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What does the Sales Competence Assessment Measure?

This questionnaire measures the attitude of the respondent towards key behaviours in the
sales process and their perception of their current sales competences.

e |t consists of 99 forced questions
| e |t takes 20 - 30 minutes to complete
\ / It measures the attitude of the respondent towards key behaviours in

the sales process
18 critical sales competences
= ) Mindsets
Excuse Index
Sales Cycle
/ \ Match Percentage to 8 different Job Roles

G
aE— This questionnaire is intended for people who have a
- minimum of 6 months sales experience

Applications of the Sales Competence Assessment:

Recruiting for a sales role

Developing a salesperson

|dentifying sales fraining needs
Matching sales professionals with different parts of the

sales process

e To use with the Sales Manager — when managing the

sales team

¢ |denfifying culture and recognising alignment with sales
behaviours



Measuring Human Capacity: Behavioural Filters

Behavioural Filters

o Attitudes
e Values
e Skills
e Knowledge
e Experience
e Expectations
¢ Physical Condition
e Mental Condition
Sales
Competence
Behavioural Filters
Unconcious Behavious - How we naturally express
ourselves
Cultural Heritage - This includes all that we have
adopted during our lives 4



Sales Competence - FAQs

Why is the language in the report quite direct?

The Sales Competence Assessment reports should not be given without first introducing the model and having a facilitator
present. It assumes the reader understands that the report reflects how someone with their results is typically perceived by
clients or supervisors.

The report highlights areas where the respondent can maximize their potential and points out areas of caution. No result is
labelled good or bad—it shows the possible strengths and challenges of each outcome.

Are the questions easy to manipulate?

It's not easy to be dishonest on the assessment. The forced-choice, zero-sum format makes it impossible to change one answer without affecting another.
If someone tries to claim traits they don't have, they also deny traits they do possess.

ost people see themselves as “good” and view their strengths positively, making it difficult to present a false version without contradicting themselves.

Please keep in mind that the tool measures what the person currently feels their most significant strengths (and weaknesses) are in sales.



Sales Competence Assessment: Reports Types

Development Report

Recruitment Report

Manager Report

FinxS Sales 18 Report

FinxS Sales 18 Report

(Combination Report with SCA)

Teams Pages

FinxS® Sales Competence Assessment - Development

This = taned or T res Gven i e FraS® Saes Competerce Astessment
Quosticrraire. This assessment shoukd not be the sole ariterion for making decisions about crwse! The
prpose of s s 0 provide v for he respor " -

FinxS® Sales Competence Assessment - Recruitment

This assessrrent s based on e Meeporses ghven in e FiraS® Sales Competence Assessment
Questicrnaire This assessmant should not Be The scle aleron for making decisions about the Indvdus
The purpose of s assessment s 10 provide SEponing information

Sam Sample

O pe st
FiexS Ltd m‘
el ) -

Oute y

Sam Sample

Orgariaston

FinxS® Sales Competence Assessment - Manager

This assessment is based on the resporses given in e FruS® Sales Competence Assessment
Questionnaire. This assessment should not be the sole ariferion for making decisions about the Individual
The purpose of this assessment is 10 provide suppontng information.

0204.2018

FiracS Ltd "\ -
oue

O exengecose | @ sy

Sam Sample

Ovgatiaatoe
FinxS Ltd

Ot
01.04.2018

(Note: The Development and Recruitment reports have the same information
in the first half)




Sales Competence Assessment

1. The Development Repori

FinxS® Sales Competence Assessment - Development

This assessment is based on e respanses given in e FiraS® Sales Competence Assessment
Questionnaire. This assessment shaukd not be the sole ariterion for making decisions sbout anesel. The
purpose of this assessment is 10 provide supporting Information for the respondent in self-development.

Sam Sample

Ovgeisaton

Finx$ Ltd :‘:“‘ -
_x_ » WA AN




What is a Competence?

The combination of observable and measurable skills that contribute to
enhanced sales performance.
Competences are:

e Coachable

e Observable

e Measurable

e Critical to successful individual or team performance.

What does the report measure?

It reflects your current level of competence and you can develop
your skills in all of the 18 Sales Competences with training and
coaching.

The Assessment identifies your strengths and areas of development in
sales.




Development Report: 18 Sales Competences

The Sales Competence Assessment measures a persons self perception against 18 sales competences.

This is a
Zero-Sum game

Overall Scores

57% Prospecting 38% Active Listening
Colour Interpretation: The ftwo colours 38% Qualifying 48% Critical Thinking
help separate a middle from a high and
|OW score. A is e“-her high or 10% Building Rapport 86% Initiative
low and a is a middle score.

19% Following the Sales Process 99% Presenting

Remember, a high, middle or low score is
neither good nor bad. You need to judge
the scores in relation to the sales needs of 10% Needing Approval 99% Dealing with Failure
your organisation. -

99% Goal Orientation 57% Time Management

67% Controlling the Sales Process 99% Determined Competitiveness

99% Handling Objections 48% Money Concept

57% Questioning Effectiveness 67% Emotional Distance

Page 3in

your Report




FAQ's
I misunderstood the actual meaning of a competence because the word meant something else to me.

There is no one word in any language that would mean the same to everyone speaking that language as a native
language.

For this reason, we always emphasise the importance of reading the descriptions of the sales competences (as well as of
the sales mindsets) before drawing any conclusions.

The sales competence names are commonly used competences in sales; however, they may have different meanings in
some industries, or if you do not have a background in sales.

Why can | not get a high score in every sales competence?

We developed the Sales Competence Assessment with the belief that sales professionals can always improve and they are never “perfect”. Some
instruments make people sound better than they are. We did not want to do that.

The underlying algorithms ensure that no one will be able to create perfect/very high scores in all 18 Sales Competences. When a respondent selects an
option, they are also providing an answer with the choice they do not select. As a result, if a person tries to ‘cheat’ the questionnaire by elevating particular
competence score(s), they are simultaneously lowering other(s).

If you score “low” on a particular item, it not NOT mean that you cannot succeed in that area. It could merely mean that right now you prefer to use other
competences over this one. Also, you may score low on a competence that you're good at, but which you don't need to exercise at the moment (e.g.,
Prospecting - I'm good at it, not doing it much at the moment because it is not required, not a priority).

Some of the sales competences seem very similar to me.

This is correct; some of the sales competences have a positive correlation with each other, whereas some correlate negatively. This DOES NOT mean they

are the same and that every person getting a high score in one would get a high score in the other. The highest correlation between two competences is
47 and the lowest -.57.

Also, every sales competence has some unique features no other sales competence has. If you feel you cannot distinguish the difference between any two
sales competences, we suggest you try to describe a salesperson who has a high score in one and a low score in the other, and vice versa. This exercise
should help you identify the difference between the two competences.

10



Reading Guide: 18 Sales Competences

Refer to pages 4-6 of the FinxS® Sales Competence Assessment: Development

High | Actively pursuing new business, having the mindset of a “HUNTER" and faking responsibility for finding sales opportunities.
Prospecting
Low Reluctance to call on prospects; having the mindset of a "FARMER" and waiting for opportunities to show up. Focus on culfivating
existing customers for more business.
Hiah Willing fo engage in a deliberate process of questioning and listening fo determine whether the prospect is a good fit for business and
9 likely to buy prior to presenting and/or proposing.
Qualifying
Low Very eager o present and give away information, whether it is appropriate to the prospect's situation or not; tries to close early, often
forgetting to take time or effort to uncover the prospect's potential for proper business fit.
Hiah Being able fo create trust and rapport with prospects quickly. Adjusting one's own persondlity style to the style of the prospect in order to
9 create a sense of ease for the prospect.
Building
Rapport
Low Is not focused on building trust; appears self-centered or self-orientated; avoids infimacy; finds it difficult to be genuinely interested in
the prospect’s needs or well-being. Maybe oo shy.
Hiah Having the patience and attention to detail to follow a step-by-step process. Believing that systematically following well-defined
9 processes will provide the best results.
Following
the Sales Process . . . L .
Low Impatient and reluctant to engage in detailed processes or procedures. Generally attempts to cut corners and "wing it." Impulsive, not

prone fo follow instructions or rules.

11




Avidly pursuing goals and higher levels of performance. Setting high goals, then determining the necessary activities to achieve the

High goals. Rarely beingsatisfied with own current level of performance.
Goal
Orientation Low Likes to live in the moment without contfinuously pursuing higher levels of performance, easily safisfied with the status quo when it comes
to personal accomplishment and level of income.
Hiah Respects the prospects and wants to keep them positive throughout the sales process to create a frusting relafionship. May hesitate
9 taking up topics that could challenge prospects.
Needing
Approval Low Self-confident, does not seek approval from others, willing to be assertive and politely demanding without regard for whether it will result
in being disliked.
Hiah Being willing and able to set the conditions for a meeting, describing the process to a prospect and stating potential outcomes. Then
9 being able to gently confrol the conversation.
Controlling
the Sales Process
Low Willingly lets the prospect lead a meeting. Allows others to take charge of the process, drifts away from own plan or prefers to proceed
without one. Has challenges in keeping the sales process on frack.
Hiah Viewing stalls and objections as opportunities to be politely assertive and asking the prospect self-discovery type questions in order to get
9 the prospect to deal with their own objections.
Handling
Objections
Reluctant to challenge the prospect on their stated objections. Not assertive. Finds it difficult fo construct an effective case as to why the
Low stalls or objections might not be valid or might not be the "real issue." Easily accepts prospect's stalls and "gives up."
Hiah Creating a structured system of questions to “"diagnose” the prospect’s situation and determining the likelihood of a fit between the
9 prospect's needs and the salesperson’s product or service.
Questioning
Effectiveness
Low Believes that questions are "infrusive" and that one should not ask too many. Does not create a structured approach to asking questions.

Easily falls info "show and tell" mode.

12



Actually seeking to understand what the other person is attempting fo communicate. Going beyond “hearing” and focusing on the

High various messages (words, tonality, body language).
Active
Listening - : . : . _ , . . . .
Low Easily distracted while attempting to listen. Formulating replies in one’s own mind while others are speaking. Frequently tuning out from
what others are saying when not inferested.
Hiah Being able to apply existing knowledge to solving new problems. Being able fo suspend judgement to check the validity of a proposition
9 or action. Taking multiple perspectives into consideration.
Critical
Thinking
Low Often fails fo apply current knowledgeto solve new problems. Generally, spends little time solving problems, meaning if the answer is not
readily apparent, lacks the patience to use logic, deductive reason to solve the problem.
Hiah Constantly striving to achieve progression and higher levels of performance. Not waiting for good things fo happen, believing it is up fo
9 oneself to make sales success happen.
Initiative
Low Prefers others to initiate and guide action. Low desire to seek out progression and increased responsibility. Prefers supervision and direction
to begin new initiatives.
Hiah Effectively engaging an audience andable to hold their attention with good communication skills, insightful questions and dramatic
9 presentation techniques.
Presenting
Low Presentations are oftenineffective because fails fo engage the audience, thus losing the attention of others. The presentations go in
circles. Audience may find it difficult to know what is expected from them after the presentation.
Hiah Competently managing one's schedule and activities fo make the best use of fime on activities to generate sales. Not wasting fime with
9 “avoidance” behaviours, not procrastinating on important tasks.
Time
Management
Low Nof structuring schedule effectively or not executing scheduled sales activities efficiently. Easily distracted by interruptions, or anything that

appears to be more interesting.

13




Seeing failure as a temporary state. Viewing failure as a chance fo learn and improve. Being willing to take a risk af losing in order to

High win. Not being wedded to the idea of security in all matters.
Dealing
with Failure
Low Seeing failure as a negative experience only. Not viewing failure as a chance to learn and improve. Reluctant to take risks lest they result
in failure.
High Relentlessly pushing fo win, striving to gain competitive advantage, always looking fo improve. Looking at the competition and areas to
exploit.
Determined
Competitiveness
Low Prefers to achieve the victory with the help of or fogether with others. Not inclined fo gain competitive advantage. Lacks the mofivation
to be at the top or to win at any cost.
High Viewing making money as a healthy endeavor. Believing making money is just compensation for selling activities. Valuing one’s own
fime and not being afraid to charge money for it.
Money
Concept
Low Has doubts about the price/value of the product or service being sold and/or the commission from the sale, feels high degree of
customer empathy when prospect complains that "the price is too high."
High Remaining emotionally aloof during the sales process, not letting prospect’s reassurances, positive or negative statements deter from
. executing the sales process and asking the right questions.
Emotional
Distance
Low Allowing emotions to distract them during the sales process. Becoming easily swayed by prospect’s reassurances; making assumptions

about the prospect’s infentions based on positive or negative feelings.




Development Report - 18 Sales Competence

Overall Scores

38% Prospecting

67% Qualifying

QQ'Nuilding Rapport

High score

22% Following the Sales Process

38% Goal Orientation

95% Needing Approval

38% Controlling the Sales Process

10% Handling Objections

99% Questioning Effectiveness

86% Active Listening

86% Critical Thinking

57% Initiative

29% Presenting

11% Time Management

11% Dealing with Failure

33% Determined Competitiveness

76% Money Concept

10% ¥Emotional Distance

‘\_/ Low score

ap

DISCUSSION: Using the Sales Competence
descriptions from page 11-14 of this
workbook, explain the behaviour of this
salesperson

(focusing on these two competences).

15



Development Report - 18 Sales Competence

Overall Scores

38% Prospecting

67% Qualifying

99% Building Rapport

22% Following the Sales Process

38% Goal Orientation

95% Needing Approval

38% Controlling the Sales Process

@Handlmg Objections

99% Questioning Effectiveness

Low score

86% Active Listening Q

86% Critical Thinking

57% Initiative DISCUSSION: Using the Sales Competence
descriptions from page 11-14 of this

29% Presenting workbook, explain the behaviour of this
salesperson

11% Time Management (focusing on these two competences).

(1% ))ealing with Failure — Low score

33% Determined Competitiveness

76% Money Concept

10% Emotional Distance

16



Development Report - 18 Sales Competence

7
C\QSCUSSION: How do these two people differ from each other?
(Focus on Following the Sales Process and Controlling the Sales Process)

Low score

Low score

—

Low score

High score

Person A

57% Prospecting
48% Qualifying

76% Building Rapport

_9 ( 10% ’:ollowing the Sales Process

19% Goal Orientation

48% Needing Approval
14% Jontrolling the Sales Process
57% Handling Objections

95% Questioning Effectiveness

67% Active Listening

95% Critical Thinking

86% Initiative

48% Presenting
19% Time Management

57% Dealing with Failure

19% Determined Competitiveness

95% Money Concept

19% Emotional Distance

Person B

38% Prospecting

95% Qualifying

67% Building Rapport

> ( 10% 50“0wmg the Sales Process

11% Goal Orientation

38% Needing Approval

———> @Conuonmg the Sales Process

76% Active Listening

67% Critical Thinking
57% Initiative
67% Presenting

76% Time Management

38% Dealing with Failure

38% Determined Competitiveness

76% Handling Objections

48% Questioning Effectiveness

95% Money Concept

29% Emotional Distance

17



Development Report - Individual Scores Pages

Respondent’s results are presented through 18 key sales competences and definitions of high and low results.
The text relafing to your score is visible and the opposite description is greyed out. If you achieved a middle score then both descriptions will

be visible.

Pages 4-6 in

your Report

Is not focused on building trust;
appears self-centered or self-
oriented; avoids intimacy; finds it
difficult to be genuinely interested in
the prospect's needs or well-being
Maybe too shy.

Reluctance to call on prospects;
having the mindset of a “FARMER"
and waiting for opportunities to show
up. Focus on cultivating existing
customers for more business.

(10%]

GOAL ORIENTATION

BUILDING RAPPORT

PROSPECTING

Avidly pursuing goals and higher
levels of performance. Setting high
goals, then determining the
necessary activities to achieve the
goals. Rarely being satisfied with
own current level of performance

Actively pursuing new business,
having the mindset of a “HUNTER"
and taking responsibility for finding
sales opportunities.




Development Report - Development Plan Pages

-~ e ——
. . \
The Development Plan pages offer a unique,
detailed description of the results for each
competency, along with an individualised
development plan. There are 18 pages, one for BUILDING RAPPORT
each Compe’rency.. Definition: Creating, developing and maintaining an open and trusting phere for honest

and sharing of information.

BUILDING RAPPORT
Is not focused on building trust;
appears self-centered or self- 10%
oriented; avoids intimacy; finds it
difficult to be genuinely interested in
the prospect’s needs or well-being
Maybe too shy.

Presently Sam often is not focused on creating trust with prospects because they may appear to be primarily

focused on their own goals and interests. They appear not to be truly interested in what the prospect has to say. Descripﬁon

As a result, the prospect may perceive Sam as superficial and as just another salesperson who is trying to sell

something. This makes the prospect more guarded and i about what to share.

Sam prefers to use the same approach and communication style with almost all prospects, as it is most natural These 3 pa ragra phs are
and comfortable for them. This allows them to focus on what to say rather than how to say it. Unfortunately, this .

style only works well with the prospects who share their communication style. Others find it somewhat dyﬂ(] mic and Ch(]nge
challenging to interact with Sam. The style difference between Sam and the prospect becomes an obstacle to .

open and trusting communication. out dependlng on
Because of the above, Sam can appear self d and more ir d in closing the sale than solving the hlgh, medlum Ond |OW
prospect’s issues. This makes it difficult for the prospect to freely share their true problems and challenges. The

prospect may worry these could be later be used as a leverage against them. As a result, it may be difficult for scores.

Sam to uncover the prospect’s real needs and wants, and try to connect them to effective solutions.

Development plan for improved building rapport

« Accept that every prospect is different and unique and you cannot repeat the same approach with each one
and expect to succeed.

* Make a conscious and persistent effort to focus on the prospects and their needs. Actively listen to them. q
Talk less if you are outgoing. Talk more if you are reserved. Developmenf TlpS

« Identify your natural communication style and style preferences. Get familiar and accept your strengths and
d P areas. B aware of your blind spots.

* Learn how to identify your prospects' style preferences: how they prefer to communicate, how much and
what type of information they favor, how they make decisions, etc. Adjust your style accordingly to create an

environment for trust and open communication. These TIpS are Unique
* Express your genuine i in the prospect and their situation. Do not try to impress them with your
achievements and/or importance. to a person whether

« Focus on solving the prospect’s problems and issues, not on closing the sale.

theyscored, high
medium or low.

Pages 9-26 in

O

your Report
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Development Report - Questions Pages

There are Development Questions for effective
reflection and coaching.

Pages 28-33 in

your Report

Questions

In this section, you will find questions for the 18 sales competences for selling success. The questions are
designed to help you and your sales coach in the process of creating your roadmap to success. The questions
are not generic. They are based on your individual scores. Carefully consider and write down your responses.

You may want to start with sections you want to develop first. Finally, periodically review and adjust your
development plan.

PROSPECTING

* What frustrates you most about prospecting?
* No one likes cold calling. How do you overcome the temptation to procrastinate making cold calls?
* What are you doing to improve your prospecting results? How is that working for you?

QUALIFYING

* How could you qualify a prospect better and why should you do that?
* When in the sales process do you believe is the best time to present your product/service?
* How do you decide when it is best to give up on a prospect?

BUILDING RAPPORT

« What are your specific communication preferences and how do you adjust them with your different
prospects?

« What skills do you need to develop to become a better communicator with prospects?
¢ Do you find it more challenging to build rapport with some prospects? When and why does this happen?

O
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Sales Mindsets

A mindset is a set of beliefs, attitudes, and assumptions that shape how we think, feel, and act in
different situations. It influences how we interpret the world, approach challenges, and make decisions.

They are like basic instincts.

The are the way we approaches solving problems and overcome challenges.

What is the difference between sales competence and sales mindset?

Sales mindsets are your natural ways of approaching sales. They are more permanent, more spontaneous, and likely to be emphasised when you are
under pressure.

Sales competencies consist of one to three of your sales mindsets but are also affected by your experience in sales, attitudes to sales, your current sales
environment, and your sales skills. They are easier to develop and are likely to vary more in a shorter time.
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12 sales Mindsets

Page 7 in
your report

Reaching their full potential by making sure nobody and nothing stops them from

Conquering achieving their goal.
Hunter Reaching their full potential by wanting to have everything right now.
Persistence Reaching their full potential by using failure as a reason to do better next time.

Reading the situation

Reaching their full potential by understanding how others see the world.

Logic Reaching their full potential by following a plan, no matter what.
Hunger Reaching their full potential by never being safisfied.
Empathy Reaching their full potential by connecting with people and gaining their frust.

Social approval

Reaching their full potential by gratifying others' needs.

Taking control

Reaching their full potential by not being dependent on anyone else.

Next Step Reaching their full potential by continuously thinking what next.
Finding the truth Reaching their full potential by understanding all aspects influencing the situation.
Influencing Reaching their full potential by convincing others.
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Sales Mindsets

Each of the 18 Sales Competences are made up of 1-3 Sales Mindsefs to provide an
in-depth analysis of your strengths or any roadblocks to success.

Mindsets are the building blocks of the 18
critical competences for selling success.

8y Question 1
D —

8y Mindset 1 > Question 15

Compefence = 1o &% 10 Question 9

29% Mindset 2
Question 12
10

Migg?ei 3 « 9 —— Question 55

R .
\77 Question 68

10

E

Each of your Sales Competences is based on one to three Mindsets. The competence score is derived not only
not

from the mindsets, but also from

10 the The table below shows how your

Mindsets create your 18 Sales Competence Scores. Please consult your sales coach who has been trained to

the and their
Prospciig o
Next Step 9% Finding the truth 67%
Influencing 69% Logic 42%
o s [ Crvca inking 4|
I o e
Finding the truth 67% Logic 2%
Reading the situation 7% Reading the situation 7%
oo % L
Taigconvo e
Enoon 0% [proering o]
Reading the situation 7% Influencing 69%
Following the Sales Process 19% Logic 42%
Logic 42% Taking control 69%
Gost Orienaton o [Time Mansgement 7% |
Hunger 94% Hunter 83%
Next Step 99% Next Step 9%
Takingcnio e
Soa sprov o [ Dosing it Faure o0
Empathy 10% Persistence 29%
Reading the stsaton 6%
Next Step o9
Reading the situation 7% Hunter 83%
Taking control 69% Persistence 29%
Money Concept 4%
Hunter 83% Hunter 83%
Conquering 76% Influencing 69%
Questioning Effectiveness 5T% Conquering 76%
Finding the truth 67% Emotional Distance 7%
Congquering 76% Conguering 76%
Hunter 83%
17\
S

Page 8 in

your report

23



Development Report: Sales Mindsets

The 'Qualifying’ competence score is influenced significantly by the 'Hunter' mindset score.

Description: Wiling fo engage in a deliberate process of questioning and listening in order to
determine whether the prospect is a good fit for business and likely to buy prior to PRESENTING
and/or PROPOSING.

Finding the truth 99%
Reading the situation 92%
Hunter 18%

Finding the truth 92%
Reading the situation 99%
Hunter 77%

24



Comparing Competence Scores and Mindset Scores

Write your report
Description Example Interpretation Action competency that relates
to each description
You feel that you have invested time and effort into
developing this skill even though it may not be the most natural
Competence Score is for you. It may sfill be that although you feel you've mastered |« e
higher Hunter 94% it, using this sale's competence requires conscious effort and NEEDED
than Mindset Scores | conquering 76% concentration from you. A more experienced observer may
notice that this is a learned skill, showing up as less flexibility fo
adapt to varying sifuations.
You have the mindset to succeed with this competence.
However, for some reason either you do not believe in yourself
Competence Score is or dislike the competence — which makes you believe you are
lower D'SCO.Ve"ng 'h,e Tm.'h Bk not good aft it. Alfernatively, you may have no experience with POTENTIAL -
than Mindset Scores | Readingfhe Situation 67% the competence making you not frust in your natural skills. You DEVELOP
Hunter 83% simply have not reached your full potential with this
competence. You have more potential than you currently use.
You have full potential for this competence and it is clearly one
Competence Score of your biggest strengths. You know it and you use it. This sales
and Mindset Score are | Social approval 94% competence is your most important key to success in sales. An USE NOW
high Conquering 99% experienced observer can see the self-confidence in your
behaviour. Make sure they do not also see arrogance.
This is an indication that this sales competence is clearly not the
one where your biggest strengths are at the present time. You
may noft like this competence and/or you have no immediate
Compefence Score motivation fo develop it. Regardless of this sales competence FORGET AT
and Mindset Score are | Hunter 36% . . . .
low ParEir=a 8% not being your key o success, it may still be good to practice | THE MOMENT

and learn a basic level of skills in it. Otherwise, it may be that
the prospect sees weakness in you and may use that to their
advantage.
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Comparing Competence Scores and Mindset Scores

Write your report
competency that
relates to each
description

Description Example Interpretation Action

You survive in this competence with the help of one or two
mindsets. However, due to not all mindsets being strong, there

Competence Score is | Mt may be situations relating fo this sales competence when a

high. Discovering the Truth 94% weaker mindset prevents you from using your full potential. USE WITH
Mindset scores are high | | ogic 56% Analyse how the low mindset can influence your effectiveness CAUTION
and low in using this sales competence and how you can avoid failing

in those situations. Otherwise, it may be that af times you give
up earlier than your prospect will.

You have some potential with this sales competence although
it may never become your biggest strength. It may be that you
Competence Score is low | ‘soiq) Approval 67% have not seen that potential or for some reason you did not
Mindset Scores are high Logic 67% want to develop it. The reasons may well be associated with
and low . N the mindsets with low score. Try fo identify situations when you
Reading the Situation 83% . .
can use this sale competence by focusing on the strong

mindsefts.

LIMITED
POTENTIAL




Excuse Index

3

Excuse Index

25%

Sam Sample

The Excuse Index measures the actual tendency to look for excuses o not engage in sales
activities. (The higher the result, the more likely the individual will make an excuse)
o |tis based on answers to the FinxS Sales Competence questionnaire.

Calculates the likelihood of a person making choices that lead to avoidance of sales
related activities.

The LOWER the Excuse Index®
The HIGHER the Excuse Index®
e The more likely the person is to

ignore non-sales activies e The MORE excuses a person is

likely fo make to not engage in
sales activifies

¢ Instead focus on actions that
directly produce sales results

Page 27 in
your Report
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Discussion: Development Applications of the Sales Competence Assessment

N
-

Reluctance to call on
prospects; having the mindset
of a "FARMER" and waiting
for opportunities to show up.
Focus on cultivating existing
customers for more business.

Julie

Julie has been with her company
for several years as a lead

generator and has not met her KPI

once.

PROSPECTING

Actively pursuing new

business, having the mindset
of a "HUNTER" and taking

responsibility for finding

sales opportunities.

Mark

Mark transferred from the Customer

Service Department six months

ago. Customers like him a lot, but
his sales results are poor.

Excuse Index
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Discussion: Development Applications of the Sales Competence Assessment

Betty

Betty had great results at her

previous company. However, she's

not doing so well at her new
company, selling a new product,
and is quick to offer discounts.

Has doubts about the
price/value of the product or
service being sold and/or the
commission from the sale,
feels high degree of customer
empathy when prospect
complains that "the price is
too high."

MONEY CONCEPT

Viewing making money as a
healthy endeavour. Believing
making money is just
compensation for selling
activities. Valuing one's own
time and not being afraid to
charge money for it.

Brad

Brad was a great salesperson for many years
at his current company. He was recently
promoted to manager overseeing his own
team. His Sales Coach asked him to
complete the Sales Competence Assessment
again, now that he's in a different role, and
found a sharp rise in his Excuse Index.

Excuse Index

68%
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Sales Competence Assessment

2. The Recruitment Report

FinxS® Sales Competence Assessment - Recruitment

This assessment is based on the responses given in the FinxS® Sales Competence Assessment
Q vaire. This should not be the sole criterion for making decisions about the individual.

The purpose of this assessment is to provide supporting information.

(Note: The Recruitment and

Development reports have the same
information in the first half)

Sam Sample

Organisation: -
Date: ’— ~

02.04.2018 p -
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Sales Roles S ummary

The FinxS Sales Competence Assessment calculates, for the respondent, a percentage match for each of the sales roles. The Sales
Roles are ranked from highest to lowest. As you review the match percentages, remember that the scores reflect the respondents
current level of competence. With enough motivation and dedication, any competence can be developed in time.

Sam Sample

FinxS Ltd 02.04.2018

Sales Roles Summary Page

The FinxS® Sales C for the a atch for each of the
sales roles. The roles are ranked from highest 10 lowest. As you review the maich percentages, remember that

the scores reflect the respondent’s current level of With enough and any
competonce can be developod in time. If Sam 50 chooses. they have potonsal dovolop in all of the 18 sales
COMpetONcos.

Sales Roles - Top Roles

These sales roles are prosently the most comfortable to Sam and create the best opportunities for SUCCESS.

92% 85% 76% 76%

Sales Revealor Sales Creator Saics Deader Sales Forerunner

Sales Roles - Potential Roles

Sometimes you can Al e, e s i re o chatg 9 S b ih ol 3 0 dovelogment cod
have NO competecies
None

in a level as shown here

Sales Roles — Marginal Roles

Currently, these sales roles are the most difficult for Sam and would require significant improvements in several
areas 1o become a fit.

49% 43% 43% 32%
Sales Innovator Salos Counseior Saies Provider Sales Partnor
@eenvecosc | Qs | HRPROFUNG o

Page 9 in

your Report




Sales Need/Sales Cycle/Sales Relationship

Latent Need

Latent Need
Prospect is not aware of the need
or want at the present tme

Short Cycle

Short Sales Cycle
Prospect makes buying decision
qQuickly.

Short Relationship

Short Relations hip

The relationship with the prospect
does not continue after the initial

sale

Need

Expressed Need

l_l Expressed Need
)| Prospectis aware of the need or
want

Sales Cycle

Long Cycle

Long Sales Cycle

Prospect takes ime 1o make
decision because it has significant
consequences

Relationship

Long Relationship

)

l_| Long Relationship
) The relationship with the prospect
continues long after the initial sale
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Sales Model

Need Sales Cycle

[Short Sales Cycle ]

Latent Need

Long/Complex Sales
Cycle

Expressed
Need

7\

Cycle

<
<
Short Sales Cycle ] <
<

[ Long/Complex Sales ]

Consider the scenarios above and decide which sales role the salesperson
might need to adopt

e Customer buying milk at the counter?

Relationship

Short Relationship

Long Relationship

Short Relationship

[
[
[
[

Long Relationship

Short Relationship

Long Relationship

Short Relationship

[
[
[
[

Long Relationship

| S— NE—  S— NE—

Sales Role

REVEALER

CREATOR

FORERUNNER

INNOVATOR

DEALER

PROVIDER

COUNSELOR

PARTNER

*Buying a car at a car dealer?

*Buying a house through an agent?

*Buying a service like I.T-protection and monthly maintenance, etc.
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Recruitment Assessment: Sales Job Roles

SALES INNOVATOR (81%)

Selling of a productservice that is complicated. The prospects are not familiar with it yet or are not aware they
have a need for it. Involves a complex and lengthy buying decision that may involve multiple decision makers.
Sometimes they may have conflicting views and opinions. The sale creates an on-going relationship that
requires the sales professional 1o remain actively involved 1o protect and further deepen the relationship.

Typically involves:

o Many sales calls e Significant investment

o Muiltiple decision makers e Long-term commitment by both parties
o Difficult to understand product/service e Nurturing the relationship after the sale
This Sales Role entails:

Latent Need
Prospect is not aware of the need or _J
want at the present time.

Complex Sales Cycle

_J Prospect takes time to make
decision because it has significant
consequences

Long Relationship
_J The relationship with the prospect
continues long after the initial sale

Match Percentage Breakdown by Competence

Sales Innovator Patty Sales Innovator Patty
Prospecting Matct Active Listening Mat
Qualifying Matct Critical Thinking Close Matct
Building Rapport Iniiative Matct
Following the Sales Process Presenting

Goal Onentation Time Management

Needing Approval Matct Dealing with Failure Matct
Controlling the Sales Process Matct Determined Competitiveness

Handling Objections Close Matdt Money Concept Excessive
Questioning Effectiveness Emotional Distance Matd

Page 10-17 in

your Report
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Recruitment Assessment: Sales Job Roles

&

. & & &
Respondent's g < < S
Score & K c}c, o,g; oq?

) o
& o) N o & |

Time
Management
Ideal Score Green = Your score = Your score Red = Your score is

matches the ideal

is above or below
the ideal

Match Percentage Breakdown by Competence

Sales Innovator

Prospecting

Qualifying

Building Rapport

Following the Sales Process
Goal Orientation

Needing Approval

Controlling the Sales Process
Handling Objections

Questioning Effectiveness

Sam
Match
Weakness
Weakness
Close Match

Excessive

Sales Innovator

Active Listening

Critical Thinking

Initiative

Presenting

Time Management

Dealing with Failure
Determined Competitiveness
Money Concept

Emotional Distance

Sam

Weakness

Close Match

Excessive

Excessive

Close Match

Page 10-17 in

your Report

far below or far
above the ideal
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Recruitment Assessment: Job Role Summary
Competence and Sales Job Role match summary page.

Page 18 in

your Report

Sam Sample

Organisation Date

FinxS Ltd 02.04.2018
Sales Roles Summary Table

The table bolow breaks down each of the Sales Roles into the 18 sales compotences. "Match” indicalos your
competonce score is about ideal for this Sales Rolo. "Excossive” indicalos your competence score is higher
than the ideal score for this Sales Role. "Weakness™ indicatos your competence score is lower than the ideal
score for this Sales Role

Sam Sakes Sales Sabes Sales Sales Sales

Sales Sales
Revealer  Crestor Forsrunner  lemovator  Dealer Provider  Counselor Partner

Quaityng Weai mis

Weakness  Weakness

Buarg Rappont Wesarness

Following the Sales \ d Weakness  Weakness  Weakness
Process
Goal Oreetason Excessve Exomusrve

Neacing Approval ! Weakress  Weakness Weakness
Handing Otjecsons Excessve  Excessive

Actve Ustening \ Weat s \ Weakness
Crtical Thinking
\vsacve Ercosiiw

Proseceg Ercessve Excessive  Excessive

Daairg we Fature Excossive Excossive Excossve Excossve  Excessive

L . Excessive

Emosonal Dwstance

Total Score °ws L % % % 4 a3 n

Qeovengeaosc | @rns.. | HR
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Rec

ruitment Assessment: Job Roles

Come up with one typical product or service for each Job Role

Sales Revealer

Sales method:

Selling of a product/service that is easy for
prospects to understand. However, they are not
familiar with it yet, or are not aware they have a
need for it. The buying decision is fairly easy and
quick. The selling process is often, but not always, a
one-call sale. Once the prospect buys, the sales
professional rarely, if ever, interacts with the
customer.

Typically:
e Almost always one sales call
Single decision maker
Quick and low-risk decision
Uncomplicated offering
Moderate pricing
No further commitment by the prospect

Latent Need ~—
Prospect is not aware of the need or |
want at the present time.

Short Sales Cycle
Prospect makes buying decision
qQuickly.

Short Relationship —

The

relationship with the prospect

does not continue after the initial

sale

Selling of a product/service that is complex and the
prospects are not familiar with it yet or are not
aware they have a need for it. Involves a
complicated and long buying decision that may
involve multiple decision makers. Once the sale is
closed, the sales professional does not continue to
intferact with the customer.

Mulfiple sales calls

Several decision makers with differing needs
Lengthy decision-making process

Complicated offering requiring support material
Expensive product/service

No ongoing service

Latent Need r
Prospect is not aware of the need or |
want at the present time.

— Complex Sales Cycle
J Prospect takes time to make
decision because it has significant
consequences

Short Relationship

The relationship with the prospect
does not continue after the initial
sale.
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Recruitment Report: Job Roles

Come up with one typical product or
service for each Job Role.

Selling of a product/service that is complex and the prospects are
already familiar with it and feel they need it. A complicated and
long buying decision that may involve multiple decision makers. The
prospects have typically purchased a similar product/service in the

past, or it is a significant purchase they are making for the first time.

The sales process often requires a pilot/demo of the

product/service. The sale is a one-fime event requiring no on-going

support from the sales professional or others.

Several sales calls

Multiple decision makers

Slow and more emotional decision by the prospects

Complex offering
Significant investment; financing may be required

No contact by the sales professional after the sale

Complex Sales Cycle
Pre
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Exercise: Recruitment Applications of the Sales Competence Assessment

After reading the job description below, pick out the key sales

competences needed for this role. g ?
Next consider the competences and sales roles of the three ‘ ‘ K
applicants to decide who would be the best fit for this role. ‘

Sam Jason Emma

Exercise: A Recruitment Application of the Sales Competence Assessment

Job Description

HRP Homes is seeking a passionate and ambitious New Home Sales Consultant (NHSC). As a NHSC with HRP Homes, you will have a real
opportunity to develop your entrepreneurial skills with the support of an innovative team while you help customers make the biggest decision
of their lives. Your proven ability to connect with new clients, secure contracts and follow up with customers in an effective manner is a must.
You will need to maintain knowledge of products, sell homes and secure contracts. You will maintain continuous communication and
contact with prospects to pull sales through the long cycle.

Key Accountabilities:

Following our sales processes to help meet and exceed sales goals.

Achieving high levels of customer satisfaction.

Developing relationships with key realtors that maximize opportunities for referral sales.
Competitive market analysis and confributing fo strategic sales planning.

Timely and accurate traffic and sales reporfing to head office.

Key Duties & Skills:

Manage an end-to-end sales process.

Ensure that all sales team purchase agreements are complete, accurate and prompftly processed.

Product knowledge of EQ models, pricing, floorplans, selections and options.

Create presentatfions on homes on the market and run clients through each house that they are inferested in.
Develop and maintain strong, professional relationships with the realtor community.

Develop strong customer relationships and create a stellar customer experience.

Excellent communication skills with prompt responses to questions and queries.
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Applicants Scores from the Sales Competence Assessment

Sam:

38% Prospecting

95% Qualifying

67% Building Rapport
10% Following the Sales Process
—

11% Goal Orientation

38% Needing Approval

99% Controlling the Sales Process

76% Active Listening

67% Critical Thinking
57% Initiative
67% Presenting

76% Time Management

38% Dealing with Failure

38% Determined Competitiveness

76% Handling Objections

48% Questioning Effectiveness

Jason:

Overall Scores

57% Prospecting

38% Qualifying

10% Building Rapport

19% Following the Sales Process

99% Goal Orientation

10% Needing Approval

67% Controlling the Sales Process

99% Handiing Objections

57% Questioning Effectiveness

95% Money Concept

29% Emotional Distance

38% Active Listening

48% Critical Thinking

86% Initiative

g

Presenting

3

Time Management

g

Dealing with Failure

E

Determined Competitiveness

48% Money Concept

67% Emotional Distance

81%

Sales Innovator

R0
D0 /0

Sales Provider

37%

Excuse Index

92%

Sales Revealer

49%

Sales Innovator

22%

Excuse Index

72%

Sales Forerunner

550
55%
Sales Creator

85%

Sales Creator

43%

Sales Counselor

62%
Sales Dealer

53%

Sales Counselor

76%

Sales Dealer

43%

Sales Provider

200
58%
Sales Partner

49%

Sales Revealer

76%

Sales Forerunner

32%

Sales Partner
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Applicants Scores from the Sales Competence Assessment

Emma:

10% Prospecting 76% Active Listening

38% Qualifying 57% Critical Thinking

99% Building Rapport 86% Initiative

67% Following the Sales Process 48% Presenting

29% Goal Orientation 38% Time Management

95% Needing Approval 10% Dealing with Failure

38% Controlling the Sales Process 10% Determined Competitiveness
29% Handling Objections 11% Money Concept

67% Questioning Effectiveness 10% Emotional Distance

1) After reading the job description, pick out the
key sales competences needed for this role.

2) Next consider the competences and sales roles
of the three applicants to decide who would be

the best fit for this role.

87% 75%

Sales Partner Sales Provider

44% 41%

Sales Dealer Sales Forerunner

35%

Excuse Index

Need Sales Cycle

oo/

o9 7“""2,‘
Sales Counselor

35%

Sales Creator

Relationship

Short Relationship

]

/(’ 20/
J) /O

Sales Innovator

28%

Sales Revealer

REVEALER

\

CREATOR

Long/Complex Sales
Cycle

/. [ Short Sales Cycle
Latent Need \

Short Relationship

FORERUNNER

[
< [Long Relationship
)<

Long Relationship

INNOVATOR

| Short Relationship

[ Short Sales Cycle

DEALER

] < [ Long Relationship

PROVIDER

Expressed /
Need \

Long/Complex Sales
Cycle

COUNSELOR

J [ Short Relationship

{ Long Relationship

PARTNER
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Sales Competence Assessment

3. The Manager Report

FinxS® Sales Competence Assessment - Manager

This assessment is based on the responses given in the FinxS® Sales Competence Assessment
Questionnaire. This it should not be the sole criterion for making decisions about the individual.
The purpose of this assessment is to provide supporting information.

Sam Sample
Organisation:
FinxS Ltd

Date:
01.04.2018

AUSTRALASIA ONUNE MATFORM

Extended DISC ‘ Finxs ’ HRPROFILING

The Sales Manager Assessment reports on a salesperson’s ability to adapt to
the main requirements of each step in the sales process. The sales process is
broken into two separate sections: pre and post-sale.
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Sale Competence Assessment: Manager Report

POST

Lead Evaluation

\
\

> Initial Contact

Needs

Initial Engag:

PRE and POST steps

This report divides the steps in the sales process in PRE (before
closing the first deal) and POST (after closing the first deal)
steps.

In this report, we have selected four PRE steps; Lead
Evaluation, Initial Contact, Needs Exploration and
Closing/Negotaition.

The Selected POST steps are Initial Engagement, Account
Management, and Expansion steps. Each of the steps are
covered on separate pages, including a description of the
step.
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Manager Report: Sales Processes

This table provides a summary of this individual’s
competence match at different steps of the sales
process.

STRENGTH: The competence score provides clear
strengths at this step of the sales process

SMALL STRENGTH: The competence score provides
qualities that help, although they may not alone make
this person excellent at this step of the sales process

MEDIUM: This competence does not play any important
role at this step of the sales process.

SMALL RISK: The competence score may cause some
challenges aft this step of the sales process.

RISK: This competence may become a significant
challenge to succeed in this step. Careful analysis
should be made on how to avoid the potential risk to
occur.

Match score to each step in the
sales process

Lead Evaluation
Initial Contact

Needs Exploration

Closing/Negotiation

POST
Initial Engagement
Account Management

Expansion

Lead evaluation (2xé + 1x4 + 1x0 + -1x4 + -2 x 3)

44



Manager Report: Sales Process

Sales Process / PRE / Lead Evaluation
Lead Evaluation

Each STep in the sales process is broken L. Lead Evaluation refers to all the actions that a salesperson completes before they make the first contact with
down in a descrip’rion page. The pages DeSCFIpTIOH the lead. The purpose of these actions is to verify the business potential of the lead. The outcome of this step is

X o X to gather information about the lead that supports deciding if it is worth approaching the lead.
provide a description of the step in the sales

process. COMPETENCE IMPACT COMPETENCE IMPACT
Prospecting (57%) SMALL STRENGTH  Active Listening (38%) SMALL RISK
Qualifying (38%) RISK Critical Thinking (48%) SMALL RISK
Building Rapport (10%) STRENGTH Initiative (86%) STRENGTH
The Competence Match table shows Following the Sales Process (19%)  RISK Presenting (99%) STRENGTH
whether the score is a strength or arisk to Competence Goal Orientation (99%) STRENGTH Time Management (57%) SMALL RISK
performance in the related step in the sales Match Needing Approval (10%) STRENGTH Dealing with Failure (99%) RISK
process. Controlling the Sales Process (67%) SMALL STRENGTH Determined Competitiveness (99%) MEDIUM
Handling Objections (99%) STRENGTH Money Concept (48%) SMALL STRENGTH
Questioning Effectiveness (57%) SMALL RISK Emotional Distance (67%) SMALL STRENGTH

By defining the "risk” competencies, SERESS e

RV : This salesperson may not be focused on assessing the lead. They may not have the patience needed or be
monagers COI’? eOSIly |der11|fy Where_ interested eno_ugh. to focus on all details and not to aooep( inlom_\ation at lace.value but to dig deeper. They
developmen’r is needed in order to improve xxmmmmm that works for them or the first information they receive and draw the conclusion
sales performance in the particular step in RISK

T LOW Following the Sales Process (19%) RISK
the sales process. Descriptions

This person may not place that much importance on if the lead fits with the currently defined sales process.
They may be willing to accept the lead based on criteria that will make following the sales process later, more
NOTE - Page numbers are affected by the difficult.

amount of risk competences. HIGH Dealing with Failure (99%) RISK

As this salesperson sees failure more like a leamning experience than disappointment, they are more willing to
Pages 5-14 in take risks and do not mind so much about the time lost. They may have the tendency to underestimate the risks
g involved in leads and are eager to give it a go instead of being afraid of the lead not leading to a sale.

your Report




Manager Report: Benchmark Comparison

The Sales Manager Report also includes the
ability to compare results against a
benchmark.

The purpose of a benchmark comparison is fo
identify how this person compares against a
selected population.

The benchmark does not directly tell us
anything about this person’s sales skills, only
how they compare against another group of
people.

*The percentage indicates the percentage of
the population that scored less than this
person.

Benchmark Table

Sam Sample

Prospecting

Qualifying

Building Rapport

Following the Sales Process
Goal Orientation

Needing Approval
Controlling the Sales Process
Handling Objections
Questioning Effectiveness
Active Listening

Critical Thinking

Ambition and Initiative
Presenting

Time Management

Dealing with Failure
Determined Competitiveness
Money Concept

Emotional Distance

Score
57%
38%
10%
19%
99%
10%
67%
99%
57%
38%
48%
86%
99%
57%
99%
99%
48%
67%

New Zealand Benchmark
70%
7%
0%
26%
97%
0%
62%
92%
14%
1%
10%
88%
99%
51%
99%
99%
23%
91%

]
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DISC (Behavioural Based)
4. FinxS Sales 18 Report

FinxS® Sales 18 (Job Template + Flexibility Flnxso

Zones)

This assessment Is based on the responses given in the Extended DISC® Behavioural Analysis
Questionnaire. This assessment should not be the sole criterion for making decisions about this
person. The purpose of this assessment s to provide supporting information for the respondent In seif-

Gevelopment.

Sam Sample

Organsanon
FinxS

Datex
19.08.2021

FinxS® Sales 18 - Development
Justyna Duda

Orgaizaton. Ot
Extended DISC Poiska 16.10.2017

Goal Orl tion - Required

located on the Extended DISC Diamond model.

Wi

Finx8°®

<]
Prospecting
Active searching of new potential, qualified customers to ensure there is always sufficient opportunities to create
new business. Among the prospecting activities are cold calling, asking for referrals, cultivating existing cold la

leads, and networking.

Taking control of the sales call by moving sales 5§
process forward:

Taking initiative to develop new sales opportunites -5
(prospecting) :

Taking initiative: -5

courage to propose whatto do: -5
one's own ideas to others: -5

and proposing new ideas to .5
a customer:

Actively networking: -5
Selling themself constantly: 5§
Cold calling to book sales appointments on phone: -5

Actively and promptly contacting a customer: .5

Inspiring people o buy into a concept before all data .5
is fully processed:

Selling the idea to people that they need a change: -5

Actively promoting new ideas: -5

Keaping the conversation with a customer alive: .5

Developing new ideas and solutions quickly in a sales .5
meeting:

Copyright: 20112022 Fir$ Lid

Competence Match Percentage: 75%

Your Natural Comfort Ared

Finx$S

Below b the visual representation where the required behaviors to succeed in goal orlentation are

, natural behavioral confort area s located on the Extended
re to the required behaviors above.

joate your Road Map 1o Success. For help in the procoss, reviow your
O Der Tips® for guidarce.

Copyright 201117 FrwS L

13

Porsonscore [l Expectaton
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FinxS Sales 18 Report

This assessment identifies an individual's natural, hard-wired DISC
behavioural tendencies in the same 18 competences of
selling success.

This allows a person to discover the similarities and differences between
their natural behavioural style and their current level of competence.

Each of the 18 competences is deconstructed into individual behavioural

competences 1

Handling Objections

» Showing courage to stand up against opposition to promote change

» Quickly ending communication that is not leading anywhere

» Being able to take over the conversation from where the other person stopped

»  Goal-focused negotiating

» Taking active role in tougher sales situations

» Finding a way to go around objections and make the prospect see the issue
differently

» Chadllenging a prospect to question their own opinion

» Assertively moving prospects through the sales process

» Asking questions that challenge the customer's perception

» Actively asking questions and proposing new ideas to a customer

» Goal-oriented selling while considering prospects' needs

» Asking questions to support drawing intuitive conclusions when solving a
problem

» Selling one's own ideas to others

» Promoting eagerly one's idea even when opposed

» Selling the idea to people that they need a change

Extended DISC®
Assessment

Measures an individual’s natural hard-wired DISC
behavioural style in the 18 sales competences:

*24 questions
*8-12 minutes to complete
eFor individuals from any profession

|

FinxS® Sales 18

Report
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Finx$S Sales 18 Report: DISC Behavioural Competences

Each Extended DISC® behavioural sales competences are
scored

Red - Below -2: Competency would require significant energy
and is not natural to your style.

Yellow - Between -1 to 1: Individual can develop the
competency comfortably.

Green — Above 2 Competency requires very litfle energy from
the candidate.

An overall Extended DISC® competence percentage match is
calculated to identify an individual's natural behavioural
tendency in that competency.

Handling Objections

Dealing effectively with statements or questions raised by prospects that imply an unwillingness to buy at the
present time.

Showing courge o sandup agans appostion o (N

ending communicaton that s not leacing (N 1o

Quickly ending ot )

Being abl 0 take over the comyersation tom where (SN -
the person stopped:

Goakfocused negoistng: (N o~

Taking active role in tougher sales stuatons: ([N o~

Finding 2 way to g0 around objectons and make the ([ -

9ing a prospect to question thei own opincn: (N o~

Assertiely moving prospects through the saies (N o~
process:

Asking questions that challenge the

Chall

i and ideasto -5 4 3 -2 1 4
Actively asking questions pvoposhgnaew s‘ 5 3 -2 omz 3 -55%

Goal-oriented while con: prospects’ -5 4 -3 -2 -1 0 2 38 55%
selling sidering prospects KN | B

Asking questi Ilowppm:L:a,'unuiﬁve. 5 4 3 240 1[2]3 « JPes>
Selling one's own ideastoothers: -5 4 3 2 1 0 1@3 4-85%
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Finx$S Sales 18 Report: Extended DISC® Diamond

The 18 sales competences can be mapped on the Extended DISC® Diamond using the 15 behavioual competences matched to each one.

Handling Objections

Showing courage to stand up against opposition to promote change

Quickly ending communication that is not leading anywhere

Being able to take over the conversation from where the other person stopped
Goal-focused negotiating ‘
Taking active role in tougher sales situations

Finding a way to go around objections and make the prospect see the issue
differently

Challenging a prospect to question their own opinion
Assertively moving prospects through the sales process
Asking questions that challenge the customer's perception [— [
Actively asking questions and proposing new ideas to a customer Extonded DISC Polska  16.10.2017
Goal-oriented selling while considering prospects' needs
Asking questions to support drawing intuitive conclusions when solving a S R

problem Below b the visual representation where the reguired behaviors to succeed In goal orlentation are
located on the Extended DISC Diamond model

FinxS® Sales 18 - Development
Justyna Duda Finx$

Selling one's own ideas to others

<} ]
Promoting eagerly one's idea even when opposed
‘s Selling the idea to people that they need a change
Required sales competence
behaviours on the Extended M —
DISC® Diamond. o
Your Natural Comfort Area

This & where your hard-wired, natural behavioral confort area ks located on the Extended

DISC Dwmond model  Compare to the required behaviors above.

The respondent’s flexibility

zones on the Extended  n——————)

DISC® Diamond

Next step:

Work with your Sales Coach 1o create your Road Map 10 Success. For help in the process, roviow your
FruS® Saes *Goad O Do Tigs® or @udarce.

F'nxs Copyright 201117 w8 LY 13
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FinxS Sales 18 Report: Combination Report

Extended DISC®
Assessment

Sales Competence
Assessment

Measures a salesperson'’s perceived attitude and current competences
in the 18 sales competences:

Measures an individual’s natural hard-wired DISC
behavioural style in the 18 sales competences:

*99 questions
+20-30 minutes to complete
*For sales professionals only

*24 questions
*8-12 minutes to complete
eFor individuals from any profession

l l

Development Recruitment Manager FinxS® Sales 18
Report Report Report Report

FinxS® Sales 18 Combination Report

Integratfes the Sales Competence Results and the Extended DISC® Results into one report which reveals an individual’'s DISC behavioural tendencies
across the same 18 Sales Competences that are critical to sales success.
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SCA and DISC Combination Assessment
5. FinxS® Sales 18 (Combination report with SCA)

FinxS® Sales 18 (Combination Report with SCA) Flnxso

This assessment is based on the responses given in the Extended DISC® Behavioural Analysis

Questionnaire and the FinxS® Sales G

it. This should not be the sole

e

criterion for making decisions about this person. The purpose of this assessment is to provide

supporting for the resp

in calf.
in sedl

Sam Sample

FinxS

Date
19.08.2021

FinxS*® Sales 18 - (Combination Report with SCA)
Sam Sample
Ovparaancn Bl
FinxS 19.08.2021
Prospecting

FinxS®

Active searching of new potential, Qualfied customers to ensure there Is sways sufficent cpportunities to este

New business. AMong the prospecting activiies are cokd calling, asiing for referrals, Culivating existing
leas, a7 networking.

Yo o o o s caty v o S S
Process forwars

cokd

0%

T e b v e sams cecornies (IS (I
(prosgectrg)

wrsren AT E]

T —— e
Seingcrwscenidemmotes 5 4 3 2 4 0 1[Z] « R

Actvely asking Questons end proposing rew eselo (8 4 3 2 A cd: » « 1B

Ktrmy s SRS I
Seien teraet wraney [ EIEISEESIAE] -
ot oty s o o e N
Ky sy e s conrmer (TSI I
9 boy o concact sekre ot ot (] <
Iragirng pecole %0 by dets 5]

A —paee—
1 2 3

Actvely promoting sew iGess. 5 4 m |
Kaping the Corversaton with 8 customer sive: 5 4 3 N |
Deveping rew idess and sckicns gickiymnasees 5 4 3 2 4 o]z » « R

Ly
o
“%
“w

0%

%
0%

»%
w%
N

Competence Match Percentage: T5% O renonscon [l Cpnctaton

Prospecting match-% (Behavioural Capadity) from Extended DISCS Behavicural Analysis:

75% Behavioural Capacity

Prospecting score from FiraS® Sales Competence Assesseent:
Te% Prospectng

Interpeetation - “Behavioural Capacity” vs “Sales Competence score”:
« A higher Behavioural Capacity indicates you are not using your Al

potential
o A higher Sales Competence score Indicates you are performing better than your natural style predicts.

Inxs. Copynghe 2011-2022 FieS L3¢ 4

The FinxS® Sales 18 combines an individual’s Sales Competence results
with their Extended DISC® results.

It identifies a sales professional’s natural, hard-wired DISC behavioural
tendencies in the same 18 competences viewed in the FinxS® Sales
Competence Assessment.,

It allows discovery into the similarities and differences between an
individual's natural behavioural style and their current level of
competence

The FinxS® Sales 18 very clearly identfifies if sales professionals are
performing better than their natural style predicts or if they are not
using their full potential.
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FinxS® Sales 18 (Combination report with SCA)

Handling Objections

Dealing effectively with statements or questions raised by prospects that imply an unwillingness to buy at the
present time.

Showing courage ostand up aga vis 43240 1 23 4l
P O romils change:

Quicky ending communicaon it s ncteaciny (N (-~
anywhere:

Boing bl 0 take over the conversaton torm where (S I -~
the other person stopped:

Goatacuses negonatog (1814102 N o

Takng actv role  tougha saes sivarons: (ESEIESIENEINONIEZNS (I

Fincing a wayto g0 round tjecons and make the (I T
s wpmpodmmmdil“w

Cratengiog a prospec o auesion e own corion: [ oo+

uestions and newideasto -5 4 3 -2 -1 0 2 3N 55%
Actively asking g pmpocho. D E -

Goakoriented seling whie considering prospects’ 5 4 3 2 -1 o[[]2 2 « s>

Aski tions 1o support drawing intuitive .5 4 3 2 1 0 1 3 4 65%
oo oo @: <

Seling one's own ideastoothers: 5 4 3 2 -1 0 1[2]3 4 [es»

Promoting sagery one's o sven whencopose. NSNS I
Seting e 4001 pcsl ut ey e  range: (SISO -

Comp Match P _O O Pesonsccre Ml Expoctaticn

Handling Objections match-9% (Behavioural Capacity) from Extended DISC® Behavioural Analysis:
86% Behavioural Capacity

Handling Objections score from FinxS® Sales Competence Assessment:

38% Handling Objections €

Interpretation - "Behavioural Capacity” vs "Sales Competence score":

« A higher Behavioural Capacity indicates you are not using your full potential.
o A higher Sales Competence score indicates you are performing better than your natural style predicts.

Overall Scores

38% Prospecting 86%

Active Listening

67% Qualifying 86%

Critical Thinking

99% Building Rapport 57%

22% Following the Sales Process 29%

38% Goal Orientation 1%

95% Needing Approval 1%

38% Controlling the Sales Process 33%

Handling Objections 76%

Initiative

Presenting

Time Management

Dealing with Failure

Determined Competitiveness

Money Concept

99% Questioning Effectiveness 10%

Emotional Distance

The coloured bars at the bottom of each page will tell you

whether the salesperson can:

1. Can quickly develop specific skills
2. Is not using their full potential

3. Working against their natural DISC Behavioural Style

4, Performing better than predicted.
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FinxS® Sales 18 (Combination report with SCA): Opportunities for Coaching and Training

This person has a high natural behavioural capacity for handling B G o e cuomer: SN () S, ==~
objections but has scored low in the sales competence assessment. N e i Szl 2 WA sx
This indicates the person can easily develop this competency with Asking questons o support drawing e - 3 2 4 0 1 3 4 e
COOChing Ond Tr(]ining Selling one's own ideas to others: 2 1 0 1 m 3 4 -65%

Promoting eagerly one's idea even when opposed: _
They are not using this competency to their full potential. Seling the idea to people that they need a change: (I I (-

Ci Match Per : 86% [ Personscore [l Expectation

Handling Objections match-% (Behavioural Capacity) from Extended DISC® Behavioural Analysis:

86% Behavioural Capacity

Handling Objections score from FinxS® Sales Competence Assessment:

38% Handling Objections

Interpretation - "Behavioural Capacity” vs "Sales Compet: score":

« A higher Behavioural Capacity indicates you are not using your full potential.
« A higher Sales Competence score indicates you are performing better than your natural style predicts.

' .This person has a Iow.no’ru.rol behavioural capacity for handling — TR ————— 1
objections but has scored highly in the sales competence assessment. _ _ -
This indicates the person may have received training and development A onhiaions witeh sohing & protiam: SENGE - > <l

around handling objections and therefore has learned behaviour. Seling one’s own ideas 1o others: e : : « s
Promoting eagerly one's idea even when opposed: |18 BE o + 2 3 4~

They are performing better than their natural style predicts. Selling the idea to people that they need a change: (1§ BEl o ' 2 3 s~
C Match P ge: 33% [ Personscore Ml Expectation

[v

Handling Objections match-% (Behavioural Capacity) from Extended DISC® Behavioural Analysis:

33% Behavioural Capacity

Handling Objections score from FinxS® Sales Competence Assessment:

86% Handling Objections

Interpretation - "Behavioural Capacity” vs "Sales Competence score™:

« A higher Behavioural Capacity indicates you are not using your full potential.
o A higher Sales Competence score indicates you are performing better than your natural style predicts.




FinxS® Sales 18: Competence Comparison

EXERCISE - Use your report fo compare your Sales Competence scores to your Behavioural scores to reveal your clear strengths and development

areas.
Hiah Score High Score This person has the natural potential for the competence and also USE - CLEAR
9 9 believes they have the experience. They feel comfortable applying it. STRENGTH
This person either has the experience and has learned the competence
High Score Low Score or believes this is the case. Even though they may perform it well, it DO NOT
9 requires leaving their natural behavioural comfort zone, which can OVERUSE
become exhausting or stressful in fime.
This person has natural potential for the competence, but for some
Low Score High Score reason feels they org not capable, 'or is upwﬂhng to use it. This may be DEVELOP
due to lack of experience or technical skills, or for other reasons that
decrease their motivation or self esteem regarding this competence.
This person clearly feels this competence is not where their greatest
Low Score Low Score strengths lie. It is not natural for them, nor do they feel they have AVOID

enough experience to say comfortably that they're good at it.
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Sales Competence Reporis: Team Pages
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Thoughts on using the Sales Competence Reports

1.What is the purpose of the Sales Programme?
2.Think about which report/s fits your organisation’s/client’s situation best? i.e. the Development Report or both the Development and

the Sales18, or maybe just the Teams Report...?
3.What prep do you need to do with the sales manager/trainer/L&D/ Rep or client to understand the sales situation better and get their

insights on the selling/position? (critical)
4, Who will be receiving the feedback about the results? Managers, Reps, HR dept etc.
5.Who will be implementing the fraining/coaching using the results?
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