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Please rememember that the information in this report is confidential and so should be stored in a secure place

This report is based on Mark’s responses to the Destination Beliefs questionnaire. Our research has shown that
the Destination Beliefs questionnaire is a good indicator of behavioural preferences in sales environments. This
report summarises all questionnaire responses and relates them back to Transform Performance International’s
Sales Beliefs Model, providing important clues to aid understanding of Mark's likely observable behaviour in a
sales environment

The conclusions reached in this report are based on a systematic comparison of Mark’s responses to the
questionnaire, with those of a large group of sales personnel who have completed the questionnaire previously

Used appropriately, this report will provide insight for Mark and enable a comparison of their current alignment
to ten Journey Motivators (2 for each Destination Belief) with those of the top performers in the Salesperson's
Secret Code research. It offers an opportunity for personal reflection as to current effectiveness as well as for
discussion with a line manager. If used as part of a wider selection process it can offer organisations additional
data from which to make their recruitment decisions

The contents of this report reflect a 'moment in time'. All of us change our mind-sets and beliefs at various times
in our lives. We recommend retaking the questionnaire after 9 months in order to ensure a true reflection of
current belief intensity
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The Salesperson's Secret Code:
Understanding Destination Beliefs & Journey Motivators
In researching the Salesperson's Secret Code, thousands of hours of interviews were held with salespeople.
Everyone spoke of five foundational beliefs related to their role – what we call their Destination Beliefs. See the
graphic below which shows the categories related to the five Destination Beliefs. Destination Beliefs embody a
single, over-arching truth: that beliefs are matters of personal 'faith' and will flex and change along with one’s life
experience

Destination Beliefs are necessary components of a salesperson’s belief system, but what really separates the top
performers from the lower performers is how those beliefs are interpreted and synthesized internally. Put
simply, for each Destination Belief salespeople describe a wide spectrum of attitudes towards the belief. These
are the ten sub-beliefs, two for each Destination Belief at oppopsite ends of the 'belief spectrum'. What we have
learned is that the most successful salespeople respond to certain sub-beliefs with greater intensity than they
do to others. And it is their response to the intensity of the sub-belief which motivates them to behave in a
particular way. For this reason, we have called the sub-beliefs Journey Motivators. Journey Motivators send us
down a particular track; they demonstrate how we respond to what happens to us on the journey. Journey
Motivators set our attitude, and when we use the word 'attitude' here, we do not mean a 'good' or 'bad' attitude.
What we mean by attitude here is the original dictionary definition, where one takes a perspective, standpoint,
position or approach. As leadership expert John Maxwell says, your attitude is “the librarian of your past, the
speaker of your present and the prophet of your future.” Journey Motivators lay out in front of us the path that
we will walk. And though much may have been said and written about having the 'right kind of attitude', now, for
the first time, we can measure it in a specific population. Here, finally, is a causal chain, a formula for success –
The Salesperson’s Secret Code
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The graphic on the next page represents a 'snapshot summary' of the way Mark is currently being driven by the
Journey Motivators which aligns to each Destination Belief

The scores are calculated in the following way:

1. Respondents indicate the degree to which they agree/disagree with statements relating to each Journey
Motivator. This reveals the current level of intensity towards a particular Journey Motivator. The darker the
colour of the 'intensity dot' at the right-hand side of the graphic, the more important this Journey Motivator is
to the respondent at present

2. The Journey Motivators represent two ends of a spectrum. The psychometric algorithm calculates how the
scores awarded by each respondent reveal the degree to which they are currently 'balancing' the opposing
ends of the spectrum. Consequently, the two Journey Motivator scores will always total 100

3. The respondent's scores are illustrated by the orange circle and shown with the scores of the top 5% of
salespeople in a blue circle

Please note that it does not follow that anyone who is not aligned to the top 5% will not succeed: nor is it the
case that everyone who aligns perfectly will be totally successful. The report is designed to act as a signpost for
potential predictors of success
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Fulfilment Intensity Spectrum
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Fulfilment Journey Motivators
Like a rocket on the launchpad, if you don’t apply enough thrust, gravity will keep you on the ground. Even after
lift-off, if you don’t apply enough thrust, gravity will bring you back down. There are always two opposing forces
at play. In the case of Fulfilment, it’s forward thrust (desire) versus gravity (fear). When you arrange these so
desire is stronger than fear, you gain a higher altitude. You don’t want to rush into orbit too quickly or the
capsule might shake apart. You don’t want to rise too slowly or you won’t achieve escape velocity. Astronauts
keep the rocket’s ascent balanced with just the right trajectory and velocity to rise above the world

100 percent of salespeople reveal
fear is a driver to some extent, but
its prevalence differs between top
and low-performing salespeople

100 percent of high-performing
salespeople are driven by desire
more intensely than fear. They are
constantly evaluating themselves
against a personal progress goal to
be the most professional,
productive salesperson they can be

78 percent of low-performers had
no idea what they really want from
their life and career in any specific
or measurable term. They weren’t
goal-setters

We all want success in life and salespeople are no exception. To be motivated by a concern of what might
happen, or to be constantly evading negative outcomes is energy-sapping if it is prolonged. Motivation which
comes from a place of positivity, to succeed when certain goals or targets seemed unreachable, can be
energising and enjoyable. The feeling of satisfaction from a job well done will inevitably be more attractive when
transmitted to others around us than the sense of relief at a disaster avoided

We would not be human if we did not have some concerns about failing at some time in our sales lives. It is how
we balance our concerns against the desire to improve ourselves which sets our path and ultimately dictates the
sales journey we travel. Fear of failure may leave us like rabbits staring into the headlights of an oncoming car;
but ‘desire for the sake of desire’ can be self-indulgent and selfish

Let’s explore your responses to the Fulfilment Journey Motivators of Fear and Desire
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Fear of Failure
Suggested Development Points

Your score for this Journey Motivator is higher than the optimal level.
Based upon your responses you may feel concern or fear in respect of
your sales role currently. Consider the following ideas to help you move
towards the optimal level:

Identify what it is that you are fearful of. You cannot remove fear if you
are unaware

Act like an Inventor! Give yourself permission to get things wrong

Ask for help from others. You don’t have to express your concerns, just
ask how they approach a situation like the one you are facing

You are close to the optimal level for this Journey Motivator. By taking
one courageous step in a sales situation - taking an action that you
might not otherwise take – and seeing it succeed, you could begin a
new habit which cements a new mind-set.

Fear of Failure - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you

ū*�MFBSOFE�UIBU�DPVSBHF�XBT�OPU�UIF�BCTFODF�PG�GFBS�CVU�UIF�USJVNQI�PWFS�JU��5IF�CSBWF�NBO�JT�OPU
IF�XIP�EPFT�OPU�GFFM�BGSBJE�CVU�IF�XIP�DPORVFST�UIBU�GFBSŬ

Nelson Mandela
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Desire
Suggested Development Points

Your score for this Journey Motivator is lower when compared with the
top performers’ score. With a little push you could raise the bar in terms
of your desire to be better than you thought possible. What is holding
back your desire now? Consider the following points which may help you
move into the optimal position:

Do you have a tendency to procrastinate? We all put off doing certain
things at times. Have you put off your desire to be the best you can
possibly be in your sales role? Carpe diem!

One way to deal with procrastination is to envision the how you will feel
when you have achieved your desired outcome and how you will feel if
you do not. Put it to the test by thinking about your favourite meal. If
you think about it long enough you will be able to almost taste it and
the saliva will flow. It was not real: but the brain cannot differentiate
between reality and perception. The brain will guide us to fulfil what we
visualise

Think about your personal brand and ask yourself, 'By the time I go to
sleep tonight, how will I be a better version of me than when I woke this
morning?' What do you want to have happened?

Desire - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you

ū*U�JT�GPS�VT�UP�QSBZ�OPU�GPS�UBTLT�FRVBM�UP�PVS�QPXFST�CVU�GPS�QPXFST�FRVBM�UP�PVS�UBTLT�UP�HP
GPSXBSE�XJUI�B�HSFBU�EFTJSF�GPSFWFS�CFBUJOH�BU�UIF�EPPS�PG�PVS�IFBSUT�BT�XF�USBWFM�UPXBSE�PVS
EJTUBOU�HPBMŬ

Helen Keller



$POUSPM
Someone or something must always be accountable for success

Copyright © 2018 Transform Performance International LLP8

Control Intensity Spectrum

0% 100%

Victim

Hero

4322

57 78

Top 5% PerformersYour Score

Control Journey Motivators
Sales people are rewarded for winning. Whilst losing happens often, it’s their wins that count above all else. This
is called Casino Mentality. Have you ever wondered why successful salespeople are the luckiest? The truth is
they are not lucky; they have simply learned to attribute success and failure to themselves

100 percent of respondents who
think they are ultimately responsible
for things that happen are high-
performing

50 percent of respondents
demonstrated strong internal locus
of control

100 percent of respondents with
strong internal locus of control were
high-performing

Some people believe that things beyond their immediate influence have the largest impact upon their ability to
control situations, circumstances and even their ultimate destiny. This is the ‘Victim’ mind-set

Heroes are the people who, regardless of situation or circumstances, believe that it is they alone who will
determine their own destiny. They know that the ‘someone or something’ who is accountable for success is
them

Let’s explore your responses to the Control Journey Motivators of Hero and Victim
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Victim
Suggested Development Points

Based on your responses you have indicated that you feel slightly more
out of control of your own destiny than the very top performers. All of us
have moments in our lives and careers when we have a bad run of events
or a set of circumstances which seem to pile in on us all at once. It can be
tough to deal with. We feel that there is only so much that we can control.
One of the coping mechanisms is to allow ourselves a period of self-pity,
to lick our wounds, to feel frustration or even anger. This is a natural part
of the regenerating process. The trick is to know when you are displaying
this victim mind-set and to recalibrate our feelings to bring ourselves back
to a place where we are in control. Consider the following ideas:

Listen to your own language patterns. Are you using words like ‘can’t’ or
‘must’ or ‘should’? Try changing these for positive words like ‘can’ or ‘will’
or ‘want’. If you must do something you have no choice, no control. If
you will do something, then it is your decision. You are in charge

You are close to the top performer position. Top performers are very
objective about themselves. Take an objective look at your current
performance. Is it where you want it to be? Sometimes we can be
overconfident and blame any gaps in performance on other external
factors. “I could do more, but this territory is not one of the best. Other
areas have a much better opportunity base”. Really? Charles Darwin
wrote that, “Ignorance more frequently begets confidence than does
knowledge.” So, give yourself some tough love - you may snap yourself
out of any feelings that you are not in control

Don’t forget to like yourself! As you move away from this elevated state
of victim mind-set do not be too hard on yourself. Your mind-set may
have been justifiable. Today is the day that you recalibrate!
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Victim - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you

ū:PV�DBO�FJUIFS�CF�B�WJDUJN�PG�UIF�XPSME�PS�BO�BEWFOUVSFS�JO�TFBSDI�PG�USFBTVSF��*U�BMM�EFQFOET�PO
IPX�ZPV�WJFX�ZPVS�MJGFŬ

Paulo Coelho
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Hero
Suggested Development Points

Your responses for the Hero Journey Motivator indicate that you are
currently slightly lower than the optimal position. This Journey Motivator is
all about taking accountability for our own destiny and believing that we
can do so. Consider the following points and which you will adopt to move
towards the optimal position:

Most high-performers in the Salesperson’s Secret Code research said
that they focus upon making small changes every day and not large
changes less frequently. For them it is all about fine-tuning a sports
car’s engine, not about trying to get the motor started in the first place

Salespeople with a Hero mind-set display a distinct pattern of
behaviour. Think of a situation where you could model this behaviour:

• They EngageEngageEngageEngage with what they want to control
• They EffectEffectEffectEffect change in their circumstances by taking steps to

influence outcomes
• They EvolveEvolveEvolveEvolve new mind-sets and behaviours as a result and these

set them up for success

Write down your talents – see how long it takes you to complete this
task. What might that say about your view of you?

What was it like the last time you achieved something outside your
comfort zone? What new talents did you acquire? What did you learn
about yourself?

How often do you seek feedback about yourself?

Hero - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you
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Resilience Intensity Spectrum

0% 100%

Work Hard

Work
Smart

39
41

61
59

Top 5% PerformersYour Score

Resilience
Working harder can be an easy habit to slip into though. Stephen Covey tells a story about a woodcutter whose
saw gets blunter as time passes and he continues cutting down trees. If the woodcutter were to stop sawing,
sharpen his saw and go back to cutting the tree with a sharp blade, he would actually save time and effort in the
long run. The analogy is an easy one to remember but harder to put into practice

91 percent of all salespeople said
they believed they had to work
harder to win their deals

95 percent of low performers
believe that ‘circumstances
sometimes conspire against them’

93 percent of high performers can
articulate why they do what they do

In summary, resilience is about how you withstand the impact of life’s and work’s events

Facing challenges and dealing with adversity are ‘facts of life’. The key to building excellence in resilience is how
we approach the two Journey Motivators of Work Hard and Work Smart. Both are important, but the essence of
success in sales is about knowing when to raise our game in terms of work effort and simultaneously look for
and apply new and smarter ways to achieve our goals.

Let’s explore your responses to the Resilience Journey Motivators of Work Smart and Work Hard
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Work Hard
Suggested Development Points

Your score for this Journey Motivator aligns closely with the top
performers. You are realistic enough to know that in tough times you
must ‘up your game’. You maintain a perspective that working hard is not
the only way to strengthen your resilience, so it is likely that you find time
to do other things. You might wish to reflect on how you have achieved
this state and how you maintain it

Work Hard - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you

ū4VDDFTT�JT�OP�BDDJEFOU��*U�JT�IBSE�XPSL�QFSTFWFSBODF�MFBSOJOH�TUVEZJOH�TBDSJGJDF�BOE�NPTU�PG
BMM�MPWF�PG�XIBU�ZPV�BSF�EPJOH�PS�MFBSOJOH�UP�EPŬ

Pele
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Work Smart
Suggested Development Points

Your score for this Journey Motivator aligns closely with the top
performers. You tend to seek new ways to solve problems (creativity) and
have an eye on your own efficiency (effort). You see moments of adversity
as an opportunity to shine. You might wish to reflect on how you have
achieved this state and how you maintain it.

Work Smart - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you

ū0OF�NVTU�IPXFWFS�OPU�KVTU�XPSL�IBSE��0OF�NVTU�XPSL�TNBSU��"T�UIF�TBZJOH�HPFT�UIF�FGGJDJFOU
QFSTPO�HFUT�UIF�KPC�EPOF�SJHIU��UIF�FGGFDUJWF�QFSTPO�HFUT�UIF�SJHIU�KPC�EPOFŬ

Roger Delano Hinkins
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Influence Intensity Spectrum
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Influence
At a height of 2,722 feet, the Burj Khalifa, located in Dubai, UAE, is the world’s largest artificial structure. The
tallest building in the world since 2009, this structure embodies Islamic culture in its design in the form of the
spiral minaret. Engineers created this skyscraper to withstand earthquakes ranging from 5.5 to 7.0 on the
Richter scale. The building does not assert itself over the earthquake: it is flexible enough to react to its
environment on any given day. Translating this example into a sales context, we conclude that achieving an
outcome favourable to all requires flexibility because one approach does not fit all; every customer is unique
and should be treated so

95 percent of low performers
believe challenge and assertiveness
are the most effective methods of
gaining influence

92 percent of high performers
focused the majority of their time
thinking flexibly about how they
influence attitude, mind-set and
behaviours

87 percent of high performers
acknowledged what has worked
today might not work tomorrow

Influence is the salesperson’s reason for being. Some people will seek to influence using formal means. This is
the dominant ‘Gorilla’ Journey Motivator, where “the stronger I am, the more I can influence.”

Other salespeople use the second Journey Motivator, which is achieved through the application of more
informal methods. These are the ‘Guerrillas’, the people who live with the belief that through flexibility of
approach will come the influence they desire

Both beliefs of Influence are important. Just as night needs day, coffee needs cream: and if one overpowers the
other, then the sun cannot shine and the coffee can taste bitter. The same is true for Gorillas and Guerrillas.
Let’s explore your responses to the Influence Journey Motivators of Gorilla and Guerrilla
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Gorilla
Suggested Development Points

Your score for this Journey Motivator is slightly higher than the optimal
position. This indicates that you are a notable presence in many sales
meetings. It is likely that you are strong-minded and unafraid to speak
your mind. You are probably skilled at providing compelling sales
messages and you know your subject very well. You are probably aware
that you have the power of persuasion. You may tend to build your
influence through formal means and rank or title does not put you off

To align more closely to the Gorilla score of the top 5% of salespeople
consider the following points:

Think about how much you speak relative to how much you listen. As
the writer Oliver Wendell Holmes wrote, “It is the province of knowledge
to speak. It is the privilege of wisdom to listen.” By listening more, your
natural influencing pattern may appear slightly less self-focused and
more customer-focused

A slight adjustment in your body language may also assist you. You are
forceful, so be aware of the power and/or tone of your voice. What
impact does it have on others when you become passionate about your
topic?

Show that you are listening by shifting your body in the direction of the
other party. Point your feet towards them, even if they are under a
table. ‘Listening with your feet’ really does work because it sends a
physical signal to the brain. We often talk about deeds, not words. Here
it is in action

Gorilla - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you
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Guerrilla
Suggested Development Points

Your score for this Journey Motivator is slightly lower than the optimal
position currently. To move towards alignment with the top performers
consider the following:

Develop your ability to ‘match’. This means watching the other party’s
body language, aligning yours to theirs. It means listening to what they
say and using their own words back when you speak. Offer acts of
friendship, your time for example (you don’t need to make them your
friend). Give something without asking for anything in return, such as
latest insight, relevant white papers etc. Show them that you
understand people like them – this is empathy. Customers will allow
themselves to be influenced by people they like and trust

Internal to your organisation, consider how you might widen your circle
of influence. Do you have people you might turn to for insight or
information in the Marketing function? Do you have an ally or two in
Finance? Ask these people for advice. Think how you feel when
someone asks you for advice. The likelihood is that you feel special,
pleased that someone holds you in high enough regard to seek your
counsel. This cements relationships and having people like this in our
trusted network can pay dividends later

How could you increase your influence in your customer base in the
next six months? Who might you like to know that you do not know
now? Who could introduce you? Think about people who are already in
your network and who are well connected

Guerrilla - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you
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Communication Intensity Spectrum
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Communication
AC current is reversible, while DC only flows in one direction. AC transfers current over long distances and
provides more energy, while DC can only transfer limited energy. For this reason AC power is preferred in homes
and industries, while DC is more preferred on electrical devices that are powered by batteries. The problem, of
course, with batteries is that, slowly but surely, they run out of power. They grow weak. They must either be
replaced or recharged. If you communicate by simply transmitting a message, without stopping to check if it is
being received then you will simply be like those discharged batteries; or like a lightning strike which discharges
its energy and is gone. Successful communication, like AC, needs to flow both ways. In doing so, it creates
continuous and meaningful dialogue over long distances which provides more energy! You do not need to be
next to a thunderstorm to be aware of that continual, distant rumble

57% of respondents hold the first
journey motivator (Lightning) more
intensely than the second (Thunder)

100% of high performers listen in
greater proportion to the time they
spend talking. Communication is
often about what is not said

100% of high performers are
curious about the profession of
selling. They are curious about their
own communication performance
and how to improve. They are
constantly learning, adapting,
changing

All salespeople believe in the power of effective communication. This is a Destination Belief. The two Journey
Motivators which underpin the belief can be described as follows. The first Journey Motivator says that great
communication is about getting your message across clearly and succinctly - like a flash of lightning to illuminate
a subject. The second Journey Motivator holds that communication requires a more continuous, two-way
dialogue: it is a long rumbling of thunder that bounces between hills and sky. Both are needed to create a
‘revenue storm’; but how much of each is ideal?

Let’s explore your responses to the Communication Journey Motivators of Lightning and Thunder
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Lightning
Suggested Development Points

Your score for this Journey Motivator is slightly higher than the optimal
position for the top performers. You demonstrate a belief in
communicating in a very clear, easy to understand way. You probably take
time preparing to ensure that what you communicate is delivered in a
business-like fashion. Consider the following points as you seek to align to
the top performers:

The Lightning Journey Motivator is about speed and clarity. It is not
always about finesse. Consequently, there may be occasions when this
approach, efficient though it can be, is seen as self-serving because it
may necessarily focus on the salesperson’s product/service and the
benefits of purchase. Ethos and logos are covered, but pathos may be
sacrificed

Slow down and allow yourself to show curiosity in the customer’s
situation. Ask more questions. This may lessen the impact of the
lightning strike, but will also minimise the risk of assumptions creeping
into your thinking and your consequent communication

Lightning - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you

ū5IF�NPSF�CSJMMJBOU�UIF�MJHIUOJOH�UIF�RVJDLFS�JU�EJTBQQFBSTŬ

Avicenna
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Thunder
Suggested Development Points

Your score for this Journey Motivator is lower than the optimal position.
This indicates that, currently, you are not prioritising thunder behaviours.
To align more closely to the top performers’ mind-set, consider the
following:

What steps do you take currently to keep your name and your
company’s brand in front of your customers and prospects on a regular
basis. Regular communication of information which has value to your
customers or prospects is like a peal of thunder in a mountain pass. It
reverberates back and forth

Sales is so much about trust. Customers need to see and hear from
salespeople at times other than when there may be the smell of newly
printed dollar bills in the air

Increasing your thunder motivation will allow you to develop your
listening skills and a consequent ability to display empathy to your
customers

Thunder - Your Intensity

Low High

This is the level of intensity you show currently towards this Journey
Motivator. A high intensity indicates that this motivator is important to
you; a low intensity means that the motivator is currently less important to
you

ū:PV�XJMM�IFBS�UIVOEFS�BOE�SFNFNCFS�NF�BOE�UIJOL��TIF�XBOUFE�TUPSNT��5IF�SJN�PG�UIF�TLZ�XJMM�CF
UIF�DPMPVS�PG�IBSE�DSJNTPO�BOE�ZPVS�IFBSU�BT�JU�XBT�UIFO�XJMM�CF�PO�GJSFŬ

Anna Akhmatova
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What Next: Reflective Learning
In the preceding pages, you have been offered some insight into the way you currently respond to the ten
Journey Motivators which drive salespeople towards the realisation of the five Destination Beliefs. You may have
had no surprises or you may have been startled by some of what you have read. There is no right or wrong. This
report is simply sharing with you how you align in your beliefs to the top 5% of salespeople in the Salesperson’s
Secret Code research. The reason you have read your report is presumably because you are curious about how
you compare with others. Having received that comparison you will, no doubt, wish to take learning from it

As part of that process, you can see below how you responded to questions which indicate how likely you are to
reflect and learn from what you have read in your report. Again, there is no right or wrong, but we can always
improve. It follows that, the higher your reflective learning score, the more likely you are to reflect upon what you
have read in your Salesperson’s Secret Code report. The process for reflective learning is summarised in the
illustration

Apply
• What might lead to a different or improved outcome

next time?
• What new mind-set or behaviour could you try which

will contribute to an improved result?

Experience
• Thinking about recent sales experience, what

happened? Where were you?
• What was it like?

Evaluation
• How did the outcome align to your preconceptions?
• Did you have any surprises?
• How did the outcome support any existing theories

you know about?

Reflection
• How did you feel as a consequence of your

experience?
• What was your (and others’) behaviour and what

impact did this have on the outcome?
• What other factors affected the situation?
• What have you learned from the experience?
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Your results

0% 100%
75

Reflective learning is clearly something in which you believe. Your score
indicates that you reflect upon many of your experiences at work (and
probably in life generally) and seek to understand and learn. Next time
you reflect on a sales experience use these questions to help you focus
and to improve your reflective learning habit:

Description:Description:Description:Description:
• When and where did the situation take place?
• Why were you there?
• Who else was there?
• What happened?
• What did you do?
• What didn’t you do?
• What did they do?
• What didn’t they do?
• What happened?

Feelings:Feelings:Feelings:Feelings:
• What were your feelings before this situation?
• What were your feelings at the time?
• What were your feelings afterwards?
• What do you think the others in the situation were feeling?

Evaluation:Evaluation:Evaluation:Evaluation:
• What went well/was positive? Why?
• What did not go so well/was less positive? Why?
• What was your contribution?
• What was the contribution of others?

Analysis:Analysis:Analysis:Analysis:
• What assumptions are you making?
• What insights are now available to you?
• How will you be different next time?
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What Next: Change Readiness
Human beings are creatures of habit. There are times when we become comfortable in those habits, even if we
know deep down that they do not serve us well. We are very good at finding evidence which supports the
current state of affairs and which justifies putting off adopting a new mind-set or behaviour. This is one reason
why, at the start of every New Year, people all around the world make resolutions to be different, to change
some aspect of their life. Of course, making a resolution is different from seeing it through. How many times
have you started something with good intent only to find yourself falling back into the old habits, the old ways?
You are not alone! Current research has shown that people genuinely do want to be ready to make changes
which improve their sense of achievement and well-being. The intent is good. The trick is to understand the
processes which create a state of readiness within us and to work through them in our own way. In this report
you have been given insight as to how some of your major beliefs connected with sales align with the best-of-the
best salespeople interviewed during the research project which resulted in the Salesperson’s Secret Code. The
decision for you now is quite simple: are you ready to make any adjustments to your beliefs? If you do make
changes, some large, some small, what impact might they have for you and for your customers?

When you answered the questionnaire, which has produced your Salesperson’s Secret Code report, you were
asked questions which relate to your readiness to change. It is important to remember that these questions
related to the context of sales and that there may be other areas in your life where you are more, or less, ready
to make changes. The purpose of this report is to encourage you to reflect upon your current state of change
readiness in sales

Precontemplation
Not thinking about change to sales mind-

set yet

Contemplation
Considering changes to mind-set

and behaviours

Preparation
Actively gathering data, insight and

thinking about other possibilities

Action
Currently trying new behaviours as a

consequence of new mind-set

Maintenance
New habits maintained long enough
to be integrated into everyday
routine with regular reviews

Termination
New mind-set and behaviour now
‘second nature

Change Readiness (Prochaska, DiClemente & Norcross)



$IBOHF�3FBEJOFTT

Copyright © 2018 Transform Performance International LLP24

Your results

0% 100%
72

Your change readiness score indicates that you are aware of potential
changes and improvements you can make in respect of your sales mind-
set and behaviours. You gather information and insight and assemble
resources which inform your decisions to act. It is likely that you involve
others in your approach to making changes and enjoy discussion and co-
creation. You like to take action and to ‘try on’ new approaches

There may be occasions when you ‘slip back’ into old habits or question if
the change is achievable or even desirable. This is a normal experience for
most people. The following ideas might help you accelerate your already
positive approach to change:

Set yourself change goals which might seem impossible. After all, if we
aim for the moon we will surely jump some fences!

Share your change goals with others. Someone with your change mind-
set is unlikely to want to fall down when they have committed to
something in public

Always visualise yourself behaving as if the changes you want have
already happened. It’s an old saying but so true: “What we think is what
we then do; and this will result in what we get.”


