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SPQ*GOLD FSA SALES RECRUITMENT REPORT

Candidate: Samuel

DECISION SUPPORT FILTER (DSF)

OVERALL SELLING COMFORT ENERGY / RESILIENCE CLARITY / COMMITMENT

rn i

Q1 - LIKELY SALES ACTIVITY LEVEL ABOVE 180?

Does the candidate’s overall score meet or exceed the recommended activity
threshold score of 1807?

Overall Score is a formula across the main 3 dials above

Q2 - HONESTY & ACCURACY OK?

Are the results likely to be accurate and balanced? (Embellishment, Positive
Posturing, Response Consistency) YES

Response Consistency, Embellishment, Positive Posturing all clear.

Q3 - CLEAR OF OTHER PRIMARY CONCERNS?

Does the candidate display zero Primary Concerns across all scales?

NO - SEE
Eight Primary Concerns verified: Prospecting Motivation, Prospecting Goal
Level, Telephobia, Yielder, Goal Allergic, Information Bridge, Sales Role Support COMMENTARY
Requirements, Referral Aversion. BELOW

See Areas to Probe for full structured interview guidance.
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OVERALL SUMMARY

VERY MIXED PROFILE (143). Samuel presents a very mixed profile. His background spans around five
years in customer-facing and retail sales roles — Xxxxxx (July 2021-August 2023), Xxxxx (September
2023-July 2025), and a brand ambassador position with Xxxxxxx (November 2025-May 2026). He is
currently a postgraduate student of International Relations at the University of Xxxxxxx. This is early-
career, transactional, and service-led experience; there is no background in consultative, solutions-
based, or new-business development selling of the kind a recruiting role at Xxxxx would require.

The assessment raises a significant number of concerns that are worth thinking carefully about.
Starting with the fundamentals, Prospecting Motivation comes in as a primary concern. The overall
motivation score sits at a modest level, and critically, the Duration sub-scale is in the red, suggesting
that whatever energy Samuel brings is unlikely to be sustained over time. The Velocity sub-scale (how
quickly he mobilises) is also yellow. In a recruiting environment where consistent, self-directed
outreach to both clients and candidates is essential, this is a meaningful concern.

Prospecting Goal Level is equally a primary concern. Both the Target and Pursuit sub-scales are red,
indicating that Samuel has not yet developed clear, focused career goals with the level of commitment
needed to drive consistent activity. His response to critical item #34 (“Regardless of how successful |
might be in sales, | may have to leave at some point to realise my true career ambition” — answered:
True, this describes me) and #187 (“No matter how productive | become, | am not likely to realise my
career ambitions in sales” — True, this describes me) reinforces the picture: a meaningful part of
Samuel’s thinking appears to sit outside sales as a long-term destination, which is worth exploring
directly at interview.

Telephobia sits at the primary concern threshold. For a recruiter who will need to make consistent
outbound telephone calls to clients and candidates, discomfort using the phone as an outreach tool is a
direct operational risk and deserves focused questioning.

Yielder is also a primary concern. Those scoring highly here typically prioritise being liked and avoiding
conflict over driving outcomes. In recruitment, where chasing decisions, re-engaging cold contacts, and
maintaining assertive follow-up are daily requirements, this pattern can undermine activity levels. His
response to item #8 (“I will hesitate to try to sell until | get to know them” — True, some of the time) is
consistent with this profile.

Goal Allergic scores as a primary concern. Samuel may experience meaningful discomfort when
performance expectations and targets are imposed. His response to item #81 (“Publicly posted charts
that show my progress toward my goals relative to other salespeople can be unnecessarily humiliating”
— True, some of the time) reflects this. Most recruiting environments are metric-heavy; this is worth
probing.

Information Bridge and Sales Role Support Requirements are both primary concerns. Samuel is likely to
feel he needs significantly more product and process knowledge than most before he is comfortable
going out and generating activity, and he will require a noticeably higher-than-average level of
structured support, encouragement, and management input to sustain performance. Given his limited
experience in new-business or outbound roles, both findings are not surprising — but they do indicate
a more resource-intensive onboarding commitment.
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Referral Aversion rounds out the primary concerns. In a recruitment context, asking placed candidates
and satisfied clients for introductions is a core source of new business; the fact that this sits as a
primary concern is worth exploring.

OVERALL SCORE GUIDE:

>240 = STRONG

210-239 = GOOD

190-209 = DECENT

180-189 = REASONABLE

170-179 = SOMEWHAT MIXED

145-169 = MIXED

105-144 = VERY MIXED ¢ Samuel Atkinson (143)
70-104 = POOR

<70 =VERY POOR
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AREAS TO PROBE AT INTERVIEW

PRIMARY CONCERNS

PRIMARY CONCERN — Prospecting Motivation (ISG Page 22)
WATCH FOR:
e Moderate follow-through once goals are set; a tendency to leave tasks unfinished

e Short-lived bursts of energy that do not sustain over time (Duration sub-scale is red)

e Atendency to procrastinate or struggle to “get started” on outbound activity (Velocity is
yellow)

e Lateness to appointments or a relaxed attitude to self-imposed deadlines

Q1 You've worked in retail and brand ambassador roles where sales activity was largely reactive —
customers came to you. A recruiting role at XXXXX requires consistent, self-initiated outreach every
day. How would you sustain that level of activity when there are no inbound enquiries to fall back
on?

Q2 Tell me about a time you had to push through a prolonged period of low results or difficult
activity in a previous role. How did you keep going, and how long did that last?

Q3 In your Xxxxxx and Xxxxx roles, what would a typical high-activity day look like compared to a
lower-energy day? What drove the difference?

PRIMARY CONCERN — Prospecting Goal Level (ISG Page 23)
WATCH FOR:
e Atendency to be impulsive or easily distracted when it comes to goal pursuit

e Better engagement with short-term targets than long-term career objectives

e Underdeveloped sense of where a career in recruitment fits into a longer-term plan (Target
sub-scale is red)

e Limited evidence that daily effort is actually being invested toward stated goals (Pursuit sub-
scale is red)

Relevant responses from assessment:

#34: “Regardless of how successful | might be in sales, | may have to leave at some point to realise my true
career ambition.” — 1: True, this describes me

#187: “No matter how productive | become, | am not likely to realise my career ambitions in sales.” — 1: True,
this describes me

Q1 You've indicated that your true career ambitions may lie outside sales. What are those
ambitions, and how does a recruitment role at XXXXX fit into them over a two-to-three-year
horizon?
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Q2 What specific milestones or targets are you working toward in your career right now? How are
you tracking your progress against them?

Q3 You're currently completing a Master’s degree in International Relations. How are you managing
that alongside the prospect of a full-time recruiting role, and what happens to your focus on the job
when academic commitments intensify?

PRIMARY CONCERN — Telephobia (/SG Page 17)
WATCH FOR:
* Preoccupation with other tasks when it is time to make outbound calls

e Atendency to over-rely on email or messaging tools rather than picking up the phone
e Fewer call-initiated contacts than peers over a comparable time period

Q1 Inyour roles at Xxxxx and Xxxxxx how often did you make unprompted phone calls to follow up
with customers or chase a decision? Can you give me a specific example?

Q2 A recruiter at XXXXX might be expected to make 30-50 outbound calls in a day, including to
people who haven’t expressed interest. How do you feel about that level of outbound call activity,
and how have you managed similar demands in the past?

Q3 Have you ever found yourself avoiding the phone in favour of another method of
communication? What was the situation, and how did it affect the outcome?

PRIMARY CONCERN — Yielder (ISG Page 10)

WATCH FOR:
e Placing more emphasis on building rapport and being liked than on moving towards a close
or a commitment

e Over-emphasis on finding the “right moment” before making an approach

e Avoidance of conflict or pushback; difficulty asserting himself when a contact becomes
difficult or evasive

e Difficulty maintaining persistence when an initial approach is rejected

Relevant response from assessment:
#8: “I will hesitate to try to sell to prospective buyers until | get to know them.” — 2: True, some of the time

Q1 Tell me about a time in a sales or customer-facing situation where you felt pressure to back off
or drop the conversation. What did you do, and would you handle it differently now?
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Q2 Inyour Xxxxxxx role, you mention upselling and cross-selling as duties. How comfortable were
you pushing further on a sale when the customer had already signalled they were happy with their
first choice?

Q3 If a hiring manager at a client company was consistently avoiding your calls and emails after a
strong initial conversation, what would your approach be over the following two weeks?

PRIMARY CONCERN — Goal Allergic (ISG Page 25)
WATCH FOR:
e Discomfort or anxiety when performance targets are explicitly stated or closely monitored

e Asense of being humiliated by visible or public performance tracking
e Activity levels that paradoxically increase when explicit targets are removed
e Atendency to become immobilised or anxious as deadlines approach

Relevant response from assessment:
#81: “To me, publicly posted charts that show my progress toward my goals relative to other salespeople can
be unnecessarily humiliating.” — 2: True, some of the time

Q1 XXXXX s likely to track KPIs such as calls made, CVs sent, and deals placed on a visible
dashboard. How have you responded to that kind of visible performance tracking in previous roles?

Q2 Have you ever worked in an environment where there were explicit daily or weekly targets? How
did having those targets affect your behaviour and your output?

Q3 When you compare yourself to colleagues in terms of results, does that typically motivate you or
create additional pressure? Can you give me an example of how you’ve experienced that dynamic?

PRIMARY CONCERN — Information Bridge (/SG Page 26)

WATCH FOR:
e Repeated requests for more training or information before feeling ready to generate activity

e A concern that training is not substantial or specific enough

e Significant improvement in outreach activity once the appropriate product or process
knowledge is provided — but watch to ensure this is not a mask for Over-Preparer
tendencies

Q1 When you started at Xxxxxx, how did you get up to speed on product knowledge, and at what
point did you feel ready to start engaging customers proactively rather than waiting for them to
approach you?
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Q2 What knowledge gaps do you currently feel you have when it comes to a recruitment role? How
would you need XXXXX to address those before you felt comfortable generating new business
activity?

Q3 Describe a time when you had to contact or sell to a potential customer before you felt fully
prepared. How did you handle it, and what was the outcome?

PRIMARY CONCERN — Sales Role Support Requirements (/SG Page 27)
WATCH FOR:

e A need for consistent encouragement, structured check-ins, and regular management
contact to stay motivated

e Asense that performance deteriorates without clear and active managerial support

e High dependency on supervisor accessibility — may struggle in an autonomous or loosely
managed environment

Q1 Inyour Xxxxxx role, you mention running a department with little-to-no supervision. How did
you find that experience — did you find it motivating or did you miss the structure of having a
manager closely involved?

Q2 What does good management support look like for you? How frequently would you want to be
checked in on or given feedback in your first three to six months in a new role?

Q3 Have you ever been in a role where support or training was less structured than you would have
liked? What impact did that have on you and how did you cope?

PRIMARY CONCERN — Referral Aversion (/SG Page 16)

WATCH FOR:
e Atendency to wait too long before asking for introductions from satisfied contacts
e A preference for other outreach methods over asking directly for referrals

e Concern about appearing self-interested or exploitative when making referral requests
e Discomfort allowing colleagues to approach his contacts for referral purposes

Relevant response from assessment:

#75: “When you observe me actually selling, you will see that | enjoy opportunities to ask for referrals.” — 6:
Neither True nor False applies

Q1 Inyour customer-facing roles, did you ever ask satisfied customers for introductions or
recommendations? Can you give me a specific example of how you approached that?
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Q2 If you'd successfully placed a candidate with a client at XXXXX, how soon and in what way would
you ask that client for an introduction to another hiring manager in their business?

Q3 What holds people back from asking for referrals, in your view? Is there anything that gives you
pause about making those requests yourself?

SECONDARY CONCERNS
SECONDARY CONCERN — Stage Fright (/SG Page 12)
WATCH FOR:

e Limited or absent history of group presentations, seminar selling, or speaking in front of
multiple stakeholders

e Hesitation or avoidance when asked to present to a client team or in a group setting

e Both Image Concern (how he appears) and Content Concern (what he says) sub-scales are
red

Q1 Inyour brand ambassador role at Xxxxxxx, how comfortable were you presenting AEG products
to multiple customers simultaneously on the shop floor? Tell me about a specific time this
happened.

Q2 If XXXXX asked you to present your recruitment offering to a panel of decision-makers at a client
company, how would you feel about that, and what would you need to prepare effectively?

SECONDARY CONCERN — Sales Extensions (ISG Page 20)

WATCH FOR:
e Apprehension about approaching existing clients to extend or expand a commercial
relationship

e Fewer account development and add-on sales activities relative to peers
e Cross-Selling and On-Selling sub-scales are both red; Up-Selling is yellow

Relevant response from assessment:
#157: “l will not be comfortable trying to enlarge the size of sales by trying to sell add-ons, accessories or
enhancements.” — 2: True, some of the time

Q1 At Xxxxxx you list upselling and cross-selling as part of your role. Walk me through how you
typically approached suggesting an additional product to a customer who had already decided what
they wanted.
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Q2 When you have an existing client relationship in a recruitment context, how comfortable would
you be approaching that client with additional service offerings — for example, a second vacancy or
a retained search?

SECONDARY CONCERN — Complex Sales (ISG Page 19)
WATCH FOR:
e Atendency to avoid senior decision-makers in favour of more junior, accessible contacts
e Preference for straightforward, short-cycle interactions over longer, multi-stakeholder
engagements

¢ Limited or absent experience managing a complex, multi-stage sales or business
development process

Relevant responses from assessment:

#64: “I am more confident selling to small businesses than navigating all the way up the decision-making chain
in large, corporate sales settings.” — 2: True, some of the time

#92: “I will be more comfortable working in sales settings that have short sales cycles, rather than in sales
situations requiring complex negotiations.” — 2: True, some of the time

#149: “I am most comfortable making initial prospecting contact with lower level managers because they are
more approachable.” — 2: True, some of the time

Q1 Can you describe the most senior or complex sale you have been involved in? What was the
decision-making process, and how did you navigate it?

Q2 If a key client contact was a senior HR Director or a Managing Director, how comfortable would
you be reaching out directly and leading the commercial conversation with them?

SECONDARY CONCERN — Friendshield (/SG Page 14)
WATCH FOR:

e Astrong reluctance to mix business with personal friendships — friends and acquaintances
treated as emotionally “off-limits” for commercial outreach

e May justify this reluctance on ethical or professional grounds

e Likely to take longer to build a candidate and client network given resistance to leveraging
personal connections

Relevant response from assessment:

#172: “If you began a sales career today, what percent of your time during the first year will have been spent
contacting your personal friends for sales prospecting and/or networking purposes?” — 1: None — | am not
comfortable calling on friends
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Q1 Building a candidate network in recruitment often starts with people you already know —
university contacts, former colleagues, people in your social circle. How do you feel about
approaching those contacts for professional purposes?

Q2 Where does your personal boundary sit between maintaining a friendship and leveraging that
relationship for a business purpose? What guides that decision for you?

SECONDARY CONCERN — Famshield (/SG Page 15)
WATCH FOR:
e A firm “never mix business and family” philosophy that extends to networking and referrals
e May express discomfort or mild indignation when asked about using family connections
commercially

e As with Friendshield, this will reduce the accessible warm-network available early in a
recruitment career

Relevant response from assessment:

#83: “If you began a sales career today, what percent of your time during the first year will have been spent
contacting family members for sales prospecting and/or networking purposes?” — 1: None — | am not
comfortable calling on family

Q1 Interms of your wider family network, are there people who work in sectors or organisations
that could be relevant contacts for a recruiting role? How comfortable would you be reaching out to
them in a professional capacity?

Q2 Some recruiters actively use family connections for warm introductions, particularly early in their
career. What’s your view on that approach, and where does your own comfort level sit with it?
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SHOULD YOU HIRE SAMUEL: ONBOARDING & MANAGEMENT GUIDANCE

If Xxxx decides to hire Samuel, the following action points are designed to help the team get the
best from him while managing the risks identified in the assessment.

1. Set structured goals from day one — and keep them short-range initially.

The Prospecting Goal Level concern, along with the red Target and Pursuit sub-scales, means Samuel
has not yet built the habit of anchoring his daily effort to a specific destination. Set clear weekly and
monthly targets from the outset and review them regularly with him. Avoid relying on annual
objectives alone — break everything down into short-range milestones he can track and tick off.

2. Build a structured daily activity cadence and monitor it actively.

Prospecting Motivation’s red Duration sub-scale means his energy is likely to come in bursts rather
than as a steady, sustained output. Agree a daily activity framework with him — number of calls,
number of candidate conversations, number of client approaches — and track it formally. Do not
leave him to self-manage his activity volume in the early months.

3. Train specifically on telephone outreach, early and deliberately.

The Telephobia primary concern means Samuel is likely to avoid the phone in favour of email or
messages when given the choice. Make outbound calling a mandatory, coached, and observed
activity from the first week. Pair him with a senior recruiter for live call listening and debrief. Do not
allow phone avoidance to become a habit before it is addressed.

4. Coach on assertiveness and follow-through without aggression.

The Yielder concern means he is likely to back off when he meets resistance or feels he might be
seen as pushy. Train him in specific language and frameworks for chasing decisions, re-engaging cold
contacts, and maintaining momentum after a first conversation. Role-play difficult follow-up
scenarios before he encounters them with real clients.

5. Handle performance metrics and leaderboards carefully.

The Goal Allergic primary concern indicates that publicly posted individual performance rankings
could create anxiety and actively impair his output rather than motivate it. Where possible, frame
targets as personal bests and personal improvement rather than comparison with others. This does
not mean removing accountability — it means being thoughtful about how that accountability is
communicated and displayed.

6. Invest in a thorough, structured onboarding and training programme.

Both Information Bridge and Sales Role Support Requirements are primary concerns. Samuel will
need considerably more structured onboarding than most new hires. Plan for a formal learning
period with clear milestones before he is expected to generate opportunities independently. Ensure
he has easy access to a named mentor or manager during his first six months and schedule regular
one-to-ones.
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7. Address ethical comfort early.

The Principles Based Exoneration primary concern means Samuel may develop reservations about
the ethics of certain outreach or sales methods, and this could create invisible brakes on his activity.
Proactively share the rationale behind PRG’s approach to business development. Acknowledge that
some outreach feels uncomfortable at first, and give him the language to distinguish between
assertive and inappropriate. Invite him to raise concerns early rather than letting them quietly build.

8. Build referral-requesting into his standard workflow from the start.

The Referral Aversion primary concern means that asking for introductions will not come naturally to
Samuel. Make it a standard step in his process — not something he decides to do or not do on a
case-by-case basis. Include referral requests in training scripts and debrief on them regularly so they
become routine rather than a point of discomfort.

9. Monitor long-term commitment and career intent actively.

Samuel’s assessment responses suggest that he does not currently see sales as his long-term career
destination. This does not make him unsuitable, but it does mean that PRG should invest in
understanding what would make the role compelling for him beyond the short term. Regular career
conversations — not just performance reviews — will help you stay ahead of any drift in
commitment.

10. Be realistic about the onboarding investment required.

Samuel is an inexperienced candidate with a strong service background but a profile that flags a
significant number of areas to develop. The assessment is not a reason to rule him out, but it does
indicate that the time-to-productivity will be longer than average and the management overhead in
the early months will be higher than for a more seasoned hire. If PRG has the resource and appetite
for that investment, the concerns identified here are broadly the kind that respond well to coaching
and structure.
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INTERPRETIVE CAUTIONS

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

ASSESSMENT APPROACH

EMBELLISHMENT [23] 7 .
Extent to which knowledge was overstated

POSITIVE POSTURING
Extent to which socially desirable answers were selected

HEDGING 131

Level of decisiveness when responding to questions
PROBLEM SOLVING [80] I
Afttentiveness to questions

RESPONSE CONSISTENCY [97] I

Extent to which the answers are logically consistent

ATTITUDE TOWARD 7
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.

©2014-2026 Behavioral Sciences Research Press, Inc., Dallas, Texas USA. ALL RIGHTS RESERVED.
Call Reluctance, SPQ*GOLD, and PsychScore are registered trademarks of Behavioral Sciences Research Press, Inc. Dallas, Texas USA. ALL RIGHTS
RESERVED.
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CRITICAL ITEMS LISTING

#8 - | will hesitate to try to sell to prospective buyers until | get to know them.

2: True - some of the time
#34 - Regardless of how successful | might be in sales, | may have to leave at some point to realise my true career
ambition.

1: True - this describes me
#64 - | am more confident selling to small businesses than navigating all the way up the decision-making chain in large,
corporate sales settings.

2: True - some of the time
#75 - When you observe me actually selling (or during sales training), you will see that | enjoy opportunities to ask for
referrals.

6: Neither 'True' nor 'False' applies

#80 - When selling, | could prospect more if the methods | am expected to use don't make me feel phony.

1: True - most of the time
#81 - To me, publicly posted charts that show my progress toward my goals relative to other salespeople can be
unnecessarily humiliating.

2: True - some of the time
#83 - If you began a sales career today, what percent of your time during the first year will be shown to have been spent
contacting family members for sales prospecting and/or networking purposes?

1: None - | am not comfortable calling on family
#92 - | will be more comfortable working in sales settings that have short sales cycles, rather than in sales situations
requiring complex negotiations.

2: True - some of the time
#149 - | am most comfortable making initial prospecting contact with lower level managers because they are more
approachable.

2: True - some of the time

#157 - | will not be comfortable trying to enlarge the size of sales by trying to sell add-ons, accessories or enhancements.

2: True - some of the time

#172 - If you began a sales career today, what percent of your time during the first year will have been spent contacting
your personal friends for sales prospecting and/or networking purposes?

1: None - | am not comfortable calling on friends

#187 - No matter how productive | become, | am not likely to realise my career ambitions in sales.

1: True - this describes me

©2014-2026 Behavioral Sciences Research Press, Inc., Dallas, Texas USA. ALL RIGHTS RESERVED.
Call Reluctance, SPQ*GOLD, and PsychScore are registered trademarks of Behavioral Sciences Research Press, Inc. Dallas, Texas USA. ALL RIGHTS
RESERVED.
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CONTRAST GROUP : General Sales: UK
= Average range for contrast group [XX] = Scale Raw Score

PROSPECTING FUNDAMENTALS

ACCELERATOR

</

PROSPECTING METHODS
STAGE FRIGHT [53] w...»

Level of comfort giving group presentations

IMAGE CONCERN OO0

Comfort with being seen by the audience

CONTENT CONCERN OO0

Comfort with being heard by the audience

REFERRAL AVERSION [48] i
Level of comfort when required to ask clients for referrals

TELEPHOBIA [39] .
Level of comfort with using the phone to prospect

ONLINE PROSPECTING DISCOMFORT [27] ..
Level of comfort using social media and video conferencing

SALES EXTENSIONS [44] )
Level of comfort with making additional sales

CROSS-SELLING O0®

Comfort selling additional services/products

UP-SELLING OO0

Comfort selling an upgraded service/product

ON-SELLING O0®

Comfort selling add-ons to an original purchase
ARRANGING PAYMENT [54] . ..

Level of comfort communicating cost and closing the sale

©2014-2026 Behavioral Sciences Research Press, Inc., Dallas, Texas USA. ALL RIGHTS RESERVED.
Call Reluctance, SPQ*GOLD, and PsychScore are registered trademarks of Behavioral Sciences Research Press, Inc. Dallas, Texas USA. ALL RIGHTS
RESERVED.
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CONTRAST GROUP : General Sales: UK

= Average range for contrast group [XX] = Scale Raw Score
PROSPECTING MARKETS
SOCIAL SELF-CONSCIOUSNESS [34] .
Level of comfort with 'elite’ prospective clients
WEALTH / AFFLUENCE OO0
Comfort with higher levels of wealth
POWER / INFLUENCE OO0

Comfort with higher amounts of influence

EDUCATION OO0

Comfort with higher levels of education

FRIENDSHIELD [96] ...
Level of comfort considering friends as prospects or sources for referrals
FAMSHIELD [78] ...

Level of comfort considering family as prospects or sources for referrals
COMPLEX SALES [58] s

Level of comfort with complicated and long term sales

PROSPECTING CONTAMINANTS

DOOMSAYER [0]
Level of energy diverted to worrying about prospecting
OVER-PREPARER [43] .
Level of energy diverted to getting ready to prospect
HYPER-PRO [46] ... %
Level of energy diverted into personal image maintenance
APPEARANCE PROUD O0®
Investment in displays of success
VOICE PROUD OO0
Investment in verbal displays of intellect and expertise
ROLE REJECTION [22] .
Level of energy diverted to coping with being in sales
YIELDER [67] .
Level of energy diverted to appearing compliant and avoiding conflict
OPPOSITIONAL REFLEX 01 W W

Level of energy diverted to reflexively criticizing

©2014-2026 Behavioral Sciences Research Press, Inc., Dallas, Texas USA. ALL RIGHTS RESERVED.
Call Reluctance, SPQ*GOLD, and PsychScore are registered trademarks of Behavioral Sciences Research Press, Inc. Dallas, Texas USA. ALL RIGHTS
RESERVED.
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CONTRAST GROUP : General Sales: UK

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

PROSPECTING GOAL DIFFUSION [50] i wm——

Extent to which energy is dispersed among competing goals

[67] .

s

—
~
—

Bl

.

PRINCIPLES BASED EXONERATION [77] o v

Comfort with perceived ethics/practices of the organization

©2014-2026 Behavioral Sciences Research Press, Inc., Dallas, Texas USA. ALL RIGHTS RESERVED.
Call Reluctance, SPQ*GOLD, and PsychScore are registered trademarks of Behavioral Sciences Research Press, Inc. Dallas, Texas USA. ALL RIGHTS
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ADDITIONAL CONSIDERATIONS

The overall pattern of responses suggests a lower long-term commitment to a sales role compared to most people. While it
is possible for this individual to do moderately well in sales in the short term, they may still have a desire to pursue other
career interests in the future for various reasons. The estimate of long-term commitment to sales may change depending
upon the implementation of training or coaching. Other changes in circumstance and/or environment could also positively
impact the individual's long-term commitment to sales. However, based on the current pattern of responses, one or more of
the following behaviors may be observed over time.

LOOK FOR:
« May develop a tendency to avoid new sales opportunities
« May begin to feel a lack of confidence in their sales ability
« May become interested in a non-sales role

Time to complete assessment (in minutes): 83

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