feel this?

That origin story isn't just personal history. It's the foundation of your business. Because
the people you'll serve best are almost always the people whose struggles you already

understand from the inside.

Think about what this looks like in practice.

A finance director who burned out at 41 and found breathwork through a stress
management program has a natural path into corporate wellness. She speaks the
language. She understands the pressure. When she walks into a boardroom and says

"I've been where you are," it lands differently than a generic pitch about mindfulness.

A veteran who used breathwork to manage PTSD has immediate credibility with
other veterans and first responders. He doesn't need to explain what trauma feels
like. His first group might be five people from a peer support network. That's not a

small start. That's a focused one.

A stay-at-home parent who built a personal practice during postpartum recovery
connects naturally with other parents. Her first sessions happen in living rooms,
around school schedules, in the cracks of busy lives. She doesn't need a studio or a

brand. She needs six friends who tell six more friends.

Same profession. Three completely different businesses. Different price points,
different clients, different growth paths, different daily lives. And every one of them is

viable, because each one is built on a specific answer to the question.



Stay with your why for a moment

You don't need a polished niche statement right now. You need honesty about what's
driving you.

Is it freedom? The ability to set your own hours and build something on your terms? Is it
meaning? A feeling that the work you're doing now doesn't matter enough? Is it the

experience itself, something that changed you so deeply you can't not share it?

All of these are real reasons. And they lead to very different businesses. The
freedom-seeker builds differently than the healer. The person escaping burnout makes

different choices than the one adding breathwork to an existing practice.

You don't need the full answer yet. But as you read this guide, let your why sit in the
background. It will start shaping your decisions before you even notice.

Your why is not a soft, abstract thing. It's the seed of your niche, your pricing, your
entire market position. The teachers who never get clear on it end up trying to be
"breathwork for everyone" and become invisible. The ones who stay close to their
reason find their people faster, because they already understand them from the

inside.

We'll keep coming back to it.



CHAPTER 2

The money

You've seen the "I quit my six-figure job" stories. You've also noticed the silence from

everyone who didn't post one. Here's where the numbers actually land.

The average U.S. breathwork coach earns roughly $41,000 per year. Among yoga
teachers (the closest established profession), only 29% earn their primary income
from teaching. Breathwork is a smaller market, but teachers who position themselves
well consistently charge more per session than yoga instructors. The gap between
those who earn a living and those who don't comes down to business model, not

breathing technique.
Here's what each model looks like.

One-on-one sessions ($80-$300/session) are the simplest starting point. A
teacher working with executives on stress management charges differently than one
running general relaxation sessions. Private work builds the deepest client
relationships and the strongest word of mouth. The limit is your calendar: at 15
sessions a week (a heavy, hard-to-sustain load), you top out at $60,000-$230,000
before taxes and expenses.

Group classes ($20-$40/person) are the most visible part of the breathwork
world but often the least profitable. Rent studio space at $40-$80 per hour, and a
class of six people at $25 each barely covers the room. You need 12-15 regulars before
a weekly class becomes meaningful income. Partner with a yoga studio and you avoid
the rental cost, but you'll give up 30-50% of your class revenue. A 60/40 split
(studio's favor) is standard for new teachers.

Workshops ($50-$200/person) offer better margins. A half-day workshop at
$120 per person with 15 attendees brings in $1,800. You run these monthly or
quarterly, not weekly. They also work as a funnel: people try a workshop, then sign up
for your regular classes or private sessions.

Retreats ($800-$3,600/person) generate the highest revenue per client, but
carry real upfront risk. A weekend retreat at $1,000 per person with 12 participants



brings in $12,000 gross. Subtract venue ($3,000-$6,000), catering ($1,500-$3,000),
marketing, insurance, and your travel, and you're looking at margins of 15-25%.
Week-long retreats in international destinations run $1,500-$3,600 per person, with
lower venue costs improving the margin. With only 6 participants, some retreat
leaders barely break even. The breakeven point is typically 60-70% capacity. Plan for

12 minimum, and don't book a 30-person venue hoping to fill it.

Corporate sessions ($500-$5,000/session) pay the highest single-session rates
but are the hardest to land. You're not pitching a person. You're pitching an
organization. That means proposals, ROI metrics ("reduced sick days," "improved
team performance"), vendor onboarding paperwork, and sometimes months of
back-and-forth with HR departments and wellness committees. You'll need liability
insurance documentation, a professional presentation, and the ability to speak the
language of employee performance, not personal transformation. The corporate
wellness market is worth $68 billion globally and growing at 6-7% annually. The
demand is real, but this is a year-two or year-three play for most teachers, not a
starting point. Your first corporate booking will likely come through a personal

connection, not a cold pitch.

Online sessions ($20-$80/person) remove the cap on attendance but lower the
price point. What translates well: guided group breathwork, structured programs,
breath training for specific outcomes (sleep, focus, anxiety). What doesn't: deep
emotional release work or anything requiring hands-on facilitation. Online works

best as an add-on to an in-person practice, not a replacement.

A brilliant teacher running $25 drop-in classes will always earn less than a decent teacher
with a $3,000 corporate contract. That's not cynical. It's the economics of a service
business. Your skill gets you in the room. Your business model determines what happens

to your bank account.




The stacking model

The teachers earning a sustainable income almost never rely on a single revenue

stream. They stack two or three models that reinforce each other.

Build your stack

Anchor

Your steady, recurring income. Weekly classes, ongoing private clients, or a regular

studio slot. This covers your baseline costs and keeps you teaching consistently.

Your margin. Retreats, intensives, corporate contracts, or premium private packages.

Less frequent, but each one moves the needle.

Your growth channel. Online programs, recorded content, group courses. Not

essential early on, but it's what breaks the ceiling of trading time for money.

You don't need all three on day one. Start with an anchor. Add a high-ticket offer
when you have the audience for it. The scalable channel comes later, once you know
what your people actually want from you.



What your stack looks like depends on your thread. The ex-executive might stack
corporate contracts (high-ticket) with a small roster of private executive clients
(anchor). The parent might stack two studio classes a week (anchor) with a quarterly
workshop (high-ticket). The veteran might stack weekly group sessions at a
community center (anchor) with workshop contracts at fire departments
(high-ticket).

______________________________________________________________________________________________________

S Your turn: sketch your stack

My anchor:
. My high-ticket offer:
My scalable channel (later):

. Does this fit your available hours? Does it match the audience you want to serve? If not,
. adjust.

______________________________________________________________________________________________________



CHAPTER 3

Your numbers

This chapter is about numbers. If spreadsheets make your eyes glaze over, stay with
us. Knowing your numbers isn't about becoming a finance person. It's about freedom.
Teachers who don't know their costs, their breakeven, or their runway end up making
fear-based decisions: undercharging because they're not sure what's fair, taking on
clients who drain them because they need the money, or quitting because "it's not
working" when they were actually three months away from turning a corner.
Financial clarity is what lets you focus on the work you care about without burning

out.

What you'll spend

Certification ($449-$25,000). Most popular programs fall in the $1,000-$7,000
range. But the sticker price isn't the full cost. Some charge ongoing fees: 9D
Breathwork requires $200/month to access their session library. The Wim Hof
Method charges €499/year to stay on their instructor directory. Others, like Alchemy
of Breath or Oxygen Advantage, charge once with no recurring fees. Add travel for
in-person trainings (Alchemy runs from Tuscany, Wim Hof from Poland) and your
all-in certification cost can be $3,000-$10,000+. See our certification reviews for full

breakdowns.

Insurance ($50-$170/year). Around $170/year in the US, from £47/year in the

UK. Non-negotiable. Full details in our breathwork insurance guide.

Space ($0-$100/hour). Studio rental runs $25-$100/hour in the US, £20-£50 in
the UK. Partnering with a studio means no rental fee but a 30-50% revenue split.

Starting lean (community centers, living rooms, parks) is free.

Marketing tools ($30-$50/month). Website on Squarespace ($15-$25/month),
free booking tool (Calendly), free email tool up to 500 subscribers (MailerLite). Don't
spend $3,000 on branding before you have clients.
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Ongoing education ($500-$1,500/year). The field moves. Your skills need to
keep up.

Protecting yourself and your clients

This isn't a cost line. It's a professional requirement. Breathwork, especially
modalities involving conscious connected breathing or hyperventilation, can trigger
intense physical and emotional responses: dizziness, muscle spasms, resurfacing of
suppressed memories, panic attacks. In rare cases, people with undisclosed

cardiovascular conditions or epilepsy face serious medical risk.
Three things you need before your first session, free or paid:

Health intake forms. Screen every participant for contraindications:
cardiovascular disease, epilepsy, pregnancy, severe mental health conditions, history
of aneurysms, glaucoma. This isn't bureaucracy. It's how you know who's in your

room and what they're carrying.

Liability waivers. A signed waiver doesn't make you lawsuit-proof, but it
demonstrates informed consent and strengthens your legal position. Have a lawyer
review yours for your jurisdiction. Our insurance guide covers why waivers and

insurance work as complementary layers, not substitutes.

Know your scope. You are a breathwork teacher, not a therapist. When a client
discloses trauma, abuse, or active mental health crises, your job is to hold space, not
treat. Build a referral list of licensed therapists and counselors before you need one.

Knowing when to refer out is a sign of professionalism, not weakness.

Your breakeven

This is the calculation most aspiring teachers never do. And it's the one that tells you

whether your plan is viable before you spend a dollar.

11



% Calculate your number

MONTHLY COSTS
Certification (divide total by 12, or monthly fee): $
Insurance (divide annual by 12): $
Space rental or studio split estimate: $
Marketing tools: $
Other (transport, education, equipment): $
= Total monthly overhead: $
MONTHLY INCOME TARGET
What you need to take home each month: $
+ Your monthly overhead: $
P = Monthly revenue you need to generate: $
| SESSIONS TO GET THERE
Your average session rate: $
Monthly revenue needed + session rate = sessions per month:
+ 4 = sessions per week:

Does that weekly number feel doable alongside building the rest of your business? If not,
- you need to either raise your rate, add a higher-ticket offer, or extend your financial

+ runway.

Example: lean start. $2,000 certification + $170 insurance + $500/year
marketing tools = roughly $3,200 before you earn your first dollar. At a $150 private
session rate, you need 22 sessions just to recoup your startup costs. After that, with
$300/month in overhead and a $3,000/month take-home target, you need 22
sessions per month, or about 5-6 per week. That's achievable once you're established.

It's not where you start.



Example: full setup. $7,000 certification with travel + $170 insurance + $600
marketing + $1,000 branding = roughly $9,000 upfront. At the same $150 rate, you
need 60 sessions just to break even on startup costs. With $500/month in overhead
(ongoing certification fees, studio rental, tools), you need 24 sessions per month for a

$3,000 take-home. The math still works, but you need more financial runway.

Most teachers need 6-12 months of building before breathwork covers their bills.

Know your number. Plan your runway.

13



CHAPTER 4

Your training, your market

Your certification doesn't just teach you a method. It decides your market. Pick the
wrong one and you'll fight uphill from day one, not because the training is bad, but

because it positions you for an audience that doesn't match your thread.

Match your thread to your training

Your thread is performance, science, or corporate

Look at: Oxygen Advantage, Wim Hof Method These audiences want evidence and
measurable outcomes. A science-backed certification gives you credibility in boardrooms,
gyms, and clinical settings.

Look at: Alchemy of Breath, Holotropic Breathwork, PAUSE Breathwork

One-on-one work, retreats, and trauma-informed practice require depth. These

programs invest heavily in your own inner process before you facilitate others.
Look at: SOMA Breath, 9D Breathwork

Music-driven, sensory-rich group sessions. The audio production carries part of the

experience, which means you can start facilitating confidently faster.

None of these boxes are permanent. Many experienced teachers train in multiple

modalities over time. But your first certification sets the trajectory.

The certification trap

Collecting credentials is comfortable. It feels like progress. But one solid training plus
100 hours of real teaching will always beat three certifications and zero clients. At some

point, you have to stop preparing and start practicing.
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CHAPTER 5

Your first 20 clients

You're certified. Your website is up. And nothing is happening.

Don't panic. The cold start is normal. Every breathwork teacher you admire had a
period where they taught three people in a borrowed room. The question isn't

whether this phase happens. It's how quickly you move through it.

And if you just read "pitch studios, ask for referrals, hustle locally" and felt your
stomach drop: that's okay. Many breathwork teachers are introverts or highly
sensitive people. The good news is that you don't need to become a salesperson. You
need to become visible to the right people, and there are quiet ways to do that.
Writing a thoughtful blog post, sending a personal email, having one genuine
conversation with a studio owner, sharing a short video of a technique. None of these
require extroversion. They require clarity about who you serve and a willingness to

show up consistently, even in small ways.

Step 1: Teach 20-30 free sessions

Not as charity. As market research. You learn who shows up, what resonates, what
falls flat. You collect testimonials. You build a list of people who've experienced your
work firsthand. These people become your first paying clients and your first referral

sources.

What does a free session actually look like? Keep it simple. A 60-minute session in a
borrowed space or your living room. 5 minutes of introduction and intention. 30-40
minutes of guided breathwork. 15-20 minutes for integration and conversation. Invite

8-10 people. Expect 4-6 to show up. That's fine.

The hard part isn't the session. It's what comes after. Asking "How was that for you?"

is nice but it won't turn a free participant into a paying client. You need to bridge the

gap.

15



The free-to-paid conversation

After the session, during integration, listen for the moment someone describes a real
change: "I haven't felt this calm in months" or "I didn't know I was holding that much

tension." That's your opening.

Respond with curiosity, not a pitch: "What would it mean for you if you could access that
feeling regularly?"
Let them answer. Then: "I'm starting a 6-session series next month for people dealing

with exactly what you described. I'd love to have you. Can I send you the details?"

You're not selling. You're connecting what they just felt to a path forward. The session did
the selling for you. Your job is to make the next step obvious.

Step 2: Partner with a studio or venue

Yoga studios, wellness centers, gyms, therapy practices. They have foot traffic and an
audience that already spends money on wellbeing. But don't walk in cold and ask for

a slot. Come with something specific.

What to say to a studio owner

"I'm a certified breathwork teacher and I'd like to run a 4-week trial series at your studio.
I'll bring my own people for the first two sessions to build momentum. If attendance

holds, we can talk about a regular slot. I'm open to a standard revenue split."

You're reducing their risk. You're not asking for a favor, you're offering a

low-commitment test. Most studio owners will say yes to a trial.

Step 3: Build referral relationships

Therapists, coaches, physiotherapists, personal trainers. They work with people who
need what you offer but can't provide it themselves. Make it easy for them: a
one-page PDF describing what you do, who it helps, and how to refer. One strong

referral partner is worth more than 1,000 Instagram followers.
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The approach: don't pitch. Ask. "I work with [specific type of person] on [specific
outcome] through breathwork. Do you ever work with clients who might benefit from
that?" If yes: "Would it be helpful if I sent you a short description you could share

with them?" That's it. No hard sell. Just making a connection easy.

Step 4: Go local first, then build your digital presence

Your first 20 clients will almost certainly come from your physical community. Show
up at wellness events. Run sessions at local businesses. Teach at community spaces.

Relationships close the deal faster than any algorithm.

But "local first" doesn't mean "digital never." Once you have testimonials and a clear
message, a targeted online presence amplifies what you've built in person. You don't

need a massive following. You need the right people to find you.

What works in 2026: a simple website that clearly states who you serve and what you
offer. An Instagram or LinkedIn presence (depending on your audience) where you
share short, genuine content about breathwork and your niche. An email list you
actually write to. Instagram is the top acquisition channel for wellness businesses
(63% of operators use it). But the posts that convert aren't polished production.
They're a 60-second video of you explaining one breathing technique for the specific

problem your audience has.

The key: digital works when it's an extension of your thread, not a separate
performance. The veteran sharing a 2-minute breathing exercise for anxiety on a
veterans' forum. The parent posting a naptime breathing routine on a local mums'
group. The ex-executive writing a LinkedIn post about managing boardroom stress.
That's not "content creation." That's being useful to the people you already want to

serve.

Your thread does the heavy lifting here, online and off. Your first clients aren't
strangers on the internet. They're people who already trust you, in the community
you already belong to. You don't need to build an audience from scratch. You already

have one. You just need to invite them.

17



------------------------------------------------------------------------------------------------------

S Your turn: your first-20 plan

10 people I could invite to a free session this month:

P L2 3.

4. 5. 6.

7. 8. 9. 10.

3 studios or spaces I could approach for a trial series:

I 1. 2. 3.
3 professionals who work with my target audience and might refer:
1. 2. 3.

. Ifyou filled these in, you have the start of a client acquisition plan. If you couldn't, go

© back to Chapter 1. Your thread isn't clear enough yet.

The milestone that changes everything: 20 paying clients. That's roughly where word of
mouth kicks in. In boutique wellness, about half of all new clients come through personal
referrals.7 Not ads, not social media. People telling people. Getting to 20 requires hustle.
Getting from 20 to 50 requires being good and being consistent.

18



CHAPTER 6

The leaky bucket

Getting a new client costs you time, money, and energy. Losing one costs you all of
that, plus the five people they would have referred. Most breathwork teachers pour all
their energy into filling the room. The ones who build lasting businesses focus on

keeping it full.

Here's what the data says: in boutique wellness, half of new students never come back
after their first session. Of those who do return, another large group drops off within
90 days. Not because the sessions were bad. Because life got busy, the urgency faded,

and nobody followed up.

This is the leaky bucket. Almost every new breathwork teacher has one. And it's the

single biggest reason promising practices stall out.

Why clients leave

It's rarely about quality. They lose momentum between sessions. They had a powerful
experience, meant to come back, and then two weeks passed. Then four. Then they

feel awkward about returning. The window closed, and nothing was holding it open.

Breathwork has a specific version of this problem that yoga doesn't: a breathwork
session can feel "complete." The emotional release happened. The breakthrough
landed. There's no obvious next pose, no next level to unlock. Without a clear reason

to continue, even deeply moved clients drift away.
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The fix: give them a journey, not just a session. Frame your work as a progression so

clients understand why session four builds on session one.

Example: a 6-session breathwork progression

Session 1: Foundation. Learn your baseline breathing patterns. Experience your first

guided session. Notice where you hold tension.

Session 2: Awareness. Deeper practice. Start connecting breath patterns to stress
responses and emotional states.

Session 3: Release. Longer, more intense session. Work with whatever surfaced in

session 2.

Session 4: Integration. Process what's shifted. Develop a personal daily practice that fits

your life.

Session 5: Resilience. Apply breathwork to specific challenges (sleep, anxiety, focus,

energy). Build tools you can use independently.

Session 6: Autonomy. Review your progress. Refine your personal practice. Decide on a

maintenance rhythm going forward.

When a client signs up for session 1, they can see the path ahead. The work isn't "done"
after one breakthrough. Each session earns the next. Adapt this to your modality and
your audience, but the principle holds: a structured journey retains better than
open-ended drop-ins.

What keeps them

Follow up between sessions. A check-in message the day after. A short breathing
exercise they can practice at home. A reminder that you're there. This doesn't need to
be elaborate. Two meaningful touchpoints per month between sessions can reduce
client drop-off by a third. That's the highest-leverage habit you can build as a new

teacher.

Help them see their own progress. People stick with things when they feel
forward motion. If you can help a client notice that their baseline anxiety is lower,

their sleep improved, or they handle stress differently, they have a reason to keep



going. Without that visibility, even real progress goes unnoticed, and the client

assumes the work is "done."

Build community between your clients. Clients who know other clients stay
longer. A group chat, a monthly social session, pairing new students with regulars.

The connection to each other keeps them connected to you.

Sell packages, not drop-ins. A 6-session package creates commitment. A single
drop-in class creates optionality. Studios that rely on drop-ins and class passes see
cancellation rates of 40-50%. Those with memberships and packages see 20-30%.

Structure the relationship, and people stick around.

The referral gap

Here's a number that should change how you think about your business: 83% of
satisfied clients are willing to refer you to a friend. But only 29% actually do. The gap
is simple. Nobody asked.

Ask after a breakthrough moment, not as a generic follow-up. "Would you be open to
sharing what you just told me?" converts ten times better than a templated review
request. Timing matters. The moment someone tells you breathwork changed their
sleep, their anxiety, their relationship with stress, that's when you ask. Not two weeks

later in an email.

The retention math. If your average client stays for 4 sessions instead of 3, and you have
30 active clients, that's 30 extra paid sessions per cycle. At $100 a session, that's $3,000
you didn't have to market for, sell, or chase. Retention is the cheapest revenue you'll ever

earn.




2 Your retention checklist

U] I follow up with clients within 24 hours of a session

[J I send at least 2 touchpoints per month between sessions (practices, check-ins,
resources)

1 I offer packages or memberships, not just drop-ins

[J I help clients track their own progress

[1 I ask for referrals at the right moment (after breakthroughs, not in bulk emails)
[J I create opportunities for clients to connect with each other

Every unchecked box is a leak in your bucket.

22



YOUR NEXT MOVE

From guide to action

You now have something most aspiring breathwork teachers don't: a clear picture of
how this business actually works. The earning potential, the costs, the client math,

the retention levers. No guesswork, no wishful thinking.
But information without action is just entertainment. So here's what to do next.

If you're still exploring: Go back to Chapter 1. Sit with your why. Talk to three
breathwork teachers in niches that interest you. Ask them what their first year looked

like. Then come back and fill in the worksheets.

If you know your thread but haven't trained yet: Use the framework in
Chapter 4 to match your thread to a training path. Read our in-depth certification

reviews to compare programs. Take our 2-minute quiz if you want a shortcut.

If you're already certified: Skip to Chapters 5 and 6. Fill in your first-20 plan.
Calculate your numbers. Fix your leaky bucket. The path from certified to booked is
shorter than you think, but only if you start.

The breathwork market doesn't need more certified teachers. It needs more good
ones who know exactly who they serve, do the work to reach them, and build

something that lasts.

You can be one of them.

N
w



Sources

ZipRecruiter, U.S. Breath Coach Salary Data (2026)

Yoga Journal / Yoga Alliance Teacher Survey; International Association of Yoga Therapists

Industry standard across U.S. and UK yoga/wellness studios (Peerspace, Giggster, practitioner surveys)
SquadTrip, BusinessDojo retreat profitability analyses

Retreat.guru, BookRetreats.com retreat listings (2025-2026)

Grand View Research, Corporate Wellness Market Report (2025)

Mindbody 2025 State of the Industry Report (Instagram as top acquisition channel for wellness businesses)
Spark Strategies analysis of boutique fitness (2023-2024); Mindbody 2025 State of the Industry Report
BusinessDojo Yoga Center Retention Study; WellnessLiving Industry Statistics

Mindbody 2025 State of the Industry Report; Two Brain Business Member Engagement Data
CloudGymManager Boutique Studio Churn Data; fitdegree Membership Pricing Analysis

ReferralRock Word of Mouth Statistics; DemandSage Referral Marketing Data (2026)

24



	The question before all other questions 
	The money 
	The stacking model 

	Your numbers 
	What you'll spend 
	Protecting yourself and your clients 
	Your breakeven 

	Your training, your market 
	Your first 20 clients 
	Step 1: Teach 20-30 free sessions 
	Step 2: Partner with a studio or venue 
	Step 3: Build referral relationships 
	Step 4: Go local first, then build your digital presence 

	The leaky bucket 
	Why clients leave 
	What keeps them 
	The referral gap 

	From guide to action 
	Sources 

