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EMOTIONAL QUOTIENT ASSESSMENT RESULTS

John Sample

The Emotional Quotient (EQ) is a measure of your ability to sense, understand, and
effectively apply the power and acumen of your emotions and the emotions of others in order
to facilitate high levels of collaboration and productivity.  Your overall score on the Emotional
Quotient Assessment indicates your level of overall emotional intelligence.  The higher the
number, the more emotionally intelligent you are.  If your goal is to raise your EQ, the
components on which you have scored the lowest should be the focus of your development.

1.  SELF-AWARENESS: The ability to recognize and
understand your moods, emotions and drives, as well as
their effect on others.
0 1 2 3 4 5 6 7 8 9 10

6.2

8.0*
2.  SELF-REGULATION: The ability to control or redirect
disruptive impulses and moods and the propensity to
suspend judgment and think before acting.
0 1 2 3 4 5 6 7 8 9 10

5.0

6.7*
3.  MOTIVATION: A passion to work for reasons that go
beyond money or status, and a propensity to pursue goals
with energy and persistence.
0 1 2 3 4 5 6 7 8 9 10

7.7

7.8*
4.  EMPATHY: The ability to understand the emotional
makeup of other people.
0 1 2 3 4 5 6 7 8 9 10

7.3

7.6*
5.  SOCIAL SKILLS: A proficiency in managing
relationships and building networks.
0 1 2 3 4 5 6 7 8 9 10

8.9

7.5*

* 68% of the population falls within the shaded area.
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     Examinee:  - JOHN  SAMPLE                                    

    Company:  - ABC Industries
       Date:  - December 16, 2011

Executive Format

  Rainmaker  Process  Model   tm 

    > Part Two  - Strategic Sales and Negotiation for Executives:  
In any type of executive position, we are constantly selling ourselves, our
company, and our products and/or services.  Sales is the ability to persuade
and influence others. When we deal with the issue of whether a person has the
skills to sell, this ability is an essential component in predicting success. 
Behavioral and Emotional Intelligence issues, especially self-motivation,
achievement, drive, and the ability to approach, involve, and influence others
are prerequisites to a being successful as a manager, executive, or
salesperson. Selling Skill training is ineffective without the proper behavioral
attitude and training.  

 
INTRODUCTION:

 The Strategic Sales and Negotiation Index portion of the Rainmaker Process Model is an
advanced assessment designed to measure the ability to "read" others, negotiate with them and
expand your professional sales ability. It is an updated, and objective analysis of an individuals'
understanding of the strategies required to be successful in sales, that is marketing themselves, 
and essentially answers the question - "Can this person sell in a competitive environment?"

CONTENTS:
SALES SKILLS INDEX  TRAINING GUIDE 
Training Recap (Based on Sales Discipline).   

SAMPLE  REPORT

 

Rainmaker Process Model  is an analysis of selling skill  based on data from the SSI Sales Skills Index  tm software program licensed by Target Training 
International. SSI Copyright © 1984-2000 Target Training International, Ltd.
 



Understanding and Applying ..........................................................The Sales Strategy Index

The SSI identifies sales knowledge in the following categories:

# Prospecting: The first step of any sales system. It is the phase of h e sale where prospects
are identified, detailed background information is gathered, the physical activity of
traditional  prospecting is coordinated and an overall strategy for face-to-face selling is
developed.

# First Impressions - Greeting: The first interaction between a prospect and the
salesperson. This step is designed to enable the salesperson to display his or her sincere
interest in the prospect, and to gain positive acceptance and to develop a sense of mutual
respect and rapport. It is the first phase of trust building and sets the selling process in
motion.

# Qualifying/Questions: The questioning and detailed needs analysis phase of the sale. This
step of selling enables the salesperson to discover what the prospect will buy, when they
will buy and under what conditions they will buy. It is allowing the prospect to identify and
verbalize their level of interest and specific detailed needs in the product or service the
salesperson is offering.

# Demonstration: In this step, the salesperson should present his or her product in such a
way that it fulfills the stated or implied needs or intentions of the prospect as identified and
verbalized in the Qualification step.

# Influence: What people believe enough, they act upon. This step is designed to enable the
salesperson to build value and overcome the tendency that many prospects have of placing
little belief or trust in what is told to them. It is this phase of the sale that solidifies the
prospect's belief in the supplier, product or service and the salesperson.

# Close: The final phase of any selling system. This step encompasses asking the prospect to
buy, dealing with objections, handling any necessary negotiation and completing the
transaction to mutual satisfaction.

# General: This area represents an overall understanding of the sales process. Knowledge of
the process can lead to a positive attitude toward sales and a commitment to the individual
sales steps.

Rainmaker Process Model  analysis of the Sales Skills Index Copyright © 1994-2000 Target Training International, Ltd. 



  BASIC  SALES  STRATEGIES      

The information that follows is designed to assist you in interpreting the "Sales Skills Index tm ."

THIS SECTION CONTAINS:

INTRODUCTION

 PRIMARY AND SECONDARY EFFECTIVENESS RATING GRAPH
              - Measures "Basic" Sales ability -

CATEGORY ANALYSIS
The combination of both primary and secondary sales Skills effectiveness ratings
provides broad-based selling skill analysis for:
   -  Executives and Business Development 
   -  Inside Sales
   -  Contract or Bid Sales
   -  Telemarketing Sales
   -  Account Maintenance (Relationship Sales)
   -  Route Sales
   -  Sales trainee

It should be noted that even in cases where General Sales abilities or the overall total exceeds
or matches top sales performers, direction of effort should be focused on any skill that is less
than the "standard" set by top performers.

 
Like any profession, selling has a body of knowledge related to successful execution. It is this
knowledge that is measured by the Sales Skills Index. Understanding effective sales strategies
will lead to success upon implementation of the recommendations contained herein.

UNDERSTANDING SKILL CLUSTERS: 

INSIDE SALES - One may usually eliminate Prospecting as a necessary skill for inside sales;
however, Demonstration, First Impression, Influence, and Closing are requisite to success.

CONTRACT OR BID SALES - Prospecting is not a vital component of the job, neither is
qualifying.  The key traits are Influence and First Impression followed by Demonstration,
Closing, and high task orientation.

TELEMARKETING SALES - All traits are important but the greatest strength must of
necessity be Prospecting. 

RELATIONSHIP SALES - Demonstration is often the most vital trait followed by First
Impression, Influence, and Closing. 

TERRITORY DEVELOPMENT SALES - All traits are important. Pay specific attention to
Prospecting, Qualifying, & Closing.

Section2A: 
Rainmaker Process Model  analysis of the Sales Skills Index Copyright © 1994-2000 Target Training International, Ltd.



John Sample

SALES SKILLS INDEXTM

PRIMARY AND SECONDARY EFFECTIVENESS RATING

This graph illustrates your overall knowledge of the most and second most effective sales
strategies.  The higher your score in any segment, the better your broad understanding of the
overall sales strategy required in that step of a successful sale.
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John Sample

SALES SKILLS INDEXTM

CATEGORY ANALYSIS

Name: John Sample

PROSPECTING / QUALIFY: The first step of any sales system.  It is the phase of the sale
where prospects are identified, detailed background information is gathered, the physical
activity of traditional prospecting is coordinated and an overall strategy for face-to-face selling
is developed.

(7/13) 54% of the time you chose the most effective strategy
(3/13) 23% of the time you ranked the second most effective strategy as your first choice

FIRST IMPRESSION / GREETING: The first face-to-face interaction between a prospect and
the salesperson, this step is designed to enable the salesperson to display his or her sincere
interest in the prospect...to gain positive acceptance and to develop a sense of mutual
respect and rapport.  It is the first phase of face-to-face trust building and sets the
face-to-face selling process in motion.

(4/9) 44% of the time you chose the most effective strategy
(3/9) 33% of the time you ranked the second most effective strategy as your first choice

QUALIFYING / QUESTIONS: The questioning and detailed needs analysis phase of the
face-to-face sale, this step of selling enables the salesperson to discover what the prospect
will buy, when they will buy and under what conditions they will buy.  It is allowing the
prospect to identify and verbalize their level of interest and specific detailed needs in the
product or service the salesperson is offering.

(4/7) 57% of the time you chose the most effective strategy
(2/7) 29% of the time you ranked the second most effective strategy as your first choice

Copyright © 1994-2008. Target Training International, Ltd. 2



John Sample

SALES SKILLS INDEXTM

CATEGORY ANALYSIS

Name: John Sample

DEMONSTRATION: The ability of the salesperson to present his or her product in such a way
that it fulfills the stated or implied needs or intentions of the prospect as identified and
verbalized.

(3/9) 33% of the time you chose the most effective strategy
(3/9) 33% of the time you ranked the second most effective strategy as your first choice

INFLUENCE: What people believe enough, they act upon.  This step is designed to enable
the salesperson to build value and overcome the tendency that many prospects have to place
little belief or trust in what is told to them.  It is this phase of the sale that solidifies the
prospect's belief in the supplier, product or service and salesperson.

(4/6) 67% of the time you chose the most effective strategy
(2/6) 33% of the time you ranked the second most effective strategy as your first choice

CLOSE: The final phase of any selling system.  This step is asking the prospect to buy,
dealing with objections, handling any necessary negotiation and completing the transaction to
mutual satisfaction.

(4/10) 40% of the time you chose the most effective strategy
(4/10) 40% of the time you ranked the second most effective strategy as your first choice

GENERAL: This area represents an overall understanding of the sales process.  Knowledge
of the process can lead to a positive attitude toward sales and a commitment to the individual
sales steps.

(6/13) 46% of the time you chose the most effective strategy
(5/13) 39% of the time you ranked the second most effective strategy as your first choice

Copyright © 1994-2008. Target Training International, Ltd. 3



  ADVANCED  SALES  STRATEGIES 

CONTENTS:

 PRIMARY EFFECTIVENESS RATING GRAPH -  
           (Advanced Selling Skills for professional sales personnel)

QUESTION ANALYSIS

 

                    SKILL INTERACTIONS 

PROSPECTING - is the key to advanced selling. Low scores in this skill often indicate
burnout or Call Reluctance.  Behaviorally, prospecting is linked to Challenge and Drive

QUALIFYING - is the often considered the key skill. Expend the greatest effort on
those who have a need for the product (or service being sold) and have the authority
to make the purchasing decision. Link qualifying with sound closing techniques.

FIRST IMPRESSION / DEMONSTRATION  - these skills work together to add
credibility to the sales presentation. Critique your presentation on video. Include
Social Skills here: Manners, Dress, Grooming, Vocabulary, Interpersonal skills, and
Communication ability.

INFLUENCE  - is the precursor to Closing. Influence is akin to the behavioral trait,
persuasiveness. Those who know their product, the competition, and their clients'
needs, can often become strategically aligned with their customers and influence the
purchasing decision.

CLOSING  - requires a certain amount of intuitiveness. Knowing when to close is as
important as knowing a variety of closing techniques.  Closing the sale is validation of
your skill as a salesperson.

 

Section2B: 
Rainmaker Process Model analysis of  the Sales Skills Index Copyright © 1994-2000 Target Training International, Ltd.
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SALES SKILLS INDEXTM

PRIMARY EFFECTIVENESS RATING

The following graph illustrates YOUR understanding of the most effective sales strategy in a
series of sales situations.  Research validates that understanding and applying an effective
sales strategy is directly related to sales success.  The higher the score in any particular area
the stronger your specific understanding of what is required to be successful in the sales
process.
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John Sample

SALES SKILLS INDEXTM

QUESTION ANALYSIS

Name: John Sample

QUESTION ANALYSIS

32 times chose the MOST effective strategy
22 times chose the SECOND most effective strategy as #1
9 times chose the THIRD most effective strategy as #1
4 times chose the LEAST effective strategy as #1

LEAST EFFECTIVE STRATEGY ANALYSIS

Please review the following questions.  In these situations you selected the least effective
strategy as the most effective strategy.  For each question listed, the most effective strategy
is provided for your review.

5. Very early in your presentation, the prospect says, "How much is it?"  You should:

D. Advise the prospect you will be discussing the price once you cover the benefits he
will receive.

8. You approach your prospect and discover the person you are seeing is not in a position
to make any type of buying decision.  You should:

A. Continue to sell in order to develop an internal advocate.

17. You arrive early for an appointment and learn your prospect will not be available at your
prearranged appointment time.  You should:

A. Use your cell phone to contact your next appointment relative to adjusting time.

Copyright © 1994-2008. Target Training International, Ltd. 5



John Sample

SALES SKILLS INDEXTM

QUESTION ANALYSIS

57. When presenting price you should:

B. Describe your price ("regular price", "discount price", etc.).

Copyright © 1994-2008. Target Training International, Ltd. 6



   
SALES  SKILLS  INDEX  -  DEVELOPMENT GUIDELINES

The ability to sell in a competitive environment requires ever increasing levels of
professionalism, motivation, and skill.  It is not sufficient to review this report to learn
about your weaknesses; you must be motivated enough to do something about them. 

Professional salespeople often go through a "call reluctance" or "burnout" cycle. The best
salespeople occasionally suffer downturns that may be caused by their attitude toward the
job.  Instead of each day being a source of new opportunity and full of challenge, it becomes
ordinary and routine. The net result is - your income suffers.

Is the job routine or has your response to the job become routine?
Do you use the same closing techniques, do you tell the same story over and over again? 
Consider for the moment the possibility that over a period of time a series of negative
influences and bad habits has been permitted to dilute your real abilities.  Like any bad
habit, these negative influence cycles are difficult to break. Training helps, but the best way
to overwrite negative traits is through the repetition of positive influences.

Use the Sales Skills Index report to identify areas in need of improvement . Review the
report carefully and either read some of the excellent Sales books on the market or
purchase a sales development system on audio tape that train in your weakest areas. We
often recommend audio tape systems as they can make good use of your travel time. Your
car should be your learning center.

AUDIO TAPE IMPLEMENTATION:
For audio development systems to be effective, you must employ repetitive listening
techniques to overwrite negative selling patterns. Listen to each tape once daily, five
days in a row.  On the 6th day listen to it again and fill out the workbook that accompanies
the program.  Write a brief summary detailing the three most important things you learned
from listening to the tape and the one change you intend to make in your selling style. You
may then proceed to the next tape.  A six tape series will take six weeks to effectively
imprint positive selling traits. Your test administrator will be able to recommend specific
training tapes suited to your needs.

SALES DEVELOPMENT BOOKS:
There are many good books designed to improve professionalism in sales.  To influence
change, all books should be absorbed using the same techniques we described in the audio
tape program, that is, read each chapter several times, and write a brief summary detailing
the three most important things learned by reading that chapter and the one change you will
make in your selling style. Contact your test administrator for specific recommendations.

 

"Analyst-Link" guide to Understanding and facilitating the Sales Skills Index Copyright © 1994-2000 Target Training International, Ltd.
© Process model text Copyright 1995 Profession Profiles Inc.
 Sales Success Index Development Format SAMPLE  REPORT
 

 



     Examinee:  - JOHN  SAMPLE                                    
    Company:  - ABC Industries
       Date:  - December 16, 2011

Executive Format

 

Rainmaker  Process  Model   tm 

     > Part Three  - The Coaching Report -

Understanding "Attitudes" and motivation as a coaching tool:
Since we are "The sum of our Experiences" each of us approaches life, our
work environment  and the job in our own unique way.  This portion of the
Rainmaker Process Model  report measures and examines Personal Interests,
Attitudes, and Values (PIAV) as they apply to the work environment.  
Refer to the two highest ranking values as a  "key" to unlocking motivation.

INSTRUCTIONS:
Focus  efforts on the following paragraphs appended to each trait:
1.  "Training, Professional Development, & Learning Insights" 
2.  "Continuous Quality Improvements" guidance text.

In practical use, the goal of the Coaching Report is not to change behavioral
values, but to modify them and assist in adjusting "Attitudes" to be closer to
acceptable norms within the Corporate Culture.

 
Program Contents:  

#  Norms and comparisons
#  Attitude graph
#  Attitude descriptions and Coaching text
#  Attitude Hierarchy Graph
#  Action Plans

SAMPLE  REPORT
 

Rainmaker Process Model is an analysis of job traits using data generated by the ® Workplace Motivator software program copyright © 1984-2002 licensed by Target Training
International and Behavioral Associates.
  



UNDERSTANDING  THE  COACHING  REPORT

* Knowledge of an individual's values help to tell us why they do things. 
It also defines their Attitude & Approach to the job and the work environment. 

* A review of an individual's experiences, references, education and training and skills
           help to tell us what they can reasonably do.
* Behavioral assessments help to tell us how a person behaves and performs in the
           work environment. 

Values help to initiate one's behavior and are sometimes called the "hidden motivators"
because they are not always readily observed. 
It is the purpose of this report to help illuminate and amplify some of those motivating factors and to
build on the strengths that each person brings to the work environment. Based on the choices of the
examinee, this report ranks their relative passion for each of the following six values. 

VALUES:            =       The DRIVE for:

UTILITARIAN/ECONOMIC         MONEY/STATUS/RESULTS
The Utilitarian/Economic score shows a characteristic interest in money and what is useful. This means
that an individual wants to have the security that money brings not only for themselves, but for their
present and future family. This value includes the practical affairs of the business world - the
production, marketing and consumption of goods, the use of credit, and the accumulation of tangible
wealth. This type of individual is thoroughly practical and conforms well to the stereotype of the average
American business person. A person with a high score is likely to have a high need to surpass others in
wealth.

THEORETICAL        KNOWLEDGE/LEARNING
The primary drivers with this value are the discovery of KNOWLEDGE and appetite for LEARNING. In
pursuit of this value, an individual takes a "cognitive" attitude. Such an individual is nonjudgmental
regarding the beauty or utility of objects and seeks only to observe and to reason.  Since the interests
of the theoretical person are empirical, critical and rational, the person appears to be an intellectual. The
chief aim in life is to order and systematize knowledge: knowledge for the sake of knowledge.

AESTHETIC       FORM & HARMONY
A higher Aesthetic score indicates a relative interest in "form and harmony." Each experience is judged
from the standpoint of grace, symmetry or fitness. Life may be regarded as a procession of events, and
each is enjoyed for its own sake. A high score here does not necessarily mean that the incumbent has
talents in creative artistry. It indicates a primary interest in the artistic episodes of life.

SOCIAL/ALTRUISTIC      HELPFUL/CARING/CHARITABLE
Those who score very high in this value have an inherent love of people. The Social/Altruistic person
prizes other people and is, therefore, kind, sympathetic and unselfish. They are likely to find the
Theoretical, Utilitarian and Aesthetic values cold and inhuman. Compared to the Individualistic value,
the Social/Altruistic person regards helping others as the only suitable form for human relationships.
Research into this value indicates that in its purest form, the Social/Altruistic interest is selfless.

INDIVIDUALISTIC/POLITICAL      POWER/CONTROL/INFLUENCE
The primary interest for this value is POWER. Research studies indicate that leaders in most fields have
a high power value. Since competition and struggle play a large part in all areas of life, many
philosophers have seen power as the most universal and most fundamental of motives. There are,
however, certain personalities in whom the desire for direct expression of this motive is uppermost; who
wish, above all, for personal power, influence and renown.

TRADITIONAL/REGULATORY     ORDER/STRUCTURE/RULES
The highest interest for this value may be called "unity," "order," or "tradition." Individuals with
high scores in this value seek a system for living. This system can be found in such things as
religion, conservatism or any authority that has defined rules, regulations and principles for living.  

Rainmaker Process Model  -  PIAV Format: - SAMPLE  REPORT



John Sample

MOTIVATORS - NORMS & COMPARISONS

For years you have heard statements like, "Different strokes for different folks," "to each his own,"
and "people do things for their own reasons, not yours."  When you are surrounded by people who
share similar values, you will fit in with the group and be energized.  However, when surrounded by
people whose values are significantly different from yours, you may be perceived as out of the
mainstream.  If the differences are understood, each brings strengths to the equation.  If not
understood, these differences can induce stress or conflict.  When confronted with this type of
situation you can:

Change the situation.
Change your perception of the situation.
Leave the situation.
Cope with the situation.

This section reveals areas where your values may be outside the mainstream and could lead to
conflict.  The further away you are from the mainstream on the high side, the more people will notice
your passion about that value.  The further away from the mainstream on the low side, the more
people will view you as indifferent and possibly negative about that value.  The shaded area for each
value represents 68 percent of the population or scores that fall within one standard deviation above
or below the national mean.

NORMS & COMPARISONS TABLE - Norm 2009

John Sample
THEORETICAL * Mainstream

UTILITARIAN * Passionate

AESTHETIC * Indifferent

SOCIAL * Mainstream

INDIVIDUALISTIC * Passionate

TRADITIONAL * Mainstream

 - 68 percent of the population  - national mean *  - your score

Mainstream - one standard deviation of the national mean
Passionate - two standard deviations above the national mean
Indifferent - two standard deviations below the national mean
Extreme - three standard deviations from the national mean

Copyright © 1989-2008. Use by Target Training International, Ltd. permitted under license agreement. All rights reserved. 1



John Sample

MOTIVATORS - NORMS & COMPARISONS

Areas in which you have strong feelings or passions compared to others:

You strive for efficiency and practicality in all areas of your life, seeking to gain a return on
your investment of time, talent and resources.  Others may feel you always have a string
attached and are always trying to gain a personal advantage.  They may feel you should
give just for the sake of giving.

You have a strong desire to lead, direct and control your own destiny and the destiny of
others.  You have a desire to lead and are striving for opportunities to advance your position
and influence.  Others may believe you are jockeying for position and continually stepping
"over the line."  They may believe that you form relationships only to "move ahead" and gain
an advantage.

Areas where others' strong feelings may frustrate you as you do not share their same passion:

People who emphasize the need for beauty, form and harmony in all aspects of their life
may frustrate you.  You have other priorities.

Copyright © 1989-2008. Use by Target Training International, Ltd. permitted under license agreement. All rights reserved. 2
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MOTIVATION INSIGHTS® GRAPH

John Sample
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John Sample

UTILITARIAN/ECONOMIC
The Utilitarian/Economic score shows a characteristic interest in money and what is useful.  This means that an
individual wants to have the security that money brings not only for themselves, but for their present and future
family.  This value includes the practical affairs of the business world - the production, marketing and
consumption of goods, the use of credit, and the accumulation of tangible wealth.  This type of individual is
thoroughly practical and conforms well to the stereotype of the average businessperson.  A person with a high
score is likely to have a high need to surpass others in wealth.

General Characteristics
Interested in what is practical and useful in achieving his vision of success.
Interested in what is practical and useful in meeting goals (usually economic ones).
Motivated by money and bonuses as recognition for a job well done.
May want to surpass others in wealth or materials.
Sales, technical, or management training programs must demonstrate a bottom-line financial
gain as a result of their participation.
Needs for education and training to be practical and useful, with a profit or economic motive.
Uses money as a scorecard.

Value to the Organization
Will protect organizational or team finances, as well as his own.
Makes decisions with practicality and bottom-line dollars in mind.
High motivation to achieve and win in a variety of areas.
Pays attention to R.O.I. (return on investment) in business or team activity.
Highly productive.

Keys to Managing and Motivating
Realize that it's not just money that motivates, but also personal payback from the job.
Reward high performance in tangible and monetary ways with individual and team recognition.
Provide substantial room for financial rewards for excellent performance.
Provide coaching to help John appreciate that not everybody is highly-motivated by wealth,
return-on-investment and gain like he is.
Be certain John is balancing his professional and personal life.

Training, Professional Development and Learning Insights
Link learning outcomes to the ability to become more effective in increasing earnings for both
himself and the organization.
Provide rewards and incentives for participation in additional training and professional
development.
Scores like those who want information that will help them increase bottom-line results and
effectiveness.

Copyright © 1989-2008. Use by Target Training International, Ltd. permitted under license agreement. All rights reserved. 4
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UTILITARIAN/ECONOMIC

Continuous Quality Improvements
Within this very high economic drive, there is a significant motivating factor in achieving goals.
It may also become an insatiable need, especially in sales people and others sharing this very
high economic drive.
Needs to have an increased sensitivity to the needs of others, and less demonstration of
potential selfishness.
Needs to work on balancing other Values scales and appreciating the strengths that others
bring, even those who may not share this very strong Utilitarian/Economic drive.

Copyright © 1989-2008. Use by Target Training International, Ltd. permitted under license agreement. All rights reserved. 5
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INDIVIDUALISTIC/POLITICAL
The primary interest for this value is POWER.  Research studies indicate that leaders in most fields have a high
power value.  Since competition and struggle play a large part in all areas of life, many philosophers have seen
power as the most universal and most fundamental of motives.  There are, however, certain personalities in
whom the desire for direct expression of this motive is uppermost; who wish, above all, for personal power,
influence and renown.

General Characteristics
John has a strong desire to be his own person.
He surprises others with spontaneous ideas or responses.
Enjoys working in his own way, using his own methods.
Enjoys work and assignments which give him stature in the eyes of others and evoke respect.
Independent.
Pushes the envelope to the maximum in situations where winning is desired.
Comfortable being in the limelight and enjoys demonstrating his uniqueness or creativity.
Controlling the situation is important to him, but he also wants to have the financial wherewithal
to sustain that control.
Enjoys public recognition for his contributions made for the betterment of those in need.

Value to the Organization
Brings creative ideas.
Not afraid to take calculated risks.
Desires to be an individual and to celebrate differences.
Brings a variety of different and energetic ideas to the workplace.
Realizes that we are all individuals and have ideas to offer.

Keys to Managing and Motivating
Allow freedom to make his own decisions about how an assignment should be completed.
Provide an environment where he has space to demonstrate his unique contributions to the
team.
Be patient in allowing for expression of his uniqueness and sense of humor.
John brings a variety of strengths to the team that may not have been utilized.  Explore the
possibilities of expanding these opportunities.
He will appreciate "air-time" at meetings to share ideas with others on the team.

Training, Professional Development and Learning Insights
Attempt to provide enough creative space for him to express his uniqueness.
Allow for some experimental or non-routine types of options.
Link some of the benefits of the learning activity to enhancing ability to make a special and
unique contribution to the team.

Copyright © 1989-2008. Use by Target Training International, Ltd. permitted under license agreement. All rights reserved. 6
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INDIVIDUALISTIC/POLITICAL

Continuous Quality Improvements
Unique approaches do not always result in complete success, and may cause conflict with
others if sensitivity is not used.
Needs to remember that his good ideas aren't the only good ideas.
When presenting an idea, he may spend a bit too much time telling (or selling) the audience
about his own uniqueness, rather than discussing the topic of the presentation.
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SOCIAL/ALTRUISTIC
Those who score very high in this value have an inherent love of people.  The Social/Altruistic person prizes
other people and is, therefore, kind, sympathetic and unselfish.  They are likely to find the Theoretical, Utilitarian
and Aesthetic values cold and inhuman.  Compared to the Individualistic value, the Social/Altruistic person
regards helping others as the only suitable form for human relationships.  Research into this value indicates that
in its purest form, the Social/Altruistic interest is selfless.

General Characteristics
Shows an appropriate and realistic approach to helping others, without being an extremist.
Has the ability to balance decisions about whether or not to share with and help others.
Able to balance own needs against the needs of others, and work in ways that both achieve
and succeed.
Can support and understand the positions of individuals with either a higher or lower
Social/Altruistic score.
Can bring a sense of stability to issues around this Social/Altruistic dimension.

Value to the Organization
Brings flexibility to the team regarding this Social/Altruistic area.  He is able to say "yes," but
also knows where to draw the line and say "no," when appropriate.
Projects a stabilizing and realistic influence on the team.
Able to appreciate the needs of individuals with either a higher or lower Social/Altruistic score.
Demonstrates the ability to help and go the extra mile without a negative impact on his own
responsibility and work load.
Is not an extremist, and therefore is able to bring balance to the team when Social/Altruistic
issues emerge.

Keys to Managing and Motivating
Remember that John shows a practicality and realism regarding helping others.
Recognize that this middle ground between the extremes of selfishness and selflessness may
be an appropriate stabilizing force.
John brings a balance between the extremes of giving and taking with regard to team efforts
and organizational competition.
Support the strength that he brings in being a balance between those who may give too much
away, versus those who may not give enough.
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SOCIAL/ALTRUISTIC

Training, Professional Development and Learning Insights
Explore the professional development insights from some of the other Values scales to
determine more specific preferences.
Becomes engaged in training activities because he sees it as a part of necessary growth and
professional improvement.
Tends to be supportive of the training efforts as well as supportive of the trainer(s).

Continuous Quality Improvements
On some service-related issues within this organization, he may need to take a more visible
position with the team.
May occasionally feel conflict as to whether or not to participate in certain service or "giving"
activities.
John should allow space for those who differ on this Social/Altruistic scale, and remember that
all Values positions are positions deserving respect.
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TRADITIONAL/REGULATORY
The highest interest for this value may be called "unity," "order," or "tradition."  Individuals with high scores in this
value seek a system for living.  This system can be found in such things as conservatism or any authority that
has defined rules, regulations and principles for living.

General Characteristics
Believes it is important to have collegial relationships with both higher and lower
Traditional/Regulatory types.
Can support and understand the position of both higher and lower Traditional/Regulatory types.
Believes in the importance of group or team efforts, but also feels that individual rights should
be honored.
Accepts authority, but also feels that personal opinions should be honored in making decisions.
May challenge the rules within safe boundaries to express individual ideas.
Brings a sense of balance and stability to a variety of job-related issues that might emerge.
May be able to serve as a bridge between those on the team with higher Regulatory drives and
those with lower Regulatory drives.
Typically won't get bogged down in minutia, nor will he ignore details when decision-making.
This value needs to be compared against other higher- and lower-scoring values to determine
his driving factors.

Value to the Organization
Demonstrates an awareness of the necessary protocol and an appreciation of working in
creative problem-solving ways that might challenge that protocol.
Brings flexibility to the team.  Follows precedent when necessary and able to set new precedent
when necessary.
A stabilizing force on the team.
Able to appreciate the needs of both the higher and lower Traditional/Regulatory individuals on
the team.
Shows respect for protocol and standard operating procedure without becoming overly rigid.
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TRADITIONAL/REGULATORY

Keys to Managing and Motivating
Remember that John has the flexibility to follow procedures when necessary, and to set new
procedures when necessary.
Support the strength that John brings to the team in being a stabilizing force between those
who want to follow protocol and those who want to challenge the protocol.
Remember that John has the ability to be a balancing and stabilizing agent on operations,
procedures, and protocol issues, without being an extremist toward either side.
John brings a procedure-drive typical of many business professionals.
Include his perspective in order to gain a middle-ground understanding of issues.

Training, Professional Development and Learning Insights
May show flexibility in preference of professional development activities to include both
individual structured activities, as well as activities of a more creative and unstructured design.
Tends to be participatory in learning and professional development situations without trying to
re-write the curriculum.
Is able to engage in professional development activities as a supportive member of the team.

Continuous Quality Improvements
May need to state opinions or take a visible position on some procedural or protocol issues.
May need to take a firmer stand or position on some team issues.
May need to examine other Values drives to determine the importance of this
Traditional/Regulatory drive factor.
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THEORETICAL
The primary drivers with this value are the discovery of KNOWLEDGE and appetite for LEARNING.  In pursuit of
this value, an individual takes a "cognitive" attitude.  Such an individual is nonjudgmental regarding the beauty or
utility of objects and seeks only to observe and to reason.  Since the interests of the theoretical person are
empirical, critical and rational, the person appears to be an intellectual.  The chief aim in life is to order and
systematize knowledge: knowledge for the sake of knowledge.

General Characteristics
Aware of job parameters and details, but prefers to learn only that which is necessary to
complete the job assignment.
Will learn those things necessary for the successful completion of the job tasks, and may not
desire to go further into specific details or theory.
Shows a practical and bottom-line job-view perspective.
May prefer to spend his time and energy on tasks other than gaining knowledge about the
fine-tuned technical details of products and services.
May learn more by doing and observing than in traditional learning situations.
Likes brevity and concise information.
Likes to spend time learning things that have a direct impact on what he needs to accomplish
as a professional.

Value to the Organization
May demonstrate a high sense of urgency to get things done quickly, leaving the details to
other team members.
May bring a constant sense of efficiency to specific job tasks.
Ability to perform many jobs and tasks with little training or assistance.
Doesn't waste time on information that is not needed for the task.
Can get people on board for a cause.

Keys to Managing and Motivating
Provide some attempts to reduce the amount of technical knowledge-based requirements.
Avoid massive amounts of paperwork, forms, and details.
Emphasize the general and big-picture focus on projects rather than the highly technical details.
Provide opportunity for multiple projects and multi-tasking.
Offer information that is relevant to the task, but no more.

Training, Professional Development and Learning Insights
Make training and development activities as practical as possible.
Hit only those essential items that relate to increased success or efficiency on projects.
Link training and professional development to other areas of the Values graph where peaks
occur.
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THEORETICAL

Continuous Quality Improvements
Has potential for ignoring certain rules, regulations, protocol, or knowledge which is integrally
important to the success of a project.
May avoid detailed information.
Needs assistance with voluminous details and with watching time management.
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AESTHETIC
A higher Aesthetic score indicates a relative interest in "form and harmony."  Each experience is judged from the
standpoint of grace, symmetry or fitness.  Life may be regarded as a procession of events, and each is enjoyed
for its own sake.  A high score here does not necessarily mean that the incumbent has talents in creative
artistry.  It indicates a primary interest in the artistic episodes of life.

General Characteristics
Shows a very strong bottom-line practicality regarding aesthetic environment and organizational
resources: there must be a set of mutual wins.
Easily allows others on the team a greater voice and expression of their creativity.  Does not
need a high-visibility profile.
Doesn't want to waste time or money on ambience issues if it doesn't effect productivity.
What John defines as his passion in life is found in higher values scales in this report.
Surroundings lacking aesthetics will not stifle his creativity.
John is a very practical person who can take or leave the Aesthetics or ambience of the work
environment, and prefers to ignore it.
The utility of something is much more important than its beauty, form, and harmony.

Value to the Organization
Unpleasant surroundings will not adversely affect his productivity and creativity.
Able to see the big picture in a business and organizational sense.
Not easily swayed in terms of emotional issues.
Good business-sense and a good eye for that which is practical.
Sees a wide spectrum of the picture, not just from the artistic viewpoint.

Keys to Managing and Motivating
Be careful not to overload with assignments that require significant individual creativity and
self-expression.
Remember that he has a practical side and appeal to that.
Provide a supportive environment where his talents may be encouraged and appreciated.
Provide practical, bottom-line reasons for projects requiring an artistic or aesthetic edge.
Check areas of higher Values drives to determine a blend of other management or motivational
insights.

Training, Professional Development and Learning Insights
Link learning and professional development to other items of greater self-interest.
Make training and development activities as practical as possible.
Brings a bottom-line orientation to training venues, and is flexible about the environment of the
training session.
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AESTHETIC

Continuous Quality Improvements
Seen as overly business-like by some, which comes from the practical side of his workplace
values.
Needs to be more sensitive to the needs of need others for an aesthetically pleasant workplace.
Needs to be more open and receptive to the creative ideas of others.
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VALUES ACTION PLAN
This Action Plan is your tool to contribute to the process of self-development and continuous improvement.  As
you have reviewed information in this document, please respond to the items below as they relate to your
specific professional environment.

Area 1: The greater or global mission of the team or organization.

In the space below indicate briefly one or two areas of strength that you bring to the greater mission
of the organization at large.

Area 2: An immediate or shorter-term mission, task or purpose of a smaller group of people
with whom you work on day-to-day operations.

In the space below, indicate briefly one or two areas of strength (different from those above), that
you bring to the shorter-term tasks or day-to-day operations.
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QUALITY IMPROVEMENT ACTION PLAN

In the area below, respond briefly as indicated.  Base your answers on some of the information and
results presented in this document.

Action Point 1: Things I will keep on doing.

Indicate three things that you are doing very well already, and that you plan to keep on doing.

1.

2.

3.

Action Point 2: Things I will modify or change slightly.

Indicate 2 things that you will modify, adjust, or change slightly in order to increase personal
effectiveness.

1.

2.

Action Point 3: Things I will stop doing, or try to eliminate.

Indicate one thing that you will try to stop doing in order to increase personal effectiveness.

1.

Today's Date: _________________ Date to review with mentor or peer: ________________
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