
 

 

SPQ*GOLD FSA SALES RECRUITMENT REPORT 
 

Candidate: Lewis 
 

DECISION SUPPORT FILTER (DSF) 

    OVERALL SELLING COMFORT               ENERGY / RESILIENCE               CLARITY / COMMITMENT 

 
 

Q1 – LIKELY SALES ACTIVITY LEVEL ABOVE 180? 
Does the candidate’s overall score meet or exceed the recommended activity threshold 
score of 180? 
 

Overall Score is a formula across the main 3 dials above 

YES — 228 

 

Q2 - HONESTY & ACCURACY OK? 
Are the results likely to be accurate and balanced? (Embellishment, Positive Posturing, 
Response Consistency) 
 

Response Consistency, Embellishment, Positive Posturing all clear. 

YES 

 

Q3 - CLEAR OF OTHER PRIMARY CONCERNS? 
Does the candidate display zero Primary Concerns across all scales? 
 

Two Primary Concerns verified: Yielder & Arranging Payment.  
 

See Areas to Probe for full structured interview guidance. 

NO – SEE 
COMMENTARY 

BELOW 

 

 
 

 

 

 

 

 



 

OVERALL SUMMARY 

 OVERALL VERDICT: GOOD (228) — Lewis scores in the Good band, with strong energy and 
motivation for proactively generating opportunities and well-directed goal focus. There are two 
primary concerns — Yielder and Arranging Payment — which should be examined carefully at 
interview. 
 
Lewis joined Xxxxxx in March 2026 as an Associate Consultant covering transactional and part-qualified 
finance roles across Yorkshire, and previously ran his own agency, Xxxxxx Recruitment, from May 2021 
to December 2023. His background includes nearly four years with Xxxxxx as a Cabin Service 
Supervisor — a role requiring resilience, composure under pressure, and the ability to manage people 
across challenging environments. His Prospecting Motivation is strong, with all three sub-scales — 
Amplitude, Duration, and Velocity — registering green, indicating good energy levels, consistency of 
drive, and the ability to get started without excessive procrastination. Prospecting Goal Level is also 
solid, though the Target sub-scale is amber, suggesting some room to sharpen long-term career goal 
clarity. 
 
The primary concern of Yielder is the most operationally significant finding in this profile. Lewis scored 
in the primary concern range on this scale, indicating a tendency to back off when assertiveness is 
needed — particularly around situations where he might risk appearing pushy or intrusive. In a 
recruitment context, this means there is a real risk that he will let promising conversations drift rather 
than push them forward, wait for inbound signals rather than driving outbound activity, and over-
invest in rapport-building at the expense of actually moving a brief or a candidate to the next stage. 
The critical item response — agreeing that he sometimes waits for others to initiate conversation first 
in informal situations — is consistent with this pattern. 
 
The second primary concern, Arranging Payment — which in a recruitment context maps to fee 
conversations, terms of business, and agreeing commercial arrangements — suggests Lewis may find it 
uncomfortable to name his fees clearly, push back on rate negotiations, or close a commercial 
arrangement decisively. He may spend too long building rapport or explaining value before getting to 
the point, and may give ground on terms more readily than he should. 

 

OVERALL SCORE GUIDE: Lewis 

>240 = STRONG  

210–239 = GOOD 228 ← Lewis 

190–209 = DECENT  

180–189 = REASONABLE  

170–179 = SOMEWHAT MIXED  

145–169 = MIXED  

105–144 = VERY MIXED  

70–104 = POOR  

< 70 = VERY POOR  
 

 



 

AREAS TO PROBE AT INTERVIEW 

 
PRIMARY CONCERN — YIELDER (ISG Page 10) 
Watch For: During questioning, watch for Lewis becoming noticeably more cautious or vague when asked 
about situations that required him to push harder or challenge someone. He may soften descriptions of 
conflict or resistance, frame backing off as professional judgment rather than avoidance, and use 
language that emphasises the relationship or the long-term picture to rationalise not pressing forward. If 
he's asked about rejection or persistence, listen for an absence of concrete examples — or examples that 
consistently end with him stepping back gracefully rather than pushing through. He may struggle to 
describe times he was assertively demanding without hedging it heavily. 
 
This response is consistent with the Yielder pattern — a tendency to wait for others to make the first 
move rather than taking the initiative, even in low-stakes social situations. In a 360-degree recruitment 
role where Lewis will need to proactively engage with both passive candidates and new client contacts, 
this is worth exploring directly. 
 
Q1   In recruitment, there are moments when you need to push a client or a candidate to make a decision 
even when they are resisting. Can you walk me through a specific example — ideally from your time at 
Xxxxxxx or Xxxx — where you pushed someone forward despite their reluctance? What did you do and 
how did it play out? 
 
 
Q2   Have there been situations in your recruiting work where you felt you let a process drift or lost control 
of a deal because you did not push hard enough at a critical point? What happened, and what would you 
do differently? 
 
 
Q3   How do you personally balance being persistent with candidates or clients against the risk of 
damaging the relationship? Can you give me a real example of a time you made the call to push hard — 
and one where you deliberately held back? 
 
 
 
 
 

PRIMARY CONCERN — ARRANGING PAYMENT (ISG Page 21) 
Watch For: Look out for discomfort or vagueness when Lewis is asked directly about fee conversations, 
rate negotiations, or terms of business. He may describe commercials in soft language, emphasise the 
importance of the relationship over the rate, or default to justifications about market norms rather than 
taking ownership of the commercial conversation. If asked to role-play or describe how he would handle a 
client challenging his fee, he may struggle to hold his ground cleanly. Watch also for a tendency to over-
explain value rather than simply stating a figure and standing behind it. 
 
Q1   Walk me through how you typically handle the fee or rate conversation with a new client. At what 
point in the process do you raise it, and how do you handle it if they push back on your terms? 
 
 



 

Q2   Have you ever lost a client or a deal because of a fees disagreement? What happened, and in 
hindsight, do you think you handled the commercial conversation as assertively as you could have? 
 
 
Q3   If a client told you your fee was too high and they could find someone to do it for less, what would you 
say? Walk me through your actual response, not what you think you should say. 
 
 
 
 
 

SECONDARY CONCERN — FRIENDSHIELD (ISG Page 14) 
Watch For: Lewis may sound slightly defensive or principled when asked about leveraging his personal 
network for business development. He may frame the separation of friendship and business as a matter 
of professional ethics rather than admitting any discomfort. Watch for subtle signs that he instinctively 
protects his personal relationships from commercial use — such as describing his network in two distinct 
mental compartments — and listen for whether he can recall specific examples of converting a personal 
contact into a commercial relationship. 
 
Q1   Given that you ran your own agency for nearly three years, how much of your client or candidate 
pipeline came from your personal network — friends, former colleagues, social contacts? Were there times 
you felt uncomfortable tapping those relationships for business purposes? 
 
 
Q2   If you met a close friend at a social event and discovered they were a senior HR decision-maker at a 
target company, how would you handle that? Would you treat it as a commercial opportunity and follow 
up, or would you keep the contexts separate? 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

SHOULD YOU HIRE LEWIS: ONBOARDING & MANAGEMENT GUIDANCE 

 The points below turn the SPQ findings into practical management actions for Lewis’s first 90 days, 
with the focus on measurable recruitment activity, commercial confidence and early habit 
formation. 

 

1. Start with a clear 30/60/90-day activity plan. Give Lewis specific expectations for outbound client 
contact, candidate generation, referral asks, fee conversations and booked meetings, rather than 
leaving “good BD” as a broad concept. 

 

2. Make use of his strong proactive drive. His Prospecting Motivation and Prospecting Goal Level are 
both positive indicators, so he should respond well to clear targets, visible progress tracking and early 
responsibility, provided the targets are specific and commercially meaningful. 

 

3. Coach assertive but professional language from week one. Because Yielder is the strongest 
management risk, give him exact phrases for asking for decisions, referrals, meetings, exclusivity, 
feedback and next steps. Role-play these until the wording sounds natural rather than apologetic or 
over-softened. 

 

4. Build commercial closing confidence deliberately. The Arranging Payment concern should be 
managed through early practice around fee terms, margin, value justification and “what happens next” 
conversations. A manager should listen to a sample of client calls and debrief how confidently Lewis 
moved from relationship-building into a firm commercial ask. 

 

5. Use real recruitment scenarios, not generic sales training. Practise situations he will face at CSG 
Talent: explaining terms to a new client, challenging a client who is delaying feedback, asking a 
candidate for introductions, and converting a warm conversation into a live vacancy or client meeting. 

 

6. Create a low-pressure referral routine. The Friendshield secondary concern suggests he may be 
selective about using personal or warm contacts. Reframe this as professional networking rather than 
“selling to friends”, and set a small weekly habit around asking appropriate contacts for introductions, 
market information or referrals. 

 

7. Manage the risk of being too relationship-led. Lewis’s current finance-recruitment experience and 
customer-facing Ryanair background are useful strengths, but managers should make sure rapport 
does not become a substitute for asking clear commercial questions, testing urgency and agreeing 
next actions. 



 

8. Keep check-ins structured and evidence-based. Use weekly one-to-ones to review activity levels, 
conversion points, call examples, fee conversations and missed opportunities. The most useful 
management question will be: “Where did you create a clear next step, and where did you avoid 
asking for one?” 

 

9. Avoid over-managing him, but do not leave the key concerns unattended. He does not appear to 
need heavy hand-holding to stay motivated, but he will benefit from targeted coaching around 
assertiveness, closing discipline and referral confidence until those behaviours become repeatable 
habits. 

 



SUMMARY REPORT

Lewis Xxxxxx
For

TEST DATE -  2/6/2026 19:10:39 to 2/6/2026 20:08:00 GMT Standard Time

Strictly Confidential.  All measurements are inexact. Formally constructed, rigorously developed instruments are technically sophisticated 
measurement devices, and as such, are also subject to error. Although it represents a long tradition of research and development, the 
assessment upon which this report is based is no exception. Therefore, well-intentioned managers will use the results wisely -- as training 
and development hypotheses, and not as hard-and-fast impersonal conclusions to be imposed upon the lives and careers of other people.
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ASSESSMENT APPROACH

EMBELLISHMENT 

Extent to which knowledge was overstated

POSITIVE POSTURING 

Extent to which socially desirable answers were selected

HEDGING 

Level of decisiveness when responding to questions

PROBLEM SOLVING 

Attentiveness to questions

RESPONSE CONSISTENCY 

Extent to which the answers are logically consistent
ATTITUDE TOWARD 
QUESTIONNAIRE 

Overall attitude to completing assessments in general

[XX] = Scale Raw Score

For the most accurate interpretive guidance and to insure proper and responsible use of the 
SPQ*GOLD®/FSA, please refer to the support materials you received at BSRP’s Advanced Management 
Training Course or seek the assistance of an accredited SPQ*GOLD®/FSA representative.

This assessment appears to have been completed in accordance with the instructions. Special interpretive considerations are not 
required.

SPQ*GOLD®
FULL SPECTRUM ADVOCACY

Lewis Xxxxxx
TEST DATE:  2/6/2026

INTERPRETIVE CAUTIONS
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SPQ*GOLD®
FULL SPECTRUM ADVOCACY

Lewis Xxxxxx
TEST DATE:  2/6/2026

CRITICAL ITEMS LISTING

#63 - I wait for other people to initiate conversation first when I am in an elevator, seated in an airplane or other similar 
situations.

2: True - some of the time
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SPQ*GOLD®
FULL SPECTRUM ADVOCACY

Lewis Xxxxxx
TEST DATE:  2/6/2026

= Average range for contrast group [XX] = Scale Raw Score

CONTRAST GROUP : General Sales: UK

PROSPECTING FUNDAMENTALS

Prospecting & Clientele-building 
Activation Level

Energy available to support prospecting 
goals 

Degree to which energy and attention is 
directed to specific prospecting related 

activities.

PROSPECTING METHODS

STAGE FRIGHT 

Level of comfort giving group presentations

IMAGE CONCERN 

Comfort with being seen by the audience

CONTENT CONCERN 

Comfort with being heard by the audience

REFERRAL AVERSION 

Level of comfort when required to ask clients for referrals

TELEPHOBIA 

Level of comfort with using the phone to prospect

ONLINE PROSPECTING DISCOMFORT 

Level of comfort using social media and video conferencing

SALES EXTENSIONS 

Level of comfort with making additional sales

CROSS-SELLING 

Comfort selling additional services/products

UP-SELLING 

Comfort selling an upgraded service/product

ON-SELLING 

Comfort selling add-ons to an original purchase

ARRANGING PAYMENT 

Level of comfort communicating cost and closing the sale
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SPQ*GOLD®
FULL SPECTRUM ADVOCACY

Lewis Xxxxx
TEST DATE:  

2/6/2026

= Average range for contrast group [XX] = Scale Raw Score

CONTRAST GROUP : General Sales: UK

PROSPECTING MARKETS

SOCIAL SELF-CONSCIOUSNESS 

Level of comfort with 'elite' prospective clients

WEALTH / AFFLUENCE 

Comfort with higher levels of wealth

POWER / INFLUENCE 

Comfort with higher amounts of influence

EDUCATION 

Comfort with higher levels of education

FRIENDSHIELD 

Level of comfort considering friends as prospects or sources for referrals

FAMSHIELD 

Level of comfort considering family as prospects or sources for referrals

COMPLEX SALES 

Level of comfort with complicated and long term sales

PROSPECTING CONTAMINANTS

DOOMSAYER 

Level of energy diverted to worrying about prospecting

OVER-PREPARER 

Level of energy diverted to getting ready to prospect

HYPER-PRO 

Level of energy diverted into personal image maintenance

APPEARANCE PROUD 

Investment in displays of success

VOICE PROUD 

Investment in verbal displays of intellect and expertise

ROLE REJECTION 

Level of energy diverted to coping with being in sales

YIELDER 

Level of energy diverted to appearing compliant and avoiding conflict

OPPOSITIONAL REFLEX 

Level of energy diverted to reflexively criticizing
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SPQ*GOLD®
FULL SPECTRUM ADVOCACY

Lewis Xxxxxx
TEST DATE:  2/6/2026

= Average range for contrast group [XX] = Scale Raw Score

CONTRAST GROUP : General Sales: UK

PROSPECTING DETOURS

PROSPECTING GOAL DIFFUSION 

Extent to which energy is dispersed among competing goals

GOAL ALLERGIC 

Level of comfort with measured & displayed performance metrics

INFORMATION BRIDGE 

Level of actual or perceived absence of skills/knowledge

SALES ROLE SUPPORT REQUIREMENTS 

Degree of importance attached to receiving on-going training,encouragement

PRINCIPLES BASED EXONERATION 

Comfort with perceived ethics/practices of the organization
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SPQ*GOLD®
FULL SPECTRUM ADVOCACY

Lewis Xxxxxx
TEST DATE:  2/6/2026

ADDITIONAL CONSIDERATIONS

Level of long-term commitment to a sales role is about the same as that of most people based on the overall pattern of 
responses. Many individuals working in a sales role may experience feelings of unease from time to time, while being in 
sales can help promote a sense of job satisfaction and confidence at other times. Consequently, the level of commitment to 
a sales role is likely to fluctuate, being dependent in part, on the outcome of previous sales activities.

Time to complete assessment (in minutes): 57

NOTE: For the most accurate interpretive guidance and to insure proper and responsible use of the SPQ*GOLD®/FSA, 
please seek the assistance of an accredited SPQ*GOLD®/FSA representative. 
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