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GET CERTIFIED
FOR FREE

Buy SOCIAL STYLE
Admin Kit
(completed, thanks!)

YOU
ARE
HERE

Register for FREE
Certification

REGISTER AT SOCIALSTYLECERTIFICATION.COM

WHY GET CERTIFIED?

®  Completing your certification prepares you to facilitate any SOCIAL STYLE and Versatility
program using Multi-Rater or Self-Perception profiles.

B |t's easy! Certification is held completely online with a live facilitator and allows you
to participate with other certification candidates to learn the foundational concepts of
SOCIAL STYLE and Versatility.

= You will receive an electronic badge that you can display on social media sites.

= Certification takes your facilitation to the next level by teaching with maximum impact
and effectiveness!
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Program Overview

Selling for Results™ (SFR) helps salespeople work more effectively with their customers.
Participants learn to assess their customers’ SOCIAL STYLEs and recognize their unique
preferences for working and communicating. Then they develop a specific action plan
to apply Versatility by adjusting their behavior to meet customers’ Style needs. This
results in better communication, understanding, and productivity. Throughout the
program, you will use:

= Presentation

= Facilitated Discussion

= |nteractive and individual exercises
= Video

The program contains approximately 5 1/2 hours of content, which can be divided
into several shorter modules. It can be effectively facilitated with a group of 6 to 25
participants. A minimum number of participants is required to achieve a mix of Styles
and an adequate level of interaction in group discussions, while too many participants
may present logistical problems that lessen the program'’s impact. If you cannot avoid
larger groups, a second facilitator may be needed.

VIRTUAL AND IN-PERSON DELIVERY

The program can be delivered either virtually or in-person. This guide provides
instructions on both modalities; when specific slides or instructions are necessary for
virtual delivery, those are clearly indicated in the “Notes” section. With virtual delivery, the
exercises can be conducted using “chat” and electronic meeting rooms.

Playing Video with Virtual Delivery

Playing videos with virtual delivery can be challenging. Fortunately, the major virtual
platforms have methods in place for playing video. We recommend testing your
platform'’s strategy so you understand its capabilities before you deliver the program.
This will help you avoid delays and frustration during the program.

Search using terms such as “how to play video on Zoom” to find the most current

methods. Most of the major platforms, such as Zoom, Microsoft Teams, WebEx, Blue
Jeans, and Adobe Connect have support pages with advice for playing video.

© The TRACOM Corporation, All Rights Reserved.



Program Objectives

At the end of the program, participants will learn:

= How to predict customers’ behavior.

= What causes stress for customers.

= How to recognize and meet their customers’ needs.

= How to prepare for meetings and tailor communication.

= How to earn customers’ trust

Materials and Preparation

IMPORTANT ACTION REQUIRED: Download all facilitator resources
(slide deck, videos, et al) for this program at:

teach-SFR.com

To ensure a successful program, become familiar with all materials, including the
Participant Workbook, and read the Video Scene Reference section at the end of this
guide to help you debrief the SOCIAL STYLE in Action video. Familiarize yourself with
the Session Composite Report so you'll know the Style and Versatility breakdowns of the
class.

If you're teaching virtually, familiarize yourself with the technology and use multiple
screens so you can see the learners along with the PowerPoint deck. Keep people
engaged by using the “chat” feature and interactive exercises. For more advice on
teaching virtually, see the section titled “Tips for Virtual Delivery” later in this guide.

© The TRACOM Corporation, All Rights Reserved.
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Profiles

This program includes an online multi-rater profile as pre-work. Prior to attending the
session, participants complete an online self-assessment and invite raters to provide
feedback. All feedback is aggregated into a personalized profile report for use during
the instructor-led session.

The profile comes in two parts: SOCIAL STYLE and Versatility. When possible, the two
parts should be delivered at separate times. For in-person delivery, this simply requires
having the profiles printed and organized for handing out to participants. For virtual
delivery, the options are described below.

VIRTUAL DELIVERY PROFILE OPTIONS

When delivering the program virtually, there are two options for distributing profiles
to participants. Note that when participants download their profiles, they receive both
SOCIAL STYLE and Versatility sections — these cannot be downloaded separately.

Recommended process: Participants download their Learner profile reports before the
program.

B The program administrator can set up your MAX session to automatically send
notifications to participants that their profiles are available to download once they
are generated.

= Alternatively, the administrator can select a specific date for profiles to be available
for download. When using this option, the notification to the Learner must be sent
manually as the MAX system does not currently provide notification emails on a
specific date.

Note: Both options allow participants to view their results before learning about Style
and Versatility in the training so communications to learners should clearly indicate that
the profile will be discussed and explained during the program.

Optional process: Participants download their Learner profile reports during the
program.

= This option requires that each participant access tracomlearning.com during the
program to download their profile.

= Participants will need to login using their username and password (unless they are
a single sign-on client, whereby they access their profile via the SSO link).

Note: For sessions with more than 25 people, we do not recommend this process
because participants often forget their usernames and passwords, which can disrupt the
delivery of the program.

© The TRACOM Corporation, All Rights Reserved.



Supporting Reports

Two reports are available to help facilitators prepare for the program: the Session Status
Report and the Session Composite Report.

SESSION STATUS REPORT

This report is available in the weeks leading up to a program and describes the number
of learners enrolled in the program and each individual's progress toward completing the
profile process. It indicates whether each person has adequate data to generate a profile
and whether their profile is available for download. It reports how often learners and
raters will be reminded and the initial date when profiles will generate.

SESSION COMPOSITE REPORT

This report would be downloaded after learner profile reports have been generated.

It helps you understand and plan for group dynamics by showing the number of
participants in each Style and Versatility category. Visual displays show each person

in their Style sub-quadrant and Versatility quadrant. Detailed information about Self
and Rater agreement is also provided. Facilitators can use this information to plan for
activities, for instance, dividing people into Style quadrants for the “Style Forum” activity.

HOW TO DOWNLOAD REPORTS IN MAX

Instructions on how to download these reports can be found through the Need Help?
link in TRACOM's MAX Survey Administration system.

® | oginto tracommax.com
®  Select Need Help? in the top right hand corner of the screen
®  Select the MAX Session Management section

®m  Select the video or instruction guide that corresponds to your MAX privileges -
either Download Session Reports for Facilitators or Download Session Reports for
Administrators

© The TRACOM Corporation, All Rights Reserved.
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Video: SOCIAL STYLE in Action

A two-part video is used a number of times during the session:
Introduction SOCIAL STYLE in Action — Part 1

Participants will view a team interaction and you will solicit
their observations. At this stage, observations are typically
subjective descriptions and judgments about the behavior of
team members.

Dimensions of Behavior SOCIAL STYLE in Action — Part 1

After teaching participants about the two dimensions of
behavior, you will play the same video segment a second
time and ask participants to observe verbal and non-verbal
behaviors for Assertiveness and Responsiveness. At this
point, participant observations should start to become more
objective compared to their preliminary observations.

SOCIAL STYLE Model SOCIAL STYLE in Action — Part 1

You will refer to (but not replay) the video and ask participants
to identify each character's SOCIAL STYLE. Later in this
section, participants will identify each character’s Need,
Orientation, and Growth Action.

Versatility Profile SOCIAL STYLE in Action — Part 2
In this section, you will play Part 2 of the video and ask

participants to observe behaviors of the characters in relation
to their Versatility.

© The TRACOM Corporation, All Rights Reserved.



Post-Training Application Tools

Participants with generated profiles can login at tracomlearning.com to access SOCIAL
STYLE Navigator and Passport.

SOCIAL STYLE NAVIGATOR®

To reinforce and apply learning beyond the classroom, participants have free and
unlimited access to SOCIAL STYLE Navigator, a resource that is accessible on phone,
tablet or computer. The SOCIAL STYLE Navigator includes:

m  SOCIAL STYLE Estimator, a brief survey to quickly estimate another person’s Style.

s SOCIAL STYLE Advisor, to help apply learning in the workplace. Topics are
organized into Managerial, Sales and Individual categories, and provide specific
advice for working with people of all Styles.

s E-Learning modules in three topics: Working in Teams, Coaching and Managing
Conflict.

SOCIAL STYLE PASSPORT

Participants also have access to SOCIAL STYLE Passport, a feature that allows them
to view how their profile would be scored using norms from another country or
region. Participants choose a country and the tool shows their results as scored
using that country’s norms. This is particularly helpful for people who travel and work
internationally.

© The TRACOM Corporation, All Rights Reserved.



Tips for Virtual Delivery

This course can be delivered virtually, as outlined in the PowerPoint deck and notes.
Virtual training is cost-effective, efficient, flexible, and it expands your teaching skills.

For your learners, virtual training allows them access to coursework and classes from a
comfortable, familiar setting—some people actually feel more compelled to contribute
when they're in a virtual meeting.

Some common missteps that facilitators make are: eliminating the “icebreaker” to kick
things off; allowing too many people to attend; and not seeing the need to be formal.

To avoid these missteps and improve the session, you'll want to:

Manage the content
e Engage your audience early and often
» Design short, engaging segments of 90 minutes of less

Limit class size to 25 or fewer learners
e Otherwise, you're conducting a webinar

Be poised, prepared and professional

e Dress a step above your audience

e Start and end on time

e No distractions on your side of the camera

Make it interactive
o Chats, breakouts, polls
e Ask learners to post their reactions: chat, polls, hand-raising, emojis, etc.

Pre- and post-training assignments
e Online assessments, pre-learning, follow-up exercises

Digitize materials that learners can complete online before, during or after the
training

Non-verbal behaviors make it feel personal

« Stand up if possible; give yourself space to emote

e Use your hands, nod, smile, enunciate and make eye contact to break through the
screén

Read the room

* Ask people how they're feeling rather than assuming their emotions
e Use 'uncomfortable pauses’ to draw engagement

e Call on people who are not contributing

e Listen... actively

© The TRACOM Corporation, All Rights Reserved.
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To make yourself better, try:

¢ Rehearse and record yourself

e Create an environment around you—it's your brand!
e Light yourself from the front

¢ |nvestin an external microphone

e Use additional computer monitors if possible

e Create a pre-session checklist

¢ Have a backup plan ready in case of technical issues
* Log onto the session 15 minutes prior to its start

e Open all documents prior to entering

¢ Organize all screens prior to entering and practice beforehand
e Ensure you enter with camera and microphone on

e Ensure you are not showing the “nostril view"

e Ensure your face is well illuminated and you are framed well

© The TRACOM Corporation, All Rights Reserved.



How to use SOCIAL STYLE Beyond
this Program

This program teaches people how to communicate and work together more effectively,
but SOCIAL STYLE and Versatility can affect entire cultures for the better. The skills
taught in this program affect areas such as team effectiveness, conflict, coaching,
delegation, and emotional intelligence.

Look for opportunities to expand the impact of this program. Here are some ideas:

1.

Become familiar with SOCIAL STYLE Navigator and make sure your learners know
about it and how to access it. This resource contains a wealth of advice that can be
used by people in any role or industry. It also contains the Style Estimator, a brief
survey to estimate the Style of another person, helping to understand and work more
effectively with others.

Schedule regular training programs, for example quarterly “booster” programs. You
can leverage the SOCIAL STYLE Navigator for content.

Schedule eLearning courses between regular scheduled trainings. In SOCIAL STYLE
Navigator there are three additional eLearning modules that you can assign to
learners: Coaching with Style, Managing Conflict with Style and Working in Teams
with Style.

Tie SOCIAL STYLE and Versatility into other training programs you are conducting.
Whether you are doing technical training, position-specific training, or another soft
skills program, you can create conversations and set up exercises where learners
discuss Style concepts and how they relate to the topics being discussed.

Leverage the Advice section in SOCIAL STYLE Navigator and write down 52 different
topics that are critical to the success of your team members. Turn those 52 topics
into a 52-week email campaign where each week you send team members short
emails about different topics relating to their SOCIAL STYLE.

Use Style identifiers in face-to-face and virtual meetings. For face-to-face meetings,
print table tents for each person with their Style on it. For virtual meetings, ask team

members to edit their name and add their Style at the end of their name. Even if you
do not talk about Style specifically, the visuals will serve as a reminder and keep Style
relevant in your meetings.

Kick off meetings by asking team members to share a “SOCIAL STYLE Story” of

a situation they experienced recently where they observed Style and Versatility
dynamics. This will give people an opportunity to share success stories and learning
opportunities.

Last, but not least, TALK ABOUT SOCIAL STYLE. The more you learn about SOCIAL
STYLE and Versatility, the more you will realize it is relevant in every interaction you
have and the goals you need to achieve. Imagine teams and organizations of people
who understand their Style and consider the Style of others while working with them.

© The TRACOM Corporation, All Rights Reserved.
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Recommended Agenda

This agenda can be printed as an aid to help you keep track of time during the program. Fill
in the specific times for your course in the left column.

Time

Topic(s)

Virtual
Time

In Person
Time

Slides

Course Overview

Steps for Increasing Interpersonal Effectiveness
What You'll Learn

Versatility: A Key Element of Sales Performance
Introductions

Style in Action Video Part 1

Exercise: My Customer — First Impressionss

41 Minutes

41 Minutes

1-7

Dimensions of Behavior

Observable Behaviors vs. Personality

Say & Do Behaviors

Assertiveness

Assertiveness Behaviors

Exercise: Assertiveness Observations

Exercise: Customer: Assertiveness Observations
Responsiveness

Responsiveness Behaviors

Exercise: Responsiveness Observations

Exercise: Customer: Responsiveness Observations

59
Minutes

59
Minutes

8-19

SOCIAL STYLE Model

SOCIAL STYLE Model

SOCIAL STYLE Descriptions
Exercise: Style in Action

Exercise: Customer's SOCIAL STYLE
Need, Orientation, and Growth Action
SOCIAL STYLE Key Characteristics
SOCIAL STYLE Behaviors

Customer Behaviors

Customer Tension

Backup Behavior

Meeting Customer Needs
Observing Style Virtually

Key Points

67 Minutes

67 Minutes

20-44

10
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Time Topic(s) Virtual |In Person | Slides
Time Time
SOCIAL STYLE Profile 39 39 45-57
« Assertiveness Norms Minutes Minutes
¢ Responsiveness Norms
¢ Profile Review
e Exercise: Know and Control Yourself
e Know Others: Techniques for Observing Style
End Module One 206 206
minutes minutes
(3 hours, (3 hours,
26 26
minutes) | minutes)
Versatility 21 minutes | 21 minutes | 58-61
o Versatility Introduction
e Four Sources of Versatility
e Exercise: Versatility in Action
Versatility Profile 30 30 62-70
o Versatility Quadrants Minutes Minutes
¢ Meaning of Versatility Positions
e Overall Versatility
e Versatility in Detail
¢ Profile Review
Steps for Increasing Interpersonal Effectiveness 65 65 71-81
»  Preparing for Meetings Minutes Minutes
¢ Tailoring Messages
e Using Versatility to Earn Trust
o Exercise: Versatility Action Plan
¢ Observing Versatility Virtually
Next Steps 7 Minutes | 7 Minutes | 82-92
¢ SOCIAL STYLE Navigator
e SOCIAL STYLE Passport
End Module Two 123 123
minutes minutes
(2 hours, (2 hours,
3 minutes) | 3 minutes)
TOTAL TIME 329 329
minutes minutes
(5 hours, | (5 hours,
29 29
minutes) | minutes)

11
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Slide 1

@ SOCIAL STYLE

Selling for Results ™
2 Minutes

WELCOME participants to the session and REVIEW key points about TRACOM'’s SOCIAL STYLE Model:

= One of the most widely used and highly regarded behavioral models in use today.

= Will help you develop insight about your behavioral strengths and weaknesses, and your customers’
behavioral preferences.

= Originally developed in the 1960s by psychologists David Merrill and Roger Reid.

= Used worldwide by millions of people.

PROGRAM BENEFITS

SAY Working successfully with customers depends on developing good relationships. You can do this by
understanding your own Style and, more importantly, other people’s Styles. This allows you to practice
Versatility by adjusting your behavior to meet other people’s Style preferences. Research shows that people
who consistently show Versatility are more effective in their jobs than people who don’t show Versatility.

12
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Slide 2

Steps for
Increasing O or thara
Interpersonal Control
Effectiveness rse'f %
Recognize your impact on / \
others
Manage your own behavior
Objectively observe others Know Know
Help meet others’ Style needs fousely Othes
@ SOCIAL STYLE

5 Minutes (Workbook, page 2)

SAY This program will bring you on a journey. The ultimate goal is to work more effectively with your
customers and others. We’'ll get there through a process that starts with understanding yourself and how your
behavior affects your productivity and relationships. We refer to these as “know yourself’ and “control yourself.”

Most importantly though, you'll begin to focus on understanding others and their preferences for getting work
done. This is called “know others.” With this understanding of others’ behavioral styles, you’ll begin to practice
your Versatility, which is “do something for others.”

We'll talk more about these four steps later, but as we progress through the program, you'll see how they are
applied.

By the end of the program, you’ll have insight into your own Style and behavior, and the Style of at least one of
your customers. You'll build on this knowledge to develop more effective ways of working with your customers
through practicing Versatility.

13
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Slide 3

2

@ SOCIAL STYLE

What You’ll Learn

. How to earn customers’ trust.

© The TRACOM Corporation. All Rights Reserved

1. How to predict customers’ behavior.

2. What causes stress for customers.

3. How to recognize and meet their needs.
4. How to prepare for meetings and tailor communication.
5

Minutes

SAY Ultimately, this course will help you have more success with your customers. In particular, you're going to
learn specific strategies:

How to predict your customers’ behavior, and an understanding of why they behave that way.

What causes customers to become stressed, and how your own behavior can contribute to this.

How to recognize their needs and meet those needs.

How to prepare for meetings and tailor your communication to different customers.

Ultimately, how to earn their trust.

14
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Slide 4

SOCIAL STYLE & VERSATILITY
A KEY ELEMENT OF SALES PERFORMAN CE

As aresult of SOCIAL STYLE and Versatility Training, sales professionals report that

92% 87% 58%

developed more Increased their ability to reported they

POSITIVE CUSTOMER INFLUENCE OR CLOSED SALES THEY
RELATIONSHIPS PERSUADE CUSTOMERS ~ MIGHT OTHERWISE
NOT HAVE

@ SOCIAL STYLE

> The TRACOM Corporation. All Rights Reserve

2 MINUTES (Workbook, page 4)

SAY In the first part of the program, you’ll learn about Style. This will help you understand your customers and
how they prefer to interact with you.

The second part of the program focuses on Versatility, which is how well you meet others’ Style needs.
Versatility is the application of SOCIAL STYLE—when you understand your customers’ Style needs, you can
help them meet those needs. This helps them feel more valued and sets the stage for them to have a better

relationship with you. If you consistently show Versatility, you can be more effective.

You can read the stats on this slide. Research has found that salespeople who practice SOCIAL STYLE and
Versatility have more success.

15
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Slide 5

@ SOCIAL STYLE

Introductions
1. Name
2. Job Role

3. Anonymous Customer — What is Most
Frustrating

he TRACOM Corporation. All Rights Reserved

10 Minutes
Have participants introduce themselves by revealing the topics listed on the slide.

ASK participants to think of one customer they have a difficult relationship with, and briefly describe their main
frustration(s) with this person WITHOUT NAMING THE PERSON.

If Group is too large for verbal introductions, do this through chat.

TIP: You might want to record participants’ “What is Most Frustrating” on a flip chart (or virtual white board).
The purpose of the session is to learn how to improve these relationships.

= Make sure you have a Profile for each participant who completed the online Questionnaire by the deadline.

= DO NOT pass out the Profiles at this time.
= |f you are delivering a virtual program, options and instructions for downloading profiles are given later in this

guide.

16
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Slide 6

Style in Action

Observations

Opinions

Kyle Lana

e TRACOM Corporaton, Al Fighis R @soanL STYLE

15 Minutes (Workbook, page 5)

INTRODUCE the video: Four individuals participate in a meeting to discuss a product that is missing a client’s
expectations.

ASK participants to write down their observations and opinions of each character on page 5 of the Participant
Workbook.

PLAY Video Part 1.

DEBRIEF the video by asking participants to briefly share their thoughts on the characters. Many of the
participants’ comments will be subjective observations.

17
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Slide 7

My Customer — First Impressions

Consider the customer you identified earlier. Give them a fictional name
and write down:

= First impressions you had of that person (from your first interactions)

TheTh poraion Al Rights Reserv @socmL STYLE

5 Minutes (Workbook, page 6)
SAY Think about the customer you identified during our “Introduction” exercise.

SAY Give your customer a fictional name and then write down:

®  First impressions you had of that person (from your first interactions).
DEBRIEF the exercise by asking participants to briefly share the information about their customer.

SAY The information you shared is typical about how we feel about and react to others. Some information is
objective and observable—and some of it is subjective (how we feel about them). Today, we’re going to show
you a more objective and reliable way to understand behavior; then based on this, find ways to work more
effectively and with less frustration.

18
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Slide 8

@ SOCIAL STYLE

Dimensions of Behavior

© The TRACOM Corporation. All Rights Reserved.

SAY We’re going to talk about behavior and how to accurately observe people’s behavior.

19
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Slide 9

Observable Behaviors vs. Personality

9 Behavior
& What you say (verbal) and

do (non-verbal)
Observable behavior

Say / Do
Personality
Interpersonal behavior

5@4 What you say and do when
interacting with other people

©

o

SOCIAL STYLE®

A pattern of actions others
can observe and agree on for
describing one’s behavior

Personality

Everything a person is: their
ideas, values, hopes and
dreams

@ SOCIAL STYLE

4 Minutes (Workbook, page 7)

SAY Behavior and personality are not the same things. Observable behavior is like the crust of a pie.

Personality is like the inside and outside of the pie.

ASK What makes up personality?

CONDUCT a quick facilitated discussion to solicit participants’ responses. They should say things such as:

=  Values, hopes, attitudes, beliefs.
=  Things that are not necessarily observable.
=  These internal qualities are more subjective in nature.

SAY Style is like the crust, because it's on the outside and observable. By observing behavior, we can find
ways to define and discuss what we see. Then, we can begin to understand how this behavior affects

ourselves and others.

20
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Slide 10

JUdgmentS

Honest

Say & Do
Behaviors

I like him

Intelligent He annoys me

She interests
me

Arrogant

Motivated
He irritates me
Self-centered
| distrust her
Sincere
| hate him
Critical
| trust him

)

e TRACOM Corporaton. Al Rights Reserv @soqALsmE

5 Minutes (Workbook, page 8)

SAY When we first meet people, we often form immediate impressions, even after just a few seconds. This is
subconscious (below our level of awareness) and happens immediately.

DESCRIBE

Traits Column: What we think we know about a person, based on interactions; subjective opinions.
Judgments Column: Our reactions to others; conclusions or evaluations we make, based on our subjective
opinions.

Observable Behavior Column: Things others “Say and Do”; more objective and observable behaviors.

SAY Traits and Judgments are most subjective in nature and contain positive or negative descriptions.
Observable Behavior is objective and contains no positive or negative value.

Observable Behavior is an important tool for assessing others’ Styles. By focusing on Observable Behavior,
you gain objectivity, which is critical for understanding people’s Styles.

21
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Slide 11

Assertiveness
and
Responsiveness

@ SOCIAL STYLE

SAY We measure observable behavior on two dimensions: Assertiveness and Responsiveness

22
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Slide 12

Assertiveness
The degree to which we “ask” or “tell” when interacting with others

More Asking Telling More
Asking with some with some Telling
Telling Asking

The TRACOM Corporation. All ights Reseevec @socmL STYLE

2 Minutes (Workbook, page 9)

SAY To become more effective with others, we follow a behavioral model. There are two dimensions of
behavior that define SOCIAL STYLE: Assertiveness and Responsiveness.

Assertiveness is the degree to which we ask or tell when interacting with others. The two anchors for
Assertiveness are Ask on the left side of the continuum and Tell on the right side of the continuum.

Assertiveness is a measurement of how we try to influence others to take action. If you are more “Tell”
Assertive, you state your opinions directly. You tend to declare your viewpoints and try to direct the actions of
others.

For example, if you want to have lunch with someone, you might say, “Let’s have lunch today!”

If you are more “Ask” Assertive, you tend to be more cautious and reserved about sharing your opinions. You
attempt to influence others in a more quiet, low-key, questioning manner.

For example, if you want to have lunch with someone, you might say, “Would you like to have lunch with me
today?”

23
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Slide 13

Y\4 Verbal Behaviors

Assertiveness Slower ' Pace of Speech . Faster
Behaviors Less ' Quantity of Speech . More
Quieter ' Volume of Speech . Louder

ASKS 4HNEENNI INNNENED TELLS

Relaxed ‘ Use of Hands . Directive
Lean Back ‘ Body Posture . Lean Forward
Less Direct ‘ Eye Contact . More Direct

m Non-Verbal Behaviors

The TRACOM Corporation, AllRights R @SOCIALSTYLE

3 Minutes (Workbook, page 10)

SAY The Assertiveness scale helps predict a person’s behavior because it represents a “theme” or typical
pattern. There are verbal and non-verbal clues to indicate a person’s Assertiveness.

ASK participants for examples of verbal and non-verbal clues for Ask-Assertive and Tell-Assertive individuals.
DESCRIBE the verbal and non-verbal indicators of Assertiveness:

Verbal: Ask-Assertive individuals use a slower pace, less quantity (fewer words), and quieter volume. Tell-
Assertive individuals use a faster pace, talk more, and a louder volume.

Non-Verbal: Ask-Assertive individuals show relaxed hands and gestures, lean back, and use less direct eye
contact. Tell-Assertive individuals have a directive use of hands, lean forward, and use more direct eye
contact.
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Assertiveness Observations

Verbal Clues

Non-Verbal Clues

Kyle

@ SOCIAL STYLE

10 Minutes (Workbook, page 11)
PLAY the same Video Part 1, again, now that participants have been introduced to Assertiveness.

ASK them to observe verbal and non-verbal “Say and Do” behaviors and record their observations on page 11
of their Participant Workbook.

DISCUSS video characters related to Assertiveness.

ASK participants to share some subjective “Say and Do” verbal and non-verbal behaviors of each of the team
members. Think about speech characteristics such as pace, quantity, and volume for verbal behaviors and use
of hands, posture, and eye contact for non-verbal behaviors.

ASK What is different about your observations from the first time you saw the video? (Answer: They are much
more objective.) This contrasts with the subjective observations participants made earlier.

ASK Based on your understanding of the Assertiveness dimension, where do you think each of the characters
falls on the Assertiveness continuum?

SAY Assertiveness is neither positive nor negative; it is neutral. There is no good or bad place on the
Assertiveness scale. Your level of Assertiveness only becomes positive or negative when used appropriately
or inappropriately.
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m Non-Verbal Behaviors

@ SOCIAL STYLE

10 Minutes (Workbook, page 12)

SAY Using the customer that you identified earlier, think about, and then write down, that person’s
Assertiveness behaviors. Include the person’s verbal and non-verbal behaviors. Think about their speech
characteristics such as pace, quantity, and volume for verbal behaviors and use of hands, posture, and eye
contact for non-verbal behaviors.

DEBRIEF the exercise by asking participants to briefly share the information about their customer’s Ask or Tell
Assertive behaviors.

RECORD their information on a virtual white board or flip chart.
ASK What is different about your observations from the first time you described this person?
Answer: They are much more objective. This contrasts with the subjective observations participants made

earlier.

ASK Based on your understanding of the Assertiveness dimension, where do you think your customer falls on
the Assertiveness continuum?

EMPHASIZE that Assertiveness is neither positive nor negative; it is neutral. There is no good or bad place on
the Assertiveness scale.
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2 Minutes (Workbook, page 13)

SAY Responsiveness is the degree to which people tend to control (don’t outwardly display emotions) or
emote (outwardly display emotions).

The two descriptive anchors for the Responsiveness scale are Controls on the top of the continuum and
Emotes on the bottom of the continuum.

Responsiveness is also the extent to which you react to emotional appeals or displays.

If you control your emotions, you usually don’t react to emotional appeals and are more likely to focus on
ideas, data, and tasks. You are less likely to share your feelings publicly.

If you are more emoting, you share and display your emotions with others. You are more likely to respond to
emotional appeals and displays from others.

27

© The TRACOM Corporation, All Rights Reserved.

Facilitator
Guide




FACILITATION

Slide 17

Responsiveness Behaviors
Y4 Verbal Behaviors m Non-Verbal Behaviors
Controls
a
Less Inflection Task Facts / Data = Less Rigid Controlled
]
h h [ h b b
Emotion Subjects Form of Use Body Facial
in Voice of Speech Descriptives of Hands Posture Expression
\ 4 A 4 \ 4 = N \ 4 \ 4
More Inflection People Opinions / Stories = More Casual Animated
L 4
Emotes
The TRACOM Corporaton. Al Rights Ressrve @socmsmt

3 Minutes (Workbook, page 14)

SAY The Responsiveness scale, like the Assertiveness scale, helps us to predict a person’s behavior because
it is a “theme” or typical pattern.

ASK participants for their opinions on the verbal and non-verbal clues of Control- and Emote-oriented
individuals.

DESCRIBE the verbal and non-verbal clues to responsive behavior as noted on the slide.
SAY Responsiveness is neither a positive nor a negative quality; it is neutral.

Assertiveness and Responsiveness do not affect each other — they are independent of each other.

28

© The TRACOM Corporation, All Rights Reserved.



Facilitator
Guide

Slide 18

Responsiveness Observations

Verbal Clues

Non-Verbal Clues

Kyle

.. A Rights Rasorve @SOCIALSTYLE

10 Minutes (Workbook, page 15)

REPLAY Video Part 1 again, now that participants have been introduced to Responsiveness.

ASK participants to observe verbal and non-verbal Say/Do behaviors.

SAY Think about verbal clues such as vocal emotion, subjects, and what each team member describes. What
did you observe? For non-verbal clues, think about use of hands, posture, and facial expressions.

ASK Based on your understanding of Responsiveness, where do you think each of the characters falls on the
Responsiveness scale?

SAY The Assertiveness and Responsiveness dimensions assess behavior, not personality or intelligence, and
they are independent of each other.
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10 Minutes (Workbook, page 16)

SAY Using the customer that you identified earlier, think about, and then write down, that person’s
Responsiveness behaviors. Include their verbal and non-verbal behaviors. Think about speech characteristics
such as emotion in their voice, subjects of speech, forms of descriptors, and non-verbal behaviors such as use
of hands, body posture, and use of facial expressions.

DEBRIEF the exercise by asking participants to briefly share the information about their customer’s Control or
Emote Responsiveness Behaviors.

RECORD their information on a virtual white board or flip chart.
ASK What is different about your observations from the first time you described this person?
Answer: They are much more objective. This difference contrasts with the subjective observations participants

made earlier.

ASK Based on your understanding of the Responsiveness Dimension, where do you think your customer falls
on the Responsiveness continuum?
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@ SOCIAL STYLE'

SOCIAL STYLE Model™

© The TRACOM Corporation. All Rights Reserved

SAY Now that you understand Assertiveness and Responsiveness, we'll see how they form the SOCIAL
STYLE Model.
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The TRAGOM Gorporaton. Al Rghts Reserv @SOCIALSTYLE 2

4 Minutes (Workbook, page 17)
CLICK TO REVEAL EACH QUADRANT
SAY By combining Assertiveness and Responsiveness, the four SOCIAL STYLEs are formed.

No individual will display one Style exclusively; but, in a short time, you can determine the patterns that define
a person’s Style. Once you know a person’s Style, you can adjust your behavior to develop a more effective
relationship.
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The TRACOM Gorporaton. Al Rights R @SOCIALSTVLE

5 Minutes (Workbook, page 18)

CLICK TO SPEAK ABOUT EACH QUADRANT (text becomes darker)

Review the summaries for each Style. Note that each Style contains positive descriptors and one negative
descriptor. This illustrates the significance of perception. A Driving Style person might see themselves as
Independent, Formal, and Practical, while others might perceive the same behavior as Dominating.

Solicit questions/ comments.

KEY POINTS:

B Style descriptions are generalizations about each Style.

®  People with the same Style exhibit similar behaviors, but are still individuals.
|

Perceptions can vary. What you see as strengths in yourself, others might view negatively.
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Style in Action

What Style is each
Character?

Kyle

The TRACOM Corporaton. Al Rghts Reservec @SOCIALSTYLE 2z

3 Minutes (Workbook, page 19)
REFERENCE the video characters from earlier exercises.
ASK What do you think the SOCIAL STYLE of each video character is?

DISCUSS the behaviors of the characters and how those are indicative of their Styles.

IMPORTANT: Do not advance the slide until you’ve discussed the behavior of each character. The next
slide reveals each characters’ Style.
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Lana Kyle
Asks @ Tells

Amiable Expressive

Emotes

Abby

The TRACOM Corporaton. Al Rights Resery @SOCIALSTYLE 2

2 Minutes (Workbook, page 19)

Kyle — Driving
Lana — Analytical
AJ — Amiable

Abby — Expressive

DISCUSS the behaviors of the characters and how those are indicative of their Styles.
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@ SOCIAL STYLE

5 Minutes (Workbook, page 20)

SAY Using the customer that you identified earlier, determine their Style. This is only a preliminary estimate.
As we continue through the program, you might re-estimate the person’s Style.

DEBRIEF the exercise by asking participants to share their customer’s Style, and how this behavioral
assessment relates to their initial impressions of the person (which may have been more subjective).

RECORD their information on a virtual white board or flip chart.

SAY You will use their Style as a framework for developing more effective interactions with this person.
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Need, Orientation, and Growth Action
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Growth Action

Behavior that is rarely used by each Style. Using
this behavior more often would increase this
Style’s effectiveness

The TRACOM Gorporaton. Al Rights R @SOCIALSTVLE

2 Minutes (Workbook, page 21)

SAY Remember that the Style descriptions are generalizations about each Style. While people with the same
Style generally exhibit similar characteristics, each person is still unique.

SAY Each Style has a Need, an Orientation, and a Growth Action. By recognizing these things about each
Style, we can understand their motivations and what drives their behavior.

DEFINE:

Need — The goal of each Style.

Orientation — The common behavior used to achieve the need.

Growth Action — Behavior that is rarely used by each Style. Using this behavior more often would increase
this Style’s effectiveness.

SAY Understanding the need, orientation, and growth action of each Style will help you better relate to others’
Styles and enhance your effectiveness with them.
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The TRAGOM Corporation All Rights Resery @SOCIALSTYLE

6 Minutes (Workbook, page 21)
CLICK TO REVEAL THE TEXT IN EACH QUADRANT.
REVIEW each Style.

ASK How do need, orientation, and growth action manifest themselves in the video characters? Specifically,
how does each team member’s behavior show their need, orientation, and growth action?

38

© The TRACOM Corporation, All Rights Reserved.



Slide 28

Controls
Analytical Driving
SOC IAL S I I LE Slower-paced Faster-paced
B h H Make efforts to organize Want to set the pace
e aVIOI'S Less concern for relationships Less concern for relationships
Work in historical timeframe Work in present timeframe
Take action cautiously Direct the actions of others
Avoid personal involvement Avoid inaction
Asks _@_ L=
Amiabl Expressive
Slower-paced Faster-paced
Make efforts to relate Make efforts to get involved
Less concern for effecting change Less concern for routines
Work in present timeframe Work in future timeframe
Show supportive action Act impulsively
Avoid Conflict Avoid isolation
Emotes
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5 Minutes (Workbook, page 22)
CLICK TO SPEAK ABOUT EACH QUADRANT

DESCRIBE the typical behaviors of the four SOCIAL STYLEs. These behaviors are related to the Style needs,
orientations, and growth actions.
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» Speaks more than others
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speak about various topics

+ Direct with opinions
* May confront

Emotes

@ SOCIAL STYLE

4 Minutes (Workbook, page 23)
CLICK TO REVEAL THE TEXT IN EACH QUADRANT.

REVIEW the customer behaviors. These behaviors are typical Style-related behaviors specific to working with
customers.

ENCOURAGE participants to share stories about their customers.
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6 Minutes (Workbook, page 24)

ASK Given a customer’s Style need and typical behaviors, what will cause stress for them?

FACILITATE a discussion of each Style before revealing the text.

CLICK TO REVEAL THE TEXT IN EACH QUADRANT.

The Driving Style need is results, so what's going to raise their tension in a sales meeting?

= Lack of focus; disorganization; not being allowed to state their opinions; no bottom-line solutions; progress is
too slow.

Expressive Style stressors:

= Not being recognized; too many details; too much structure without free-flowing conversation; not enough
focus on future possibilities.

Amiable Style stressors:

= Too much formality; lack of collaboration towards solutions; focus on the sale instead of on long-term
relationship; too much change too quickly.

Analytical Style stressors:

= Lack of structure and clear outcomes; pushiness to achieve quick sale; focus on generalities without
considering details; too much change without considering consequences.

ENCOURAGE participants to share stories about their customers.
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5 Minutes (Workbook, page 25)
CLICK TO REVEAL THE TEXT IN EACH QUADRANT.

SAY When customers are feeling stressed, their behavior can be categorized: each Style falls into a type of
extreme backup behavior to try and reduce tension.

DESCRIBE each Style’s backup behavior. Remember, each Style’s goal is to get their Style need met.

ASK What are some common ways that each Style might show their backup behavior?

= Driving: Will get frustrated by slow progress or barriers and try to take control of the situation.

= Expressive: Will get upset if they aren’t given opportunities to express themselves or show their
contributions, and might verbally confront others.

= Amiable: If they feel that a relationship is being threatened, they will stay quiet and acquiesce instead of
firmly stating their opinions.

= Analytical: If they feel that things are moving too fast without taking into account important details, they will
withdraw and refuse to contribute.

SAY Next we’ll talk about some specific strategies for working with customers.
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@ SOCIAL STYLE

8 Minutes (Workbook, page 26)

ASK With these backup behaviors in mind, and understanding what causes stress for each Style, what are
some ways to meet your customers’ needs? Start with the Driving Style, what ideas do you have?

CLICK TO REVEAL THE TEXT IN EACH QUADRANT.

REVIEW the needs and strategies to meet each Style’s needs and facilitate discussion of each Style.

ENCOURAGE participants to share stories about their customers.

© The TRACOM Corporation, All Rights Reserved.
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@ SOCIAL STYLE

Observing Style
Virtually

> The TRACOM Corporation. All Rights Reserved.

10 Minutes (whole section on Observing Style Virtually)

SAY Working with customers and trying to sell remotely has its own unique challenges. You can still use Style
to your advantage. Let’s briefly see how people of different Styles might communicate using text messages.
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Reaching out to see if you’ve had
a chance to view the video | sent

on our latest tech upgrades.
What do you think?

The TRACOM Corporation. Al Rights Reserv @socmL STYLE

The following five slides are examples of “observable” behavior in text messages.

SAY By observing the behaviors of others, even through simple communication like texting, we can TRY to
determine how people prefer to communicate and prefer to be communicated with.

Review example slides:
There is a lot of change happening at our organization, so | sent this text to four of my customers. Then |

waited for their responses.
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Reaching out to see if you’ve had
a chance to view the video | sent

on our latest tech upgrades.
What do you think?

Hil It's a lot of change coming fast.
My team will need training on the
new features. Can you help us
with that?

The TRAGOM Corporation Al Rghts Reserved @ SOCIAL STYLE' 35

SAY Here is the first response from a customer.
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Reaching out to see if you've had
a chance to view the video | sent

on our latest tech upgrades.
What do you think?

It's exciting! | took a quick look
and the new features look great!
I'll call you next week!

RACOM Corporation. AllRights Reserve @soanLsmE

SAY This is the second response from another customer.
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Reaching out to see if you've had
a chance to view the video | sent

on our latest tech upgrades.
What do you think?

| think the new upgrades will
help us be more efficient and save
some effort. However, before we adapt
the new release, we’ll need to plan for
my team to be trained. Do you have a
process in place for this?

¢ TRAGOM Corporation All Rights Reserved @soqAL STYLE'

SAY Here’s the response from a third customer.
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Reaching out to see if you've had
a chance to view the video | sent

on our latest tech upgrades.
What do you think?

Looks good.
I'll call you when I'm ready to
implement.

RACOM Corporation. AllRights Reserve @soanLsmE

SAY And finally, this response from a fourth customer.

Keep these texts in mind as we’ll be revisiting them later.
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Name that Style!

Reaching out to see if you've had
a chance to view the video | sent

on our latest tech upgrades.
What do you think?

@ SOCIAL STYLE' %

SAY This is the text | first sent out. How about the responses | received? Knowing what you know so far about

SOCIAL STYLE, can you guess which Style each response is from?
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The TRACOM Corporation. AllRighs Reserve @soaAL STYLE

SAY Which Style might this person be?
AMIABLE
SAY This person is personable (“Hi!”) and concerned that things are moving fast. They are showing concern

for the team’s ability to adapt the new technology, and they specifically ask for help. It indicates Ask
Assertiveness and Emote Responsiveness.
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RACOM Corporation. All Rights Reserved
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@ SOCIAL STYLE

ASK How about this one—what Style?

EXPRESSIVE

SAY This person uses a lot of exclamation marks to show enthusiasm and wants to interact. They also
mention “I took a quick look,” indicating they didn’t pay close attention to the video or details. It indicates Tell

Assertiveness and Emote Responsiveness.
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ASK Which Style might this person be?

ANALYTICAL

SAY This person likes things to be efficient but is hesitant to adapt the new technology until the team is trained

and ready. They also ask a clarifying question — “Do you have a process in place for this?” It indicates Ask
Assertiveness and Control Responsiveness.
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@ SOCIAL STYLE

ASK And finally, what Style might this be?
DRIVING

SAY This person is being direct and brief. They also communicate that they will initiate contact when they're
ready (“Don’t call me, I'll call you.”). It indicates Tell Assertiveness and Control Responsiveness.
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@ SOCIAL STYLE

Key Points

1. Style is not personality.

Style refers only to observable behavior.
Behavior is a continuum, not an “either/or.”
People behave with one Style most of the time.
There is no “best” Style.

o rODd

© The TRACOM Corporation. All Rights Reserved

2 Minutes (Workbook, page 28)

REVIEW the key points.

® Style is not personality.

® Style refers only to observable behavior.

® Behavior is a continuum, not an “either/or.”

¢ People behave with one Style most of the time.
°

There is no “best” Style.
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@ SOCIAL STYLE'

SOCIAL STYLE Profile

© The TRACOM Corporation. All Rights Reserved.

SAY Now that you’re familiar with the Model, each of you will review your own SOCIAL STYLE Profile.
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The TRACOM Corporation. AllRighs Reserve @socmsmt
2 Minutes

SAY Before you read your SOCIAL STYLE Profile, let me describe how your results are determined. The
dimensions of behavior are normed. This means that Assertiveness is reported in quartiles.

Review the information on the slide concerning percentiles of people in each of the four quartiles.
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The TRACOM Corporaton. Al Righs Reserv @socmL STYLE
2 Minutes

SAY In the same way, Responsiveness is reported in quartiles.

Review the information on the slide concerning percentiles of people in each of the four quartiles.
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20 Minutes

REVIEW the Profile pages on the following slides so participants understand the layout of the profile. After
you've reviewed the slides, distribute individuals’ profiles.

If delivering a virtual program, participants will have already received their profiles. Note that you are only
covering the SOCIAL STYLE section of the profile; the Versatility profile will be reviewed later.

PROVIDE ample time for participants to read and absorb their profiles. Do not continue until it is evident that all
participants have finished reading their profiles.

ASK if there are any questions, surprises, or concerns.
ASK If your self-perception results were different, what might have caused the difference in views?

EXPLAIN TRACOM'’s research shows that over 50% of the time, people see themselves differently from how
others see them. Reiterate that there is no “best Style” and all Styles can be successful salespeople. Offer to
be available during the break to answer individual questions or concerns.

NOTE: It is recommended that you take a break here and make yourself available for one-on-one
conversations as participants may have questions or concerns they do not want to discuss publicly.
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Your SOCIAL STYLE®

Introduction e SOCIAL STYLE
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@ SOCIAL STYLE

Continue reviewing.
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Driving Style In-Depth
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@ SOCIAL STYLE

Continue reviewing.

61

© The TRACOM Corporation, All Rights Reserved.



FACILITATION

Slide 51

’*style in Action —————— Strengths and Weaknesses

oot prmiprentr i

betaiorin arde aimpreve.
o You Prefer 10 Use Time
Your Shle Suengths Hiaw Your Stengihs Aflect Others:

= bt et ety b e ok e s g o o

L ——
ing e

Han You Preferto Make Desisions

v
L PR S —

Your Shle Wenknesaes o Your Weclnesses Afec Othera
. o

: fonused on axrumang pour own gos : e contred

: ihis may be unrrakome ° impacd upon e

: uning aver athers and nat comidering. . ot e 1o omers

e e g

[ ———
prlaniahiniel

© The TRACOM son. All Righs Reserved @SOCIAL STYLE' st

Continue reviewing.
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Key SOCIAL STYLE® Reminders

Your Style is the theme of your behavior
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Continue reviewing.
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@ SOCIAL STYLE'

Virtual Delivery:

How to Access Your Profile
1. Login at tracomlearning.com

2. Enter username and password

3. Download your report

© The TRACOM Corporation. All Rights Reserved

OPTIONAL: FOR VIRTUAL DELIVERY ONLY.
USE THE NEXT TWO SLIDES IF LEARNERS DOWNLOAD THEIR PROFILES DURING THE SESSION.

20 Minutes
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ene @ Media Library « TRACOM © X | [3] Feed | Linkedin x| @ as|

C @ tracomlearning.com|
i apes [l @ tracomlearning.com ':
a

tracomlearning.com - Google Search

Register

s

B8 2. Enter your username
and password and press

@ SOCIAL STYLE

SAY Login to tracomlearning.com. Use the same username and password as when you completed the
assessment (survey).
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Download your profile by
navigating to the "Profile Reports”

TRACOM irarning

section and clicking the
“Download” icon

@ SOCIAL STYLE v3

Profile Test 3.1 Report
@) Profile Reports

MY PROFILE REPORT

Q) 1raining Materials

IMPROVING PERSONAL EFFECTIVENESS ONDEMAND PARTICIPANT PACKAGE Ea

@ Application Toals

@ SOCIAL STYLE

SAY Your profile will be listed under “Profile Reports.” Click to download as a pdf.

Note: If the Learner selects the download button and the PDF does not open up (i.e., the screen just flashes),
it is an indicator that their pop-up blockers are on. They need to allow pop-ups from tracomlearning.com and
click the download button again. The profile report will open in a separate window. They can then save the

profile report locally if they wish.
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Know and Control Yourself
SOCIAL STYLE Ml);gtxjgrg%r;emgrgg;gt frustrate bogr?a‘\m?rg | can do to control my Style
Driving .
Expressive .
Amiable [ 3
Analytical [ 3
The TRAGC fon. Al Rights Reserve @socms*m[

10 Minutes (Workbook, page 29)

The purpose of this exercise is to help people begin to understand how some of their Style behavior can be
challenging for customers and others. A later exercise will require learners to determine specific ways they can
increase their Versatility towards people of other Styles.

SAY Each of us has behavior that frustrates others. Write down a brief list of your Style behaviors that frustrate
customers of other Styles. Then, determine one specific thing you can do to control this behavior. Use the
insights you discovered from your profiles to help.

ASK for volunteers to provide a sample of responses and write them on a flipchart. If delivering virtually,
learners can chat some of their responses as a way of engaging the group.

SAY Next you will learn more about your own Versatility.
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o Don’t jump to conclusions

Know Others: e Remain objective

o Separate Style behavior from someone’s role or position

Techniques for o A moderate amount of stress can clarify someone’s Style
Observing Style

e Get out of the way (be an observer)

The TRACOM Corporaton. Al Rights Ressrve @socms*m[ s

5 Minutes (Workbook, page 29)

SAY The more accurately we are able to observe our customers’ Styles, the better we will be able to adapt our
own behavior and “Do something for others” to increase Versatility.

DESCRIBE the best practices:

« Don’t jump to conclusions about someone’s Style

* Be an objective observer

+ Separate Style behavior from someone’s role or position
* A moderate amount of stress can clarify someone’s Style
+  Getout of the way (be an observer)

ASK if there are any questions.
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@ SOCIAL STYLE

Versatility

© The TRACOM Corporation. All Rights Reserved

1 Minute

SAY You now have a good understanding of Style. What you learned from your profile is going to be useful
during the next section, where we learn about Versatility and how to adjust to the Style needs of others.
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@ SOCIAL STYLE

Versatility is how well you adjust to
the Style needs of others

The TRACOM Corporation. All Rights Reserved

2 Minutes (Workbook, page 30)
SAY Versatility is a measure of your consistency in adjusting to the Style needs of others.

= At the beginning of the program, we reviewed some statistics on Versatility. Research has found that Style
and Versatility significantly help salespeople’s performance.

= Versatility is completely within your control, so it is your choice to be versatile with others. You can be highly
versatile with one group and show low Versatility with another group. It depends on the circumstances and
how much you value your interpersonal effectiveness with each group.

= |tis completely independent of SOCIAL STYLE: Any Style can show Versatility and be successful.
= Versatility is NOT the same as likeability. A person can be well liked but not have high Versatility. The

opposite can also be true. Versatility helps you develop better working relationships, but it is separate from
your personal likeability.
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The A jate U f
Four Sources
of Versatility
=

\ \ \ |

Higher Versatility

The TRAGOM Corporaton. Al Righis @SOCIALSIYLE

6 Minutes (Workbook, page 31)

Image remains a part of the Versatility model because it’s important for building relationships. Describe
Versatility in a timeline:

SAY You show Versatility in four areas.

Image — When you first meet a new person at work, you form an impression about this person based on what
you see, consciously or not. Essentially Image is a first impression: Are you dressed appropriately for the
situation, for the work culture, for the client, and so on?

Note that Image is not measured as part of your Profile. This is because:

» Image is difficult to observe in virtual environments. We can’t observe very well how people are dressed,
and because there is a wide variety of dress codes, even within companies and teams, it is less relevant to
measure Image in this way.

» Raters don’t always like answering questions about people’s Image without understanding the context of
how Image is explained in training.

* Image is still important for many people and companies, which is why it’s part of the model. However, you
won’t receive a measure of your Image.

Presentation — When a person communicates in meetings or other public venues, you'll notice how clear they
are at helping people understand their points. Do they use clear language? Are their examples effective? Do
they take others’ Styles into account?

Competence — Over time, you'll observe this person in a variety of situations. Are they reliable and do they
persevere during difficult times? Are they flexible when change happens? Are they optimistic most of the time?
Do they show creativity?

Feedback — Finally, this is the most interpersonal part of Versatility. Are they a good listener? Do they show
empathy for others’ situations? Do they meet the needs of other people’s Styles? Do they develop good
relationships with others?
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Versatility in Action

What did each person
do to act with
Versatility?

What were their specific
behaviors?

Kyle Lana

The TRACOM Corporaton. Al Rights Ressrve @socmsmt ’

12 Minutes (Workbook, page 32)

SAY We are now going to revisit our video characters in a continuation of their earlier meeting.
ASK participants to take notes in their participant workbooks on page 32 as they watch the video:
*  What did each person do to act with Versatility?

*  What were their specific behaviors?

PLAY the video, Part 2.

CONDUCT a debrief of the video, soliciting participants’ responses to the above questions.
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@ SOCIAL STYLE

Versatility Profile

© The TRACOM Corporation. All Rights Reserved

1 Minute

SAY Now you will learn about the Versatility Profile and will review your profile. There is a lot of information
about Versatility—not only how you’re perceived, but also simple strategies to adjust your behavior and

increase Versatility.

This profile is a resource for you. You will use it for the Versatility exercises during the rest of the program.
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Versatility
A measure of your consistency in adjusting to the Style needs of others
Not Somewhat Usually Very
w Consistent n Consistent Consistent E Consistent
The TRAGOM Corporation. All Rghts Reserve @socms*m[
2 Minutes

SAY We measure Versatility on a scale ranging from W to Z. These are normed quartiles, just like
Assertiveness and Responsiveness.

When you aren’t consistent in your behavior, you’re usually focusing on your own Style needs. When you
consistently show Versatility, you're focusing on meeting others’ Style needs.

Your profile will show your results on this scale, ranging from W (not consistent) to Z (very consistent).
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The Meaning of Versatility Positions
1 2 3 4 5
Strongly Partly Agree
Disagree Disagree Partly Disagree Agree Strongly Agree
1. Approaches new situations with a positive outlook.
2. Builds good relationships with co-workers.
3. Effectively presents ideas to groups.
W X Y z
anmm [
Consistency
@ SOCIAL STYLE
3 Minutes

Before delivering Versatility profiles, explain the meaning of the positions.

SAY Before reviewing your results in more detail, let’'s put your results into context. This graph shows several
sample items that measure Versatility.

You and your raters responded to these items using the scale ranging from ‘strongly disagree’ to ‘strongly
agree’. TRACOM assigns values to each of these scale points: 1 to 5. When rating Versatility, most people
respond at the higher end of the rating scale. This makes sense since most people have at least some abilities
in these areas. This means that the cutoff for achieving Z Versatility is very high, approximately 4.5 or higher.

Similarly, to score either an X or Y requires scores between 3.5 and 4.5. These are approximate values used
for purposes of explanation.

Importantly, if you receive a W in any area of Versatility, this DOES NOT mean that your raters or yourself
evaluated you at the low end of the rating scale. On the contrary, almost nobody scores at the lowest end — 1
or 2. For people with a W result, most of their ratings fluctuate between 2 and 4, resulting in an average score
of slightly less than 3.5.

So, putting this into context, a W rating means that you are not showing as much consistency in these
behaviors as you could. With effort and more consistency, your evaluation would improve.

Set the context:

o W does not mean that you lack ability.

o It doesn’t mean that your raters evaluated you at the lowest end of the rating scale.

o It doesn’t mean they don’t like you or don’t think you’re effective.

o It does mean that you're not highly consistent in your behavior; you do these things some of the
time but could do them more often.

o It does mean that your raters evaluated you between ‘disagree’ and ‘agree’, on average.

o Note that these cutoff values (3.5 and 4.5) are only for demonstration — they aren’t the exact
values in TRACOM'’s norms, but they are close.

Giving the context is critical because it helps to ease people’s automatic reactions to the profile.
Then:

o Help people focus on just one area to improve. This increases chances of success.
o  Whatis ‘low hanging fruit?” Something they can improve quickly.

75

© The TRACOM Corporation, All Rights Reserved.



Slide 65

Overall Versatility

Your consistency in displaying Versatility

Not X Somewhat Y Usually Z Very
Consistent Consistent Consistent Consistent

OTHERS SELF

COM Corporation. Al Rights Reserve @SOCIALSTYL[

2 Minutes

SAY Overall Versatility is a combination of your results in three areas: Presentation, Competence, and
Feedback.

The “Others” position is the average of your raters’ evaluations. The “Self” position is where you evaluated
yourself.

Like Assertiveness and Responsiveness, Versatility is normed in quartiles: W, X, Y, and Z.

Versatility is all about consistency of behavior.

A lower Versatility score does NOT mean you lack ability or that you never demonstrate these abilities.
What it DOES mean is that you aren’t showing consistency in your behavior.

By making small changes to your behavior and acting with more consistency, you can increase your Versatility.
(Recall that the difference in values between W and Z are small but meaningful.)
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Presentation: X
Not X Somewhat Y Usually z Very
Consistent Consistent Consistent Consistent
OTHERS SELF
Versatility in Detail
Your consistency in Compstencely)
behaving with Versatility — Ml sorounat 9 usuaty [ Vory
Consistent Consistent Consistent Consistent
OTHERS SELF
Feedback: X
Not X Somewhat Y Usually z Very
Consistent Consistent Consistent Consistent
OTHERS SELF
fon Al Righs Res: @socmL STYLE
2 Minutes

Each source of Versatility is explained the same as Overall Versatility — it is a measure of consistency of
behavior.

Remember that Image is not measured because:

» Image is difficult to observe in virtual environments. We can’t see very well how people are dressed, and
because there is a wide variety of dress codes, even within companies and teams, it is less relevant to
measure Image in this way.

+ Raters don’t always like answering questions about people’s Image without understanding the context of
how Image is explained in training.

» Image is still important for many people and companies, which is why it's part of the Model. However, you
won’t receive a measure of your Image.

Presentation — When a person communicates in meetings or other public venues, you'll notice how clear they
are at helping people understand their points. Do they use clear language? Are their examples effective? Do
they take others’ Styles into account?

Competence — Over time, you'll observe this person in a variety of situations. Are they reliable and do they
persevere during difficult times? Are they flexible when change happens? Are they optimistic most of the time?
Do they show creativity?

Feedback — Finally, this is the most interpersonal part of Versatility. Are they a good listener? Do they show
empathy for others’ situations? Do they meet the needs of other people’s Styles? Do they develop good
relationships with others?
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°Versatility

Contents

The TRAGOM Corporaton. Al Rights Reserve @sOCIAL STYLE®

20 Minutes

Review the Profile pages so participants understand the layout of the Profile. After you've reviewed the profile,
distribute individuals’ profiles.

PROVIDE ample time for participants to read and absorb their reports. Do not continue until it is evident that all
participants have finished reading their reports.

ASK if there are any questions, surprises, or concerns.
ASK If your self-perception results were different, what might have caused the difference in views?
NOTE: It is recommended that you take a break here and make yourself available for one-on-one

conversations as participants may have questions or concerns they do not want to discuss with the entire
class.
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The TRACOM Corporaton. All Rights Reserves @SOCIAL STYLE 5

Continue reviewing.
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Overall Versatility

Your Consistancy n Displayng Versatity

w X \ z
[ sar omess
Your Versatility as Described by Others: Z

Continue reviewing.
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‘»— Feedback

© The TRACOM Gorporaton. Al Rights Reserved eSOCIAL STYLE 5

Continue reviewing.
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Steps for

Increasing Do Somsthing
Interpersonal it
Effectiveness Yourself

Recognize your impact on
others
Manage your own behavior

Objectively observe others Know Know
Yourself Others

Help meet others’ Style needs

OM Gorporaton. Al Rights Reser @SOCIALS’YLE

5 Minutes (Workbook, page 33)

SAY At the beginning of the program, we talked about the four steps for increasing interpersonal effectiveness.
Now that you've reviewed your Versatility profiles, let's review these again as we think about ways to adjust
behavior to increase Versatility.

REVIEW the four steps for increasing interpersonal effectiveness:

1. Know Yourself by recognizing the impact your Style has on others.

2. Control Yourself by managing your own Style behavior and being tolerant of others’ Styles.

3. Know Others by observing them more objectively.

4. Do Something For Others by helping them meet their Style needs. This eases their tension and opens the
door for them to act with Versatility towards you.

SAY To finish the program, we’re going to focus on Doing Something for Others. You're going to create an
action plan to increase Versatility with your customers. First, we’ll review some strategies for showing
Versatility towards each Style. This will give you important information for creating your action plan.
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Controls
Analytical Driving

P . f DO DO

+ Share agenda beforehand « State expected outcomes

reparl ng or +  Verify meeting detail is sufficient + Get their approval of the agenda
Meetin s «  Be well-prepared +  Allow them control of meeting
g DON'T specifics

« Expect a lot of conversation DON'T

+ Focus on personal relationships « Start late

« Be dismissive of their input + Be disorganized

+ Block decisions unnecessarily

Asks _@_ Tells

Amiabl Expressive
DO DO
« Co-create the agenda « Ask for their opinions on the agenda
» Be early for socialization * Acknowledge them immediately
+ _Enter with camera and mic on + Have fun
DON'T DON'T
« Assume interest because they agreed « Provide too much detail in advance
to meet » Recap the past in detail
« Jump right to task in communications « Too tightly structure the meeting
+ Involve others without letting them
know beforehand Emotes

ACOM Corporaton. Al ights Reserved @SOCIALSTYLE

6 Minutes (Workbook, page 34)

SAY Part of showing Versatility is recognizing customers’ needs and preparing ahead of time. Here are some
meeting strategies for each Style.

CLICK TO REVEAL THE TEXT IN EACH QUADRANT.

REVIEW the do’s and don’ts when preparing for meetings.
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Tailoring
Messages

The TRACOM Corporation

Controls
Analytical Driving
* Here’s what we have done so far, «  We will produce the results you are
based on the information... looking for.
*  We are making these * We have an experienced “A” team.
assumptions.... *  Our team will produce quick wins
« These are risks we see... for you.
* Based on this, we recommend... * We can start immediately.

Asks _@_ Tells

A bl Expressive
* Here’s what will stay the same and + We are excited help you implement
what will change. your vision!
We have done this many times *  You will be the global leader when
before. this is completed!
* Here’s a list of references for you This will be a major leap forward
to call. for you and your organization!
«  We pledge to work collaboratively. +  The senior executives are

completely behind this!
Emotes

@ SOCIAL STYLE

6 Minutes (Workbook, page 35)

SAY Most of us fall into the habit of communicating with people in ways that are comfortable for us, without
thinking of the needs of the customer. This is often because we’re rushed and send out quick emails.
Communicating in Style-specific ways is very important for meeting your customers’ needs. Here are some
simple strategies for tailoring your messages to each Style.

CLICK TO REVEAL THE TEXT IN EACH QUADRANT.

REVIEW the techniques for tailoring messages to each Style.
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Controls
Analytical Driving

+ Show confidence in your abilities
* Inform them if demands cannot be

» Prove that you are capable
« Show the logic behind proposals

Using Versatility to

« Focus on quality met
« Prepare ahead and know their * Be candid
earn Trust freparclahs 5 eI EEEED

+ Communicate your understanding of
their desired results

+ Communicate the pros and cons
« Let the personal relationship

develop; don't push it * Be efficient with their time
Asks _@_ Tells
Amiable Expressive

+ Share personal information, as

appropriate

+ Be genuine and sincere
«  Show your commitment to helping

them

+  Empathize with their needs

+ Have a casual, open approach
+ Don't unnecessarily conceal your

feelings

+ Avoid challenging or competing with
them

*  Show enthusiasm for their ideas and

+ Avoid unnecessary pressure insights
» Remember the names of their key + Give them your undivided attention
relationships Emotes * Talk about non-work topics

@ SOCIAL STYLE

8 Minutes (Workbook, page 36)
ASK Given a customer’s Style need, what are some ways to earn trust?
FACILITATE a discussion of each Style before revealing the text.

ASK What are some ways to earn trust from people of each Style? Think about their Style needs—what do
they value from salespeople?

CLICK TO REVEAL THE TEXT IN EACH QUADRANT.
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Versatility Action Plan

Develop an action plan for increasing your Versatility with
customers.
Directions

Consider the Style of the customer you've identified.

How does your Style get in the way of a better relationship?
(Think about your Style growth action)

What actions will you take to increase Versatility with this
customer?

In your breakout groups, discuss your plan and get feedback
from the group.

COM Corporation. All Rights Reserved

30 Minutes (Workbook, page 37)

{ -

f

SAY Use the insights you’'ve learned and create a specific plan for yourself. Writing down your intentions is a
proven way of making sure you actually do something. Decide on just one or two things you can do differently.

Remember your Style growth actions, since managing your own Style behavior is an important part of being

versatile.

REVIEW the Style growth actions:
= Driving: to listen

Expressive: to check

Amiable: to initiate

Analytical: to declare

SAY When you've finished this, we will put you in small breakout groups to share your insights and give

feedback to one another.

CREATE breakout groups of 2 to 3 people.
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@ SOCIAL STYLE

Observing Versatility
Virtually

© The TRACOM Corporation. All Rights Reserved

10 Minutes (whole section on Observing Versatility Virtually)

SAY Briefly, before we finish—remember those text messages we reviewed earlier? Let’s bring Versatility into
those conversations.
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Reaching out to see if you’'ve had
a chance to view the video | sent

on our latest tech upgrades.
What do you think?

The TRACOM Corporation. Al Righs Reserved @ SOCIAL STYLE

SAY We had four responses to this message. Let’s look at how the person who sent this message might
respond to each of these individuals. Is the person showing Versatility in each message?
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Hil It's a lot of change coming fast.
My team will need training on the
new features. Can you help us
with that?

It looks like a lot of change, but these
upgrades will help your team collaborate
better. I'll work on a plan for training your

team and will be available in case
any issues come up.
I’'m here for you and the team!

The TRACOM Gorporaton. Al Rights Reservet @socmL STYLE

SAY This message came from the Amiable Style customer.
Click to reveal.

SAY And here is the response. What do you think? Is the salesperson showing Versatility toward the Amiable
Style person? What would you add or change to the response?

NOTE: The salesperson is making an effort to meet the person’s Style needs by reassuring them about the
changes. The salesperson offers to help the customer by developing a training plan, then reassures them that
they will be supported.
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It's exciting! | took a quick look
and the new features look great!
I'll call you next week!

Yeah, the upgrades should work

pretty well. Talk to you later.

*ACOM Corporaton. Al Righs Reserved @ SOCIAL STYLE

SAY This message came from the Expressive Style person.
Click to reveal.

SAY And here is the response. What do you think? Is the salesperson showing Versatility toward the
Expressive Style customer?

Is the response focused on their own needs, or the Expressive Style person’s needs? What would be a more
effective response?

NOTE: The salesperson is diminishing the customer’s enthusiasm. A more effective response would be to
reflect the enthusiasm by reiterating how great the new upgrades are and how excited the salesperson is about
the changes, then offer to set up a call with the customer.
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| think the new upgrades will help us be
more efficient and save some effort.
However, before we adapt the new release,
we’'ll need to plan for my team to be trained.
Do you have a process in place for this?

We’'ve tested the upgrades and they show a
significant performance improvement.

| will send that data to you, along with a
training agenda and available dates.
Let me know how else | can help.

The TRAGOM Corporaton. All Righs Reserved @SOCIAL STYLE

SAY This message came from the Analytical Style customer.
Click to reveal.

SAY And here is the response. What do you think? Is the salesperson showing Versatility toward the Analytical
Style person? What would you add or change to the response?

NOTE: The salesperson is making an effort to meet the customer’s Analytical Style needs by recognizing their
need to prepare ahead of time by getting training. The salesperson offers to send more detailed information
about the upgrades as an effort to give the customer more information and alleviate any remaining concerns.
They also open the conversation to more input by offering to help in any other way.
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Looks good.
I'll call you when I'm ready to implement.

*ACOM Corporaton. Al Righs Reserved @socm STYLE

SAY This message came from the Driving Style customer.
Click to reveal.

SAY And here is the response. What do you think? Is the salesperson showing Versatility toward the Driving
Style customer?

Is the response focused on their own needs, or the Driving Style person’s needs? What would be a more
effective response?

NOTE: Though Driving Style people appreciate brevity, the salesperson is dismissive and is missing important
elements of the customer’s Style. The salesperson should recognize that the customer probably hasn'’t
reviewed the upgrades in detail. The salesperson should state that they are there to help move forward, and
also offer options to meet with the customer to discuss the changes and listen to their input.
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Slide 82

« ==

@ SOCIAL STYLE

Next Steps

1. Practice Versatility! Keep your Action Plan
nearby for reference.

2. SOCIAL STYLE Navigator has advice on many
sales situations, along with additional
resources.

3. SOCIAL STYLE Passport allows you to see
how you would profile in another country.

RACOM Corporation. All Rights Reserved

5 Minutes (Workbook, page 38)

SHARE key “takeaways” with the class:

The key to more effective performance is to practice what you've learned. Keep your Versatility Action Plan
nearby as a reminder. As you begin to experience positive results, this will reinforce your commitment to
practice Versatility.

There are additional resources that will help you. TRACOM’s SOCIAL STYLE Navigator contains advice for
working with customers in a variety of situations, such as giving presentations, advancing the sale, and having
difficult conversations. You can access this resource by logging in at tracomlearning.com.

NOTE the following slides describe SOCIAL STYLE Navigator in more detail.
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SOCIAL STYLE Navigator®

e SOCIAL STYLE Estimator
- - A brief survey that estimates the Style of others

SOCIAL STYLE Advisor

= » Prep for meetings, negotiations, presentations
J N . Style _& Versatility best practices for many
= situations

eLearning Modules
Apply Style concepts to teams, managing conflict
and coaching

The TRACOM Carporaton All Rights Reservad. @socmLsmF

1 Minute

SAY You now have free and unlimited access to SOCIAL STYLE Navigator, the on-demand micro-learning
tool that helps you apply Style and Versatility.

SOCIAL STYLE Navigator includes:

SOCIAL STYLE Estimator
The Estimator provides users with an interactive survey that evaluates observable behavior in others to
determine their Style and helps you plan ahead for successful interactions.

SOCIAL STYLE Advisor
Use Advisor topics to prepare “just-in-time” for meetings, negotiations or sales presentations with advice on
navigating Style and Versatility best practices to maximize high-performing relationships.

elLearning modules
Continue your learning journey via micro-learning that reinforces ways to apply SOCIAL STYLE and
Versatility to Working in Teams, Coaching and Managing Conflict.
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Slide 84

SOCIAL STYLE /

Navigator® ACCGSS € SOCIAL STYLE Navigator

Topic: Advancing the Sale v
Available through
tracomlearning.com
Planning Ahead
ACOM Carporaton. All Righs Reser é @SOCIALSTYLE

1 Minute

SAY Available through www.tracomlearning.com
Enter your username and password for free, unlimited access to SOCIAL STYLE Navigator®
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Slide 85

SOCIAL STYLE Estimator

@ SOCIAL STYLE

Optional demonstration, time permitting
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Slide 86

TRACOM terrnine

@ SOCIAL STYLE Navigator

Advisor

Estimator eLearning

' s Reser @socm STYLE®

Optional demonstration, time permitting
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Advisor

Estimator

@ SOCIAL STYLE Navig:

FOR SALES

@ SOCIAL STYLE

Optional demonstration, time permitting
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@ SOCIAL STYLE Navigator

Topie: Adh he Sale

@ SOCIAL STYLE

Optional demonstration, time permitting

© The TRACOM Corporation, All Rights Reserved.
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) SOCIAL STYLE Navigator

Topic: Advancing the Sale v

@ SOCIAL STYLE

Optional demonstration, time permitting
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Slide 90

SOCIAL STYLE Passport

@ SOCIAL STYLE

Optional demonstration, time permitting

The SOCIAL STYLE Passport allows you to see how you would profile in another country. It's also available at
tracomlearning.com.
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Slide 91

TRACOM GROUP

THE SOCIAL INTELLIGENCE COMPANY*®

@ SOCIAL STYLE

© The TRACOM Corporation. All Rights Reserved.

THANK participants and conclude the session.
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Video Scene Overview

PART 1 OVERVIEW:

The team participates in a meeting to discuss a product that is not meeting a client’s
expectations. The interaction gives insight into how each Style deals with the problem. The
characters are:

Lana (Analytical): Wants structure and to approach the problem with facts and details.
Kyle (Driving): Wants to “just get started” and quit wasting time. Likes to get things done.

AJ (Amiable): Wants to keep the peace and pulls in the good points of the other three
people. Wants to work on the problem as a team.

Abby (Expressive): Wants to look at the “big picture” and be creative as to how to solve the
problem.

Kyle and Lana are highly focused on the task that needs to be done while using the available
data. They go about it differently, but they are both focused on the task. AJ and Abby are
focused on ensuring that people’s needs are met. Again, they are different in how they look
at the people side of the equation. AJ wants everyone to work together and be a team. Abby
wants to look good and to make her client happy.

PART 2 OVERVIEW:

The group is working on the problem and the interaction gives information on how each
person approaches the problem, (i.e. what their Need and Orientation is) and shows AJ
taking his Growth Action to initiate.

Lana (Analytical): Provides the specific details and facts of what happened. Her Need to be
Right is evident with having all the facts.

Kyle (Driving): Focuses on getting things done with information/facts. His Need for Results is
evident in his words and approach.

AJ (Amiable): Supports Abby’s proposal to provide “hand-holding” and focus on making
people happy. His Need for Personal Security is seen through his support of Abby and in the
solution he proposes. He pulls everything together by taking his Growth Action to Initiate
and having everyone work together as a team to deal with the problem.

Abby (Expressive): Focuses on solving the problem through the people aspect. She wants
the solution to be creative, as well as work with the client from the people side. She also
stresses that she doesn’t want to look bad — the Need of the Expressive Style for Personal
Approval is seen here.
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Video Scene Scripts

PART ONE
FADE IN

LANA:
So, everybody have an agenda?

KYLE, A.J. ABBY:
Yes, yeh, uh

KYLE:

(finishing-up using smartphone touch screen) I've got a lot to do this afternoon. There's
no reason we shouldn't be able to take care of business and be out of here in a reasonable
amount of time. Who will put together a summary and document our decisions?

AJ.:
Well, | brought this, and if nobody minds about the sound quality, it should do the job.
Now....

KYLE:

(cutting off A.J.)

I'm sure it will be fine. As long as we can refer to it later in case the Asia- Pac team has any
questions.

Now we all have an agenda and a copy of the research so, let's get started. Now we all
know the problem: How to keep TriTec...,, one of our largest clients, from cancelling the
contract on the Mark 1 and jumping ship.

ABBY:

(cutting off Kyle and hand gesturing)

Just a minute, Kyle. Before we get too far on this, | feel one of our biggest problems is all
this material.

LANA:
| thought we agreed on this agenda and approach last week. We talked about the
importance of getting our research together.

ABBY:
Just hear me out, Lana. Agendas and research are fine... BUT! you have to admit, this is
getting completely out of hand.

LANA:
Oh, Really.

ABBY:
Yes! It's restrictive, and it always leads us down the path that is safe... and boring.

AJd.:
Abby, we all agreed on this.
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ABBY:

(cuts off A.J.)

So what if we did? What we need now is something more innovative and impactful. And,
we're not going to get it by being constrained by yesterday’s agenda and reams of historical
data.

LANA:
My, how we exaggerate. And so, you propose we toss out all our structure and direction.
How productive is that going to be?

AJ.:

(nodding his head affirmatively)

Lana has a point. We don't want to act too spontaneously, do we? | mean we worked a
very long time on getting the agendas and the background information.

KYLE:
We're wasting time, people, we need to move ahead and focus on next steps.

ABBY:

Exactly my point. More than ever, we need to focus... on the big picture here. This market
is moving very fast but that's no reason why we should be losing clients. We either have the
products and services that our customers want to buy, or our competition is going to leave
us behind. That, in a nutshell, is the problem here. (gesticulates toward the reports.)

Getting bogged down by details is part of the problem!

LANA:

These details are valid points of concern. Isn't paying attention to the little things what
distinguishes us from “the other guys”? Overlooking the details sounds like risky business to
me. (folds her arms and leans back.)

KYLE:

(dismissively.)

If you don't all mind, I'd like to get something done, today. You know, as far as I'm
concerned, the most important thing is that we just get started with something today--with,
or without the details. Let's develop a plan and get going on it. I've got other things to do.

AJ.:

Now Kyle, | think that we've been moving pretty fast lately. And | can see where Lana is
coming from. The agenda’s a good starting point and looking at the material makes a lot
of sense. Now before we go out on a limb, let's just take some time to review the data and
listen to each other’s ideas?

KYLE:
Fine. The agenda and the research are in and we'll stay flexible. Now is everyone satisfied?
Can we finally start moving something forward?

ABBY:

(agreeing with A.J.)

Excellent A.J.!' And a little more creativity in your approach wouldn't hurt next time, either.
(gesturing to Kyle) | mean, after all, there’s more to this world than crunching numbers.
This historical data is meaningless to me. Let's try putting the "wow factor” into our solution
this time!
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KYLE:
Maybe if we spent a little more time number crunching, we wouldn't be in the mess we're
now in with TriTec.

AJ.:
(showing facial discomfort with conflict)
| don't think that's very helpful. We're a team, right?

LANA:

(neutral, non-confrontational)

All I'm suggesting is that we don't overlook important facts and details--to make sure we're
doing the right thing before we rush into a bad solution.

KYLE:

Nobody’s overlooking facts. And we may not be as thorough as you'd like, Lana, but we
don't have the time to take a microscopic look at each and every detail. We need to come
up with a solution in a reasonable amount of time or it won't matter to TriTec what our
solution is. It's not a perfect world.

LANA:
Fair enough. We'll shoot for reasonable.

ABBY:
Oh, come on, Lana. All we're asking for is a little bit of flexibility here.

LANA:
Just remember, if we overlook critical information for the sake of expediency we're all going
to be paying for it in the end.

AJ.:
That's a good point and | think we can all agree on that.

ABBY:
Hold on! Just a minute ago, you said you wanted to hear my ideas! What now you're all of a
sudden back into the details again?!

(dip last sound bite as fading to black)
FADE OUT

106

© The TRACOM Corporation, All Rights Reserved.



Facilitator
Guide

PART TWO
FADE IN

LANA:

... tens of thousands of dollars. Based on recent background indicators, the economy, our
competitors, our own investments into new equipment and systems and, more specifically,
our upgrading to a cloud-based system...

ABBY:

None of which pertains to the problem at hand.

(to the group)

I'm sorry, Lana, but we have an unhappy client. And what do you do when somebody’s
unhappy? You spend time with them.

KYLE:
Spend time doing what?

ABBY:

(somewhat animated)

Showing them we care. Be there for them, letting them know we're concerned and
committed to them. If we have to, we make promises to buy ourselves some time.

KYLE:
(slightly annoyed)
Time for what? Being friendly isn't going to solve anything.

ABBY:
If it buys us some good will, that never hurts either.

LANA:

(calm and methodical)

Abby, may | show you something? The research data gives us a clear picture of TriTec's
financial performance over the last 18 months.

ABBY:

(gesturing to research report)

| don't need to look at that. What we're dealing with here at TriTec is an unhappy client, not
financial reports.

KYLE:
Bad financial performance can make anyone unhappy, especially when it starts costing jobs.

ABBY:

Oh, come on, Kyle. You know as well as | do that the situation is not that bad. Let's not be
so dramatic! | am telling you guys, this is a people problem:; it calls for a people solution.
All we need to do is convince TriTec that we can provide the service better than anybody
else. Relationships got us into TriTec in the first place. Managing those relationships is how
we're going to stay there.
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KYLE:

(asks for report from Lana who hands it to her)

May 1?

(glances at figures, then to ABBY)

Now look at these figures. You're telling me this entire situation can be saved by simply
visiting the client? This is business; business is all about the bottom line.

AJ.:

(calmingly)

Now, wait a minute, Kyle, we shouldn’t be so quick to dismiss the value of relationships.
Now Lana’s figures are fine...

LANA:
These aren’'t "my” figures. | didn't make them up.

AJ.:

You know what | mean. | think we shouldn't dismiss what Abby’s saying. Now TriTec is not
happy with us. We can't ignore that, can we? | just think that this is a good time to try a
personal approach.

KYLE:

(condescending, dismissive)

Oh, A.J., please. We're not going to solve this problem with smiles and soothing promises.
We need to come up with real solutions to real problems.

AJ.:
I'm sorry; | have to disagree with you. Personal attention and concern can fix problems. I've
had to do my fair share of relationship fixing at TriTec ever since this problem first surfaced.

ABBY:

I'm with A.J. Whatever we come up with at this meeting, it is critical that it includes a
creative way to demonstrate to TriTec that we care, that we can provide support for
whatever is needed and make this a project a great success!

LANA:
(LANA rolls her eyes and sighs)

ABBY:
What?

LANA:
Are we getting away from the real point?

ABBY:
And, what would that be?

LANA:
Do you remember when you closed the sale?

ABBY:
| don't know, four or five months ago, | suppose.
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LANA:
My department received the request to reconfigure the system on June 14th.

ABBY:
Sounds about right.

KYLE:
Yes, and then she spoke with me right afterwards about fast-tracking the credit approval
process, which we did.

LANA:
The order came through on June 14th and delivery was scheduled for 5 weeks. But it was
delayed.

ABBY:
| explained the problem to TriTec. They said it was okay.

LANA:

(speaking somewhat slowly)

Unfortunately no one explained it to us. | received a message from you on July 5th,
telling me that the servers were going to be in place on the 15th, a full week before
you had promised it. | sent you a message explaining the difficulties with the requested
modifications and the amount of effort it was going to take to complete them.

ABBY:
Wait. I'm sorry. I'm confused with all these dates. What are you saying?

LANA:
Let me make it simpler. The servers were shipped early and we didn't finish what final
modifications we could do until nearly four weeks later.

ABBY:

(animated but not attacking)

Oh, no. Well, no wonder why they're unhappy. Every morning, they're showing up to work
to unopened boxes and unusable technology!

KYLE:
We certainly made an impression on them!

ABBY:
Yeah. And when A.J. showed up with his system integration and training team, they
probably had lost complete confidence in us.

AJ.:
Well, they were a little upset.

ABBY:
Of course they were! The servers were already in place, and nobody there wanted to cause
any controversy in letting us know.

AJ.:
Oh they did, believe me. In the training sessions | just told them that the training they were
doing now would get them ready for when the service was up and running.
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KYLE:
What a mess. Sorry, A.J. We could have cooperated more with you.

AJ.:
It's okay; you didn't know. And | couldn't tell them because | didn't know myself.

ABBY:

| knew something was wrong. They never seemed to believe me when | tried to convince
them how great the future would be with this system. There were always really troublesome
questions.

LANA:
And, don't forget, we had to send a support team on-site two times to finalize modifications.

ABBY:
Well now, that really bothers me. Why should it take two times? That makes me look bad. |
like to follow through with what | promise.

LANA:
Well, maybe you promised them too much. Frankly, some of the things that they were led
to believe, the basic system just wasn't designed to handle.

ABBY:

(highly animated, directed at LANA)

Are you suggesting that | didn't do my job? That these people didn't know what they were
getting?

LANA:
All I'm saying is that, maybe, they were asking for things that we couldn't do with the system.

ABBY:
(blunt, fast pace)
Such as?

LANA:

(begins hesitantly, as if surprised by the direct question and needing to think)

Well, things like vast bandwidth, unrestricted streaming, continuous data backups,
international security protocol, just to name a few. The Mark-One you sold them wasn't
designed to support all those things.

ABBY:

Well then maybe it should be redesigned! Let me tell you, | spent long hours with these
people explaining to them exactly what they were getting with the basic system. They
were perfectly aware of that. And they knew that there were extra add-ons and it could be
upgraded.

LANA:

Not this version. When you were through promising them customizations to the basic
system, it would have cost twice as much as if they'd just purchased the Mark-Two in the
first place.

110

© The TRACOM Corporation, All Rights Reserved.



Facilitator
Guide

ABBY:

You have GOT to be kidding me! How do you expect me and my team to convince a client
to invest huge amounts of money in a technology without emphasizing its capabilities?
What good is it if it can't be upgraded?

LANA:
(folds arms and leans back)
| don't know what else to say.

KYLE:
(frustrated and taking control; very direct but relatively unanimated)
Now, come on people. This isn't helping. We still have a major problem here.

AJ.:

That's right. Aren’'t we a team? | mean, we've managed to do pretty well up to this point. And
I'm confident that we can pull through this as long as we stick together. So, how about this?
I'll make sure that my customer support team will ease any kind of lingering anxieties about
the system. All right? And, Abby, can you go back and talk to them and let them know that
we are behind our commitments and that we will help them with any rising issues that may
come up?

ABBY:
Absolutely.

AJ.:

And, Kyle, can you go back and work with them on any add-on capacities that will give
them future capabilities with the system without any big, major investments? And, Lana, can
you see if there's anything that your department can do about some reasonable short-term
modifications?

LANA:
| will, but | can't make any promises.

KYLE:
Well, those are some good, positive suggestions, A.J. Let's meet later this week to check our
progress.

LANA:
It seems like one thing's for sure. We're going to need a lot more cooperation between
departments if we hope to pull this thing off. Aren't we?

KYLE:
Well, it's a start. Definitely enough to put a solution together.

FADE OUT
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