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o Distinct mental frames of
Customer interaction
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A sales professionals behavioral preferences drives how the professional approaches a customer and drives the sales conversation. The
assessment measures the sales professional’s approach on three dimensions which are (proximity to the
Product), (proximity to the Image) and (proximity to the Need).

These three dimensions create a 3X3 grid or 9 tiles which identify the dominant preference of the sales professional when navigating a

sales situation or engaging with a prospect or customer

Company Oriented: Customer Oriented: Loyalty Relationhip Oriented

My job is to PROJECT a profitable, robust My job is to RELATE to the customer who My job is to BUILD a long term and strong

and a leader's image of my company. | has his own needs and feelings. | can make personal bond with people. | am committed

believe this will help me sell the product the sale by responding and relating to the to people with in my company and my
individual as a person customer. | believe this will get me the sales

Routine Oriented: Technique Oriented: Creative Solution Oriented

My job is to INFORM customers about my My job is to NEGOTIATE & CLOSE the deal | | My10Dis to sell my company's capabilties

company and our products; the sale will be in my favor using well known and proven el iyl olive customer. Jetoliric 5y

made if the customer needs it. sales techniques which | know work well. w h(_jw this can help them

to find the right solutions for their needs.

Product Oriented Company Product Oriented Solution Oriented

My job is to sell the product, by PROVING to My company'’s products are the best in line, My job is to HELP the customer find the right

the customer that it will be the most and my job is to CONVINCE the customer product for his needs, and demonstrate how

suitable product for him. about the problems we solve and the solutions | | this has helped others to solve their problems.
we provide.

ONE OF THE NINE APPROACHES GET DOMINANTLY USED AND EXPRESSED IN EACH OF
THE FIVE KEY AREAS OF SALES INTERACTION.
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COMPARITIVE STRENGTH OF EACH FACTOR IN YOUR SALES ENGAGEMENT
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SHARE OF EACH BEHAVIORAL APPROACH IN YOUR SALES ENGAGEMENT

Technique Oriented

Creative Solution Oriented

Company - Product Oriented

.
4

Routine Sales Oriented

C

ustomer Oriented

Product Oriented

Solution Oriented

Company Oriented

Loyalty Relationship

Technique Oriented

" oy e _— € o ot — YOUR DOMINANT APPROACH IN EACH AREA
Tg Oriented Oriented oolution £ a Oriente Oriented Sotution
5 & 24
o g § 2
c 8 ) ) Loyalty o = —_— . Loyalty
- el Tech ya'y .
< ‘g Orented iy e 3 ?_;” GEE Oriented EnE e
] T —
e 9 £ 9
o 2 b= o & Creative
&3 Company : i _g Company : = Orinte: Orented i
1] Product ooy Solution o Product ompany Solution € «
'-EI Oriented Oriented Oriented z Oriented Oriented Oriented c T’
o o v
(7} 1
& 5
: . Loyalty
" I o[ | elatonshi
2., & g
]
& Creative L v Creative 3 c
2 Chie e Soution ] Crerie e Soluton g
S g e o Company Soluti
i = o = Retes Product colution
5 5 % o5 sl
° S v S
“ @ ; . a= . 5 Loyalt
S £ | G || b | [ sk =] Sotme, [ (et | a2,
o > £ o
S £ B0 £
83 £
[ c =
Q9 Company . Company Soluti
= Orented flaadt Srented = Srented oadicl Srented
Disclaimer: This report is based on the answers given by the respondent during the assessment. As you read this report, Enable Enrich
please consider how the results compare with your own sense of how you take decisions. Like most psychometric - o
assessments this report does not claim 100 percent accuracy. You should avoid making major decisions based on the results S . APRY
of only this assessment.This report is best understood when interpreted alongside other reports like the Decision - -
Effectiveness Index, Decision Making Style, Hogan Business Resoning Inventory etc. The results of this assessment should www.Jelearningstudio.com
not be used to make a judgement about whether any behaviour or any person is good or bad. This report is designed Sk
Leamimg specifically for meeting training and development objectives, and should be used only for such purposes. Sm@Jels.in
studio
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