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About The Company
Lousig-Nont & Associates was
founded in Peoria, Illinois in No-
vember of 1977 as a Human Re-

source and Security Consulting Firm
by Gregory M. Lousig-Nont, Ph.D.

Starting the business with only a
$3,000 loan, the company has pros-
pered and continued to grow even in
rough economic times.

In 1983, L&A was relocated to Las
Vegas, Nevada and incorporated as a
Nevada Corporation, Phase II, Inc.

Las Vegas provides beautiful
weather and an ideal business cli-
mate. There are no corporate in-
come taxes. Business and personal

Lousig-Nont & Associates

America’s Employee Success Experts®

property taxes are very low. Air
fares are low in and out of Las
Vegas.

In 1987 L&A purchased property
two blocks from the major conven-
tion centers and built their Corporate
Headquarters.

L&A’s Executive Board consists
of an Attorney at Law, a C.P.A., and
two self-made millionaires. Their
combined successful business expe-
rience exceeds 125 years.

L&A is a member of the Better
Business Bureau.
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About

Dr. Gregory M. Lousig-Nont was
born and raised in Peoria, Illinois.
Prior to joining the Peoria Police
Department in 1971, Dr. Lousig-
Nont had been involved in a career
in sales.

He received his Associate in Ap-
plied Science Degree in Police Sci-
ence Technology, his Bachelor of
Science Degree in Criminal Justice
Administration, his Master of Arts
Degree in Criminology, and his
Ph.D. in Industrial Psychology.

In 1977, Dr. Lousig-Nont left the
Peoria Police Department to start his
own Human Resource and Security
Consulting firm; Lousig-Nont & As-
sociates.

Dr. Lousig-Nont is an Internation-
ally recognized expert in the areas
of; Criminal Interrogation, Indus-
trial Security and employee hiring.
He is recognized as the nation’s

Our Company Founder
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leading authority on hiring success-
ful salespeople.

Dr. Lousig-Nont has developed
several written employment tests.

Among these are the Phase II Pro-
file®, the only patented written test
that measures work place honesty
and ethics, and the ADdendum® a
written substance abuse profile.

His latest development, the $ales
$uccess Profile®, is the result of
over 6 years of validation, and an
investment of 1.5 million dollars.

The $ales $uccess Profile® is the
only test on the market that measures
13 sales skills, and compares the re-
sults to the scores of over 300,000
other salespeople.

Dr. Lousig-Nont and his high school
sweetheart, Diana, have been married
24 years. They have three children;
two sons, ages 12, and 16, and one
very spoiled daughter, age 4.
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Introduction to the

.
$&1@S EBUCC@SS Profile The National Sales Aptitude Test®

To realize the full value of your investment in
this sophisticated sales management tool, please
review this manual carefully.

The $ales $uccess Profile®, the National Sales
Aptitude Test®, is an objective computer scored
sales test. It was developed and validated using
basic psychological principals. Rather than meas-
ure personality traits, the test measures an individ-
ual’s sales skills in 13 different areas, as well as
their "selling style".

The $$P is an excellent evaluation tool that can
be used for self-evaluation to determine one’s own
strengths and weaknesses. However, it is most
commonly used in the hiring process, or for cur-
rent employees to assess their sales skill levels.
Not only does the $$P identify strengths and weak-
nesses in the selling process, but it also generates
individualized training tips that provide guidance
for improvement.

There are many different types of sales posi-
tions, requiring a variety of skills and different
levels of proficiency. The $$P was developed to
test those basic skills which are generic to all posi-
tions in sales. For example, it would be hard to
imagine any true sales position that did not require
a salesperson to know "HOW TO CLOSE", or
"HOW TO HANDLE AN OBJECTION". These
are two of the 13 skills the $$P measures.

The intent of the developer was to design a
good basic sales test that would help identify the
foundation skills upon which any successful sales
career is built. With the knowledge we provide in
this manual, you can internally validate and "fine
tune" the $$P for your specific company or indus-

try.

Sales performance is the product of many fac-
tors. Itis most simply expressed as MOTIVATION
X SKILL = PERFORMANCE. For years psy-
chologists have provided sales management with
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personality based tests which help assess the moti-
vation side of the equation by measuring ego
strength, extroversion, self-confidence, etc. Those
who score poorly on personality tests are generally
believed not to be suited for sales. However, many
who score well and are hired, still don’t succeed.
Successful salespeople do not have a set of person-
ality traits that are uniquely theirs. You could think
of it in these terms: you may have the same person-
ality traits as an airline pilot, but if you don’t have
the skills to fly the plane, what is the probability
you’ll be able to get a 747 airborne? Obviously,
without an accurate measurement of SALES
SKILLS, sales managers have an incomplete pic-
ture of an applicant or trainee. By their own admis-
sion, sales managers do not have a method of
measuring sales skills during a personnel interview.

The $ales $uccess Profile was developed to
provide this missing information. The product of
more than six years of research, the $$P has been
used to evaluate more than 300,000 people in thou-
sands of companies. The $ales $uccess Profile
measures skill, not personality. It is truly job rele-
vant, providing practical information that aids in
employee selection and more focused training.
The $ales $uccess Profile is also a remarkable aid
in helping current salespeople out of sales slumps.
Additionally it’s easy to administer and score. The
software produces several confidential manage-
ment reports that rank those people being evaluated
against over 300,000 people in the scoring data
base.

In order to explain the history of the develop-
ment of the "$$P", the National Sales Aptitude
Test®, we have elected an informal approach and
will attempt to avoid technical jargon as much as
possible. Most individuals who read this will not
be Ph.D.’s. nor Human Resource professionals. It
is our feeling that it is important that a lay person be
able to easily understand the development of this
unique tool. The following is an explanation of the




$$P’s development by its’ author, Gregory M.
Lousig-Nont, Ph.D.

"In 1986, I was asked by a Fortune 500 Com-
pany if Icould develop a test for salespeople.
The company explained that they had tried several
"sales tests" but were not happy with the re-
sults. I explained that I would check around for
other sales tests that might be available that
would suit their needs. If there were valid and
reliable tests available, there was no sense in "rein-
venting the wheel". I was surprised to learn that
every "sales test" available was "personality”
based.

"Personality” based sales tests usually attempt
to predict sales success based on whether the
individual has personality traits that are similar to
the personality traits of individuals who have
been successful in sales. Personality based tests
identify the traits successful salespeople have in
common. These traits include things like, "good
ego strength”, "self-confidence", "positive self-
image", "tenacity", "extroversion" etc. The test is
structured by constructing a set of test questions
that identifies whether the person taking the
"sales test" has those traits. The theory is, if
someone has the same personality traits as suc-
cessful salespeople, they too should be successful
in sales.

This sounds like a good theory, but it has
several flaws; not the least of which is its’ inability
to predict sales success. The first flaw is that
successful sales people do not possess a specific
set of personality traits. In other words, there are
plenty of people who have the same personality
traits as successful salespeople but know noth-
ing about the profession of selling. Second, the
best a personality test could do is indicate that a
person might be happy with a career in sales; if
they learn how to sell. This is because their person-
ality is compatible with a career in sales.

In defense of personality tests, they are accurate
in one respect. If the results indicate someone
does not have the same personality traits as
successful salespeople, they probably will not be
successful in sales no matter how much training
they receive. Personality tests can tell you who

will not be successful, but are extremely inaccu-
rate at predicting success. Another analogy is:
you might have the same personality as a tight rope
walker, but, without the skills, a tight rope walk
between the World Trade Center Towers would be
ill-advised.

From a practical standpoint, it doesn’t make
sense to use a personality based test to predict
any kind of skill level. Think about it for a min-
ute; did your family Doctor take a personality
test or a skills based test to get his license to prac-
tice medicine? What about your lawyer, real es-
tate agent, even your barber or hair stylist? To
accurately insure some minimum degree of
competency and performance, you need to
measure knowledge of skills, not personality.
Would you rather have a surgeon operate on you
who has the same personality traits as a success-
ful surgeon, or the same skills as a successful sur-
geon?

In my review of sales tests I was not able to find
one "sales skill" based test. Ifelt asales test which
measured basic selling skills would be much
more accurate in predicting sales success than a
test based on measuring personality traits.

My Fortune 500 client had only asked if I
could develop a test, they had not made any
offer to finance the research and development. If
I was to undertake such a task, at my own
expense, I had to see if there was a market for a
skill based sales test beyond this one client. In
order to accomplish this, a market survey was
conducted, primarily among the 1200 clients
who were already using one of my other test prod-
ucts.

The survey involved asking my clients what
they felt were important characteristics for a
sales applicant to be successful. Ialso asked what
their hiring process was for salespeople, what
procedures they followed, and the strengths and
weaknesses of those hiring procedures. The results
were interesting.

Sales managers said the important charac-
teristics for salespeople were: good appearance,
good personality, a team player, integrity, a good

)
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working knowledge of selling, and a desire to
achieve. I proceeded to explore what they felt a
"good working knowledge of selling”" included.
There was a consensus on 13 areas that are as
follows: (1) Salespeople need to know how to "Ap-
proach and Involve" a customer in the buying
process in such a way that they build immedi-
ate rapport, and do not alienate the prospect. (2)
Salespeople need to know how to "Handle and
Answer Objections” and prospects concerns. (3)
They need to know "How to Close" or ask for
the sale. This is an area they felt was critical.
Many salespeople know how to do everything well
but are not aggressive enough to ask for the
sale. (4) At the other end of the spectrum was
the "Overtly Aggressive" salesperson,
the "pushy type". They said it was also important
for a successful salesperson to be able to strike
a balance in their technique of being aggressive
enough to "ask for the sale" and yet have a
good sense of when they might be pushing too
hard and "turning off" the prospect. (5) They
felt that truly professional salespeople recog-
nized the importance of "complete and total
honesty" in dealing with the prospect. (6) In addi-
tion, the truly great salespeople knew how to
ask questions that helped them "Identify the
Prospects Need and Motivations" for making a
purchase. They presented themselves as caring,
warm, sensitive and friendly individuals who
projected that their primary concern was making
sure their product or service met the needs of their
prospect. These salespeople always considered
making a commission secondary to customer sat-
isfaction. (7) They were able to "Handle Cus-
tomer Problems", and problem customers. They
were always willing to listen, try to under-
stand, and act, to find satisfactory solutions. (8)
They knew how to properly "Qualify Pros-
pects". (9) They knew how to "Prospect and Cold
Call" efficiently. (10) They knew the secrets of
giving productive "Demonstrations: and Presenta-
tions." (11) They knew how to "Manage
Their Time" in such a way as to maximize their
profit potential. (12) They used the "Telephone Ef-
fectively" to generate interest in their product and
arrange appointments. (13) They were Enthusiastic
about getting out and making sales contacts. They
sought out appointments rather than avoided them.
When a sales call didn’t go right they were able to
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rebound. They kept their spirits high, handled re-
jection well, and tried to look at negative things in
a positive way They recognize that selling is a
game of percentages.

As to the hiring process itself, the great ma-
jority were using a hiring process that involved
completing an application, conducting an inter-
view, guessing and praying. Exploring this hiring
procedure, I asked what information they received
from each of the employment application steps.
The employment application form itself gave
them personal information, and work history, for
the most part. Employment background checks
provided them with some verification of the
employment application; although most admitted
former employers are very reluctant about giv-
ing out any information. Resumes, on the whole,
exaggerated accomplishments, and left out failures
and shortcomings. The employment interview,
gave the sales manager a sense of the appli-
cant’s personality and character. By the way, most
sales managers think they are a great judge of hu-
man character, but then, don’t all of us feel the
same way? They also felt they could get a feeling
of whether they would be able to work with the
person. The sales managers told me that they
wanted to find out whether a salesperson had a
good personality. They felt they could assess this
in the interview process. The most obvious dis-
crepancy was that not one of the steps in the
employment process answered the question,
"Does the candidate have a good working
knowledge of selling?" This led me to my final
question posed to sales managers, "How do you
find out if your applicant can sell?" The unanimous
response was, ""We hire them, give them a month or
two, and see how they work out." The average
turnover using this "guess and pray" approach,
was approximately 320%.

Studies report the average expense for a com-
pany to recruit and train one salesperson can
range from $1,000 to $5,000 in the first month
alone. A 320% turnover represents a rather
costly "hiring guessing game". Asked if this "hire
em and see how they do" approach wasn’t a rather
expensive proposition, the reply was, "We really
don’t have an alternative. How else can we find
out if a candidate can sell?"




When I asked, "What do you wish you could
find out about a candidate prior to hiring, that
you are not finding out through your hiring proc-
ess now?" They replied, "It would be nice to know
if they knew how to sell.” Not, "I’d like to know if
they have a nice personality." Sales managers al-
ready felt they were a good judge of personal-
ity. But the reply of, "I'd like to know if they can
sell.”, was almost invariably followed by the
comment, "... and I’d like to know how they "stack
up" against other salespeople.” I said, "Explain
that "stack up" comment to me." The answer
went something like this: "I need salespeople
for my (car dealership, copier sales business, medi-
cal supply business, insurance sales business, retail
store, etc.). I run an ad in my local newspaper. It’s
either feast or famine, I get two hundred applicants
or two. I get candidates who have never sold (cars,
copiers, medical supplies, insurance, retail, etc.), or
that’s all they have ever sold. I get candidates
who have sold everything from pots and pans, to
encyclopedias, to million dollar mainframe com-
puter systems. I get people who have been in sales
twenty years, I hire them only to find they are
"burned out". I hire people who have been in
sales one year, and they are burned out. I hire
people who have been in sales thirty years, and
they have the energy and enthusiasm of an eighteen
year old varsity cheerleader or basketball player,
and in two months they are my top salesperson. I
want to know when I have two applicants sitting in
front of me, which is the best. Then I want to know
how good is the best one compared to all the other
salespeople in the world? If I have two hundred
people apply, how do I decide which one is the
best? How good is he or she? What if all two
hundred are lousy and the best one is just the
best of the worst? What if the best one of the two
hundred is no better than the worst salesperson I
already have on my sales force? How can I deter-
mine that?"

If all these requirements were not enough, sales
managers also told me that if I was able to
develop something that was capable of providing
this kind of information, there was only one
other requirement; they wanted the information
fast. I asked, "You mean a day or two?" "No!"
came the replies, "We want to know while the
applicant is still here, during the employment proc-

ess. If he or she is the quality of salesperson we are
looking for, we don’t want them to be hired by
someone else while we’re waiting for results.”
Made sense to me. Sales managers also impressed
on me the importance of having a tool that would
help them train their current sales force.

I have to admit, at this point in the market
research, I almost decided that what sales managers
really wanted was a crystal ball, a psychic, and a
miracle. However, from a marketing perspective I
had identified a "need" that was not being filled.
Filling such needs are things that fortunes are
made of. I had to develop a "Selling Skills Test"
that identified 13 basic skill areas that sales man-
agers said they wanted to know about. This test
ONLY had to tell the sales manager where this
individual candidate ranked among all the other
salespeople in the world. The other thing I knew
about sales managers, that was confirmed through
this research, was that they were very practical and
pragmatic in their style. They didn’t want excuses,
they wanted solutions. They didn’t want to know
why you didn’t get the sale, they wanted to
know what had to be done right now to salvage the
sale. This was an additional challenge to over-
come. I had to develop a test that was simple to
use. The "how it worked" had to be presented in
such a way that was practical and easy to under-
stand. (None of those ambiguous, "would you
rather read a book or wrestle an alligator" kind of
questions). The results also had to be straight-for-
ward and easily interpreted. Oh yes, and don’t
forget, the results had to be fast.

A test that was statistically sound, (in accord-
ance with accepted APA psychological princi-
ples), and practical! Almost sounds like mutually
exclusive concepts, would you agree?

I needed to measure 13 selling skills. I knew
the 13 selling skills I wanted to measure. This had
been defined by the market research. What kind of
questions should I use? They had to be practical.
What kind of answers, True or False, or Multiple
Choice? Should the test be hand scored with
templates, so the results were fast? Or could we
develop a sophisticated computer scored version,
without intimidating the user? How should I validate
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the test so it would rank sales candidates against
one another?

The first step was to identify the key elements
of these 13 sales skill areas? Fortunately the profes-
sion of selling can be traced back to the Biblical
account of the creation of mankind. Do you re-
member the story of the Garden of Eden? The
snake did quite a good job on selling Eve on the
benefits of eating that apple! Sales is the oldest
profession. A long history exists with a multitude
of literature on the subject. A trip to the library and
a few hours of research will reveal that there are
certain key elements of each of these 13 skills that
all experts agree on. As a former salesperson,
and as a lifelong professional consumer, I know
from my own experience what works and what
doesn’t. For example, let’s look at the skill of
ability to "CLOSE". There are some key elements
of the "Skill of Closing" that experts agree on:
(I) You will usually not be successful in attempt-
ing to close until the prospect understands how
the product or service will satisfy their needs. (2)
Never ask whether or not the prospect wants the
product or service, ask which alternatives of the
product or service will better suit their needs. In
other words, don’t ask, "So do you want to buy
the car or not?", instead present an alternative of
choice. "So, Mr. & Mrs. Jones, do you feel the four
door model will meet the needs of your family, or
would the station wagon provide you the comfort
and convenience you have told me you need?" (3)
You should begin to close anytime your prospect
gives you "buying signals”. (4) Most of the time a
sale comes only after the salesperson has com-
pleted the fifth, (on the average), closing attempt.

What if the salesperson you are considering for
a job doesn’t know the fourth key element? (It
takes an average of five closing attempts to make
a sale). (1) What if this sales applicant always stops
after three attempts? (2) How effective is he going
to be at closing? (3) How much positive impact
will he have on bottom line profits? ANSWERS:
(1) He’s not going to close many sales. (2) Not
Very. (3) Not Much.

This is practical information, that will predict
probable sales success or failure.

© 1994, G.M. Lousig-Nont, Ph.D. all rights reserved

I proceeded to develop a battery of 50 sales
story questions, with multiple choice answers. The
questions addressed these 13 critical skill con-
cepts, directly, and sometimes more subtly.
Some questions were designed so that the exami-
nee could select more than one answer, others were
designed to force the examinee to select only one
answer.

The "You can select more than one answer"
variety told me about the extent of a person’s
knowledge of selling. The "You may only select
one answer" type, told me about their personal
selling style. Were they "overtly aggressive", "ap-
proval seeking soft-closers", were they "insincere,
con-men, or women", or were they "Balanced or
Ideal"?

I felt the most practical type of inquiry would
be questions that presented a story type sales situ-
ation that determined whether the candidate had a
basic understanding of the key elements of the
concept of the skill, like handling objections, or
ability to close.

Some questions would be simply generic sales
knowledge; (To "qualify" a buyer indicates that you
have ..."). Other questions would deal with spe-
cific situations encountered in outside sales situ-
ations; (You had a 9:00 a.m. appointment, it’s now
9:15 a.m. and you’re still sitting in the waiting
room. What would you do?). Other questions,
while testing basic sales skill knowledge, were
given a retail selling scenario; (A customer is look-
ing at a living room sofa, but it costs $600 more
than they wanted to spend. To overcome this price
objection you might say..)

The purpose of this question is to identify
whether the examinee understands the basic sales
principle of overcoming a price objection. It
makes little or no difference what the scenario is.
You may remember in school, seeing a math story
type problem that said, "Farmer John had 2 apples
and 3 oranges. How many pieces of fruit did
Farmer John have all together?" You didn’t have to
be a farmer, and you didn’t have to like apples or
oranges to know that two items plus three items
equals five items. What the $ales Success Profile




measures is basic selling skills; the foundation of
success in any sales position.

Regarding the question about the cost of the
living room sofa, you could have just as easily used
a home that a prospect felt was too much, or an
automobile that was too expensive, or a pricey
X-ray machine. The purpose is to measure the
basic concept of how to overcome a price objec-
tion; the sales setting is inconsequential.

There is another advantage to using retail sce-
narios. Many individuals who apply for sales posi-
tions have no sales experience. While they may not
have experience selling, they most certainly have
experience buying. These individuals will not
know the right answers. However, many people
who may have the potential to be good in a sales
position, have a sense of how they like to be treated
as a consumer. They have an intuitive sense about
how they would handle a customer, simply because
that is the way they would like to be handled them-
selves. People who expect excellent service, are
generally those who will give excellent service.

Using retail scenarios in some questions help
identify those individuals, without sales experi-
ence, that may have the potential for a successful
career in sales. The $ales $uccess Profile has 14
questions that use retail scenarios, 13 questions that
use outside sales scenarios, and 23 questions that
involve generic sales knowledge.

The first step in attempting to develop a scor-
ing model for a test is an educated guess. After
developing a question, answers are written. The
formulation of the answers depends on what skill
you are attempting to measure. If you are attempt-
ing to measure whether a person can "close", the
correct answer addresses a proper "closing" tech-
nique. If the examinee selects that answer, they are
given a point in the scale of closing. During the
initial question formulation and development the
assignment of points is arbitrary, but it is subject to
later validation.

It is through the process of validation that we
discover two things: First, how close was this edu-
cated guess. Second, how must the scoring method
be optimized to fine tune it? In the following pages

we will demonstrate the effect that fine tuning a test
has on validity.

The $$P’s final scoring model was improved by
using two groups of salespeople. One group made
$25,000 or less a year in commissions while the
other made $100,000 or more a year in commis-
sions. Through item analysis of the two groups
answers to each question, we were able to actually
see what questions were answered differently. Us-
ing this information, the scoring model was modi-
fied and optimized to improve the validity.

The percentile distributions, and the Test re-
Test data supplied in the following pages all used
the final optimized scoring model.

In addition to the 50 multiple choice questions,
the $$P has a 15 statement self evaluation. In the
self-evaluation section of the $$P the examinee
ranks themselves from O to 9. A rating of 0 is Far
Below Average, and a 9 is Superior. A discussion
of the self-evaluation section of the test is also
included in the following pages.
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Sales Success Profile®

Test Development and Score Distributions

Test - Development

A psychologist usually spends a great deal of
time developing a battery of questions. During
the validation process he may find out that the
questions do not measure what they were de-
signed to. This is especially true of personality
type questionnaires. It is less likely with skill
based measurements where you are measuring
knowledge, as opposed to people’s perceptions
about themselves.

For example: If a teacher developed a math
skills test for fifth graders, he might start with
questions that are not disputable. 3+5=?, 10-3=7,
2+3=7, 5-1=7, 4+2=7. After administering this
test to one thousand fifth graders the teacher may
discover the following data: 99% of all fifth graders
get all the questions right, 1% get all the ques-
tions wrong.

Johnny is in the fifth grade and I administer
the test to him, and he misses all the questions.
After going over the questions verbally with
Johnny, Iam convinced he does not have a reading
disorder. The simple fact is, Johnny doesn’t under-
stand fifth grade mathematical concepts. What
does this tell me? It tells me that Johnny does
not have a comprehension of math that almost all
other, (99%), of fifth graders have. Can I make
any predictions about his probable success in
math? Certainly! I predict that if Johnny does
not get some extra help in math he will not be
successful in winning the fifth grade math
achievement award. The same is true with meas-
uring sales skills. If I develop questions about
universally accepted truths and time proven con-
cepts that successful sales people know and use,
and an examinee doesn’t know those concepts,
I can accurately predict that this person will not be
successful in sales without proper training.

With a personality test, you start with ques-
tions which may not ALWAY'S be completely accu-
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rate. They are just accurate most of the time. For
example, most people who consistently think about
suicide are usually severely depressed. This is not
an absolute like 2+2 always equals 4. You
might compose a question statement: "I consis-
tently think about suicide." True or False. Thirty-
five year old John answers, TRUE. Is John
depressed? Do suicidal thoughts always equal
depression? Well, it just so happens that John
consistently thinks about suicide because he is a
suicide hot line counselor. He is emotionally sta-
ble, loves his work and is as happy a guy as
you would want to meet. Now remember, the
question statement was, "I consistently think
about suicide." NOT "I consistently think
about COMMITTING suicide." The main point to
remember is that personality tests measure per-
ceptions, skill tests measure knowledge.

How to proceed with validation posed a chal-
lenge. The first thought might be to take a group of
sixty salespeople and administer the 50 questions
that comprise the $ales $uccess Profile. The results
of the $$P would then be held, and the progress of
the examinees would be followed over six months.
After six months we would look at a measurement
of success like gross dollar volume of sales. A
correlation coefficient would be calculated com-
paring the scores to the gross dollar volume.
The hope would be that the higher the score, the
higher the gross sales the salesperson would
have. This would indicate a relationship between
the scores and the ability to sell. The challenge
I saw with using this type of validation proce-
dure was from a marketing perspective rather
than psychological. This type of validation would
not tell a sales manager where a sales applicant
ranked compared to other salespeople. It would be
difficult to predict what a sales applicant might
produce in sales from industry to industry. Sales
volume depends on many things; the economic
climate of the area, the quality of the product, the
price of the product, buying trends, etc. Sales man-
agers were more interested in having a salesperson




who would be able to produce the best results they
could, no matter what other variables were pre-
sent. Because of the diversity of companies who
use salespeople, and the various levels of sales
sophistication needed to be successful in different
industries, validating the $$P in this manner would
be of questionable value. A validation procedure
that provided a more generic measurement of basic
sales skills knowledge and provided an ordinal
ranking system appeared more desirable. Using
more generic results would allow each company to
conduct their own internal validation. This would
make the instrument more company specific. In
addition, there are some legal and practical reasons
why every business should conduct their own vali-
dation of any test instrument, regardless of the vali-
dation done by the test publisher. A company that
elects to do their own validation not only finds out
how the test can best benefit their company, they
also establish the job-relatedness requirements
that are needed to meet the equal employment
opportunity laws.

The proper method of validation to meet the
requirements set forth above would be the per-
centile method. The percentile method provides a
true ranking method whereby an examinee can be
ranked against other examinees. Percentiles pro-
vide ranking information. Percentiles are the pre-
ferred method for reporting most scholastic
aptitude test scores. Percentiles are not to be con-
fused with percentages. Percentiles are used in
scholastic aptitude test scores so they don’t confuse
fifth grader’s, Johnny and Suzy’s Mom and
Dad. They also let Mom & Dad know where
Suzy and Johnny rank compared to all other
fifth graders who took the same test.

Remember the previous example of the fifth
graders, the one in which 1% missed all five
math questions and 99% of the children got all the
questions right. While we can draw some con-
clusions about the 1% of the children who didn’t
get any questions right, what conclusions could
we draw about the 99% who got all of the
questions right? Not much. This is because a 1%
and a 99% doesn’t represent a normal score
distribution. Most of us have heard of the "bell
shaped curve". A "bell shaped curve" represents
the ideal distribution. In a bell shaped curve a small

percentage get none right, a small percentage get
all questions right. The greatest percentage of peo-
ple are clustered around the mid-point of the bell
shaped curve, with others dispersed evenly to each
side of the mid-point.

Why do percentiles help us understand our chil-
dren’s math scores better? Another example is
probably the easiest way to explain this. We have a
math test with ten questions given to ten thousand
fifth graders in the United States. Your son or
daughter only gets five, or 50% of the questions
right. Not very good! We all know 50% in most
schools is an "F" or failing. Hurry, get your child
a math tutor! Wait, not so fast! This is a percent-
age of the questions your child got right, not how
he or she ranked compared to the other fifth grad-
ers. What if none of the children who took this test
got more than five questions right? What if the five
questions all of the children got wrong were col-
lege level calculus problems that were impossible
for fifth graders to get right? Still think your child
needs a tutor? Maybe instead of needing a tutor
your child should be a tutor. You see, no one got
more questions right than your child, and as a mat-
ter of fact 98% of the children got less questions
right than your child. Your child was in the top
2%. This is a percentile ranking! It shows
where your child ranks compared to other chil-
dren, not what percentage of questions they got
right. What if your child only got one question
right, that might tell you that 80% of the children
got more questions right than your child. If this
were the case, you might want to seriously con-
sider a tutor for your child.

The percentile method  of ranking helps a
sales manager know exactly where an examinee
ranked compared to other salespeople. The chal-
lenge with a percentile ranked scoring of the $ales
$uccess Profile is the number of people needed. In
order for the percentile to provide a generic meas-
urement of sales skill we needed to have lots and
lots of people, and data from all types of sales, with
a broad range of years of experience. We needed
this data to be representative of the big wide
world of salespeople. This data needed to be an
accurate representation of the types of candidates
that would walk through the door of a company that
ran an ad to hire salespeople. The initial collection
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of this data took over five years and involved gath-
ering the scores of over 250,000 salespeople.
These individuals were from all fifty states, from
every conceivable sales background, and with
varying years of sales experience. The data
was gathered with the co-operation of our clients
who were already using some of our other testing
programs. It would be impossible to store the
scores of 250,000 salespeople on a floppy disk,
so we took a 5% random sampling that was repre-
sentative of the 250,000 salespeople. This 5% sam-
ple amounted to 11,370 salespeople. Using the
percentile method, we developed a score distribu-
tion curve for each of the 13 scales we were meas-
uring. For purposes of clarification we have
provided the distribution curves for the 13 scales
the $ales $uccess Profile measures, as well as the
distribution for the Overall Fundamental score and
the Comprehensive score on the following pages,
(Graph II - 1 through 15). These distributions were
done on a representative random sampling of 4163
people out of the over 300,000 tests that have been
administered to date. We did not provide the distri-
butions for the entire data base for several reasons.
First, we consider this information proprietary.
Second, the graphing program would not handle
this much data. Third, if the graphing program had
the capabilities to handle this much data it would
literally take days for the computer to do the calcu-
lations. Fourth, the information provided from the
random sampling is truly representative of the en-
tire 300,000 tests and it is not statistically different
from the entire data base.

The first row in the graphs is the percentile
rank. The second row is the percentage of people in
that percentile. The third row is the number of
people out of the 4163 people in this study that
were in that percentile. The fourth row is the raw
score the person received. The graph line with the
percentage at the end shows what percent of the
4163 people scored at that percentile level, (this
number has been rounded).

When the $$P is scored a person can receive
points for right answers, or have points taken away
for wrong answers. Therefore it is possible to end
up with negative raw points.

In evaluating these distributions we look for
what appears to be a normal looking curve, with the
50th percentile falling close to the middle of the
graph. Looking at the Ethics scale you can see this
is a less than ideal distribution. When looking at the
Ethics percentile you notice that the 50th percentile
level is at a raw score of 8. There are only 10
possible raw scores in the Ethics scale; 0, and 1
through 9. This means that the Ethics scale prob-
ably doesn’t tell us very much about a person that
gets a raw score of 8 or 9 because approximately
87% of examinees score either at least an 8 ora 9.
The Ethics scale probably tells us more about peo-
ple who get 7 or less, because only 13% fall in this
range. People who score 7 or less are way out of the
norm.

A score distribution such as the one exhibited
by the Ethics score usually indicates that this scale
is probably not as valid as a scale like Closing.
Look at the Closing distribution, you can see that it
looks much more evenly distributed.

The Ethics scale is a good example of what can
happen when you try to measure a trait with too
few questions As mentioned before, there are only
10 possible raw points for the Ethics scale while
there are 23 possible raw point scores for the Clos-
ing scale; -1 through -7 (7), then 0 (1), and 1
through 15 (15). So we have 7 negative points, 15
positive points, and 0, which equals 23 possible
raw points.

Ideally, when developing a test, you would like
to have as many questions as possible for each trait
you are trying to measure. Generally, the more
questions, the more accurate the evaluation will be
of that particular trait. However, if we were to
develop such a test, that had 20 questions for each
trait, we would end up with a 260 question test. We
would be faced with factors such as test fatigue. Is
the last half as accurate as the first half? Does the
test taker get tired and start marking any answer?

The compromise in developing the $$P was to
have only 50 questions, but 253 multiple choice
answers. It is the answers we evaluate to give us
the raw point values.

For example question #24 states:
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24. A common "put-off” experienced
by every salesperson is the "I’ll think it
over.” A good salesperson should say:

Closing
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3. "I think it’s important for you to think it
over, but don’t wait too long. We never
know when we may have a price increase."

4. "Great, take all the time you need, but I
only have one of these left in a box, and I
had some other customers looking at this
same unit."”

Question #24 really offers no "ideal" answer.
Perhaps the best answer would be a compromise
between answer #1 and answer #2. However, you
may only give one answer to this question. Answer
#1 is very weak in terms of Closing, however it is
Polite and Courteous. If you did as answer #1
suggests, you would likely come across as non-ag-
gressive. People would probably perceive this
salesperson as a Friendly and Warm individual.
Therefore, in scoring this answer we might give
you a point for Polite & Courteous and Friendly &
Warm, and take away a point for Closing.

Answer #2 is extremely aggressive. You might
get a point for Closing but we would take away a
point for Polite & Courteous.

Answer #3 is what most unskilled salespeople
answer. They don’t know how to properly initiate a
Close, or to isolate and handle objections. They
resort to weak scare tactics. You would not get any
points in any areas for this answer.

Answer #4 is the answer most often given my
uncthical salespeople, so it affects your Ethics
score. Un-ethical salespeople are usually weak
Closers. They rely on lies instead of skill to Close
a sale.

A question like #24 truly discriminates between
people who are more aggressive in their Closing
style or who are weak.

This should give a basic understanding of how
the answers to the questions are scored. The exact
scoring of the answers is a proprietary trade secret
and is not disclosed.

Having some scales which are less accurate
than others is also a downfall of designing a test
where the point value of the answers count towards

more than one scale. However, there has to be
some compromise. Either develop a test which is
short enough to be functional, and accept some of
the limitations of a shorter test design, or have a
long test and worry about test fatigue.

From a practical standpoint, a long test, of 200
questions, would probably not be viewed favorably
by sales managers. They want a test that takes no
longer than 30 to 40 minutes to take.

In addition to the 13 scales the $$P measures,
the test provides two overall scores. We call them
the Overall Fundamental Score and the Overall
Comprehensive Score.

The Overall Fundamental score is a weighted
average of the first 8 scales of the $$P. These
scales comprise those skills and traits which are
fundamental to any job in sales, whether in retail or
outside sales. Regardless of the sales position a
person must know how to Approach and Involve a
potential customer, Handle Objections, be Able to
Close, etc.

The Overall Comprehensive score is a
weighted average of the first 12 scales. The Over-
all Comprehensive score should be used when ana-
lyzing the qualifications of a person that is going to
work in Outside sales, or more sophisticated sales
positions where territory management, and good
time management is a necessity. The Call Enthusi-
asm scale stands by itself. After looking at the
Overall Comprehensive Score, a check should be
made to see if the salesperson has a problem with
handling rejection. An individual can have a high
Overall Comprehensive score, and yet have a low
Call Enthusiasm score. Think of the Overall Com-
prehensive score as the "CAN HE DO IT", factor,
and the Call Enthusiasm score as the "WILL HE
DO IT", factor. The last four skills of the $$P,
Prospecting and Cold Calling, Presentations &
Demonstrations, Time Management, and Tele-
phone Techniques are more critical for outside
sales positions than retail positions.

The function of the overall Fundamental and
Comprehensive scores is to give the sales manager
a quick way to get an overview of the person’s
potential. A sales manager must, after all, hire the
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"whole" person. He may not hire just the good
skills.

Additionally the other purpose of these overall
scores is to correct for the weakness of certain
scales like the Ethics scale. By weighting the 12
scales according to their intrinsic value to the sales
process, as well as their reliability and validity, we
are able to correct for the weakness of some scales.
For example, the Ethics scale, as we have pre-
viously discussed is not as good an indicator as the
Closing score; especially if the Ethics score is high.
Therefore, the weighted average does not allow the
Ethics score to have a significant impact on the
Overall Scores, unless the Ethics score is extremely
low. The Closing score has been shown to be one
of the most important in predicting success in sales.
This stands to reason. You could do everything in
the sales process correctly, but if you were not able
to CLOSE THE SALE, you would not have a sig-
nificant impact on a company’s gross sales figures.
Therefore, Closing is weighted very heavily in the
Overall Fundamental and Comprehensive scores.

The scoring software, and the printed report
generates both a WEIGHTED RAW SCORE and
the PERCENTILE RANK for both the Overall
Fundamental and Comprehensive areas. The exact
calculation of this WEIGHTED RAW SCORE is
very complex, and is considered a trade secret.
However, the accuracy and validity of this unique
calculation is demonstrated in the validation stud-
ies that follow.

Using the percentile method tells the sales man-
ager some very precise information. If an exami-
nee gets an 82 in Ability to Close, the sales
manager knows that the examinee did better in
that scale than 81% of the random sampling of
over 300,000 other salespeople. This gives the
sales manager the ranking information that they
had told us they wanted in the market research. It
also gives the sales manager a good generic
measurement method from which to internally
validate their own measures of success.

One of the advantages of percentiles is that the
ranking is not open to debate. The ranking is
fact. If you were in the 82nd percentile, 81% did
not do as well as you, and 18% did better than

you. If we were talking percentages, there might
be an argument about the fact that you only got
eight out of ten questions right. Maybe you
would argue that the two other questions were
confusing, or that probably no one ever got those
two questions right because they were too hard.
Percentiles eliminate these kind of problems. Per-
centiles actually represent a method of "grading on
the curve".

The second part of the $ales $uccess Profile
includes a 15 statement self-evaluation. An expla-
nation of this self evaluation is presented on the
following pages.
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Sales Success Profile®

Self-Evaluation Section

-
Self-Evaluation their ways and difficult to train. The indication
appears to be that these individuals feel that they
The $$P also has a 15 statement, self evaluation "know it all". Conversely, people who evaluate
section. In this section the examinees are asked to themselves lower than the $$P tend to be easy to
rank themselves as to their perception of their skill train, and relatively easy to get along with. Their
levels. attitude seems to be one of "I can always learn
something new. There’s always room for improve-
At this time, the results of this self-evaluation ment."
are not used to determine the final score. The self-
evaluation does offer some insight regarding a per- The self-evaluation is presented on the last
son’s self perception of their own skill levels. The page of the $ales $uccess Profile, after the 50 mul-
examinee is asked to rank their abilities for each of tiple choice story problems, (a reproduction of this
the statements, ranging from 0, Far Below Average section is provided below; Figure III - 1).
to 9, Superior. (Figure III - 1)
The graphs starting on page I11-2, (Graph III - 1
An example of a statement is, through 15) marked Scale 1 through Scale 15,
My ability to "close" the sale is... correspond to the statements 1 through 15 found on
the back page of the $ales $uccess Profile question
Anecdotal evidence at this time seems to sug- book. These graphs represent the percentile distri-
gest that individuals who rank themselves signifi- butions for each of the 15 statements and the self-
«  cantly higher than the $$P tend to be very set in evaluation for each, ranging from 0, Far Below
Figure Il - 1
COMPLETE THIS SECTION: If you have NEVER had a job in sales before, you may skip this section!
Read each statement and circle the number that is closest to your level of competence in the area described. Answer truthfully. We prefer
you give answers that are a true reflection of your feeling about the statement, not answers that you think we might want to hear. We are
looking for how closely your answers come to the answers of average salespeople. For example you might assume that the most popular
answer to the statement; "My ability to sell difficult clients is:", (9) SUPERIOR. The fact is, the most common answer is (2) BELOW
ﬁanEIEAGE So answer the statement the way you really feel; your truthful answer is probably closer to the average answer than you might
MY ABILITY TO... : Prbe] e | b | Meer | Bl fewi]
1. Approach and involve customers in the selling process is: . . . 0 1 2 3 o 5 6 7 8 9
2. Handle and overcome objections is:. . . ............... 2.0 1 2 3 4 5 6 7 8 9
3. "Close™ibiesaleds: viouv o s v s vampmss s v s e 950w 55 ¢4 3.0 1 2 3 4 5 6 7 8 9
4. Be extremely aggressive when "Closing" is: . .. ......... 4.1 0 1 2 3 3 3 6 7 8 4
5. Allow people time to think when they are feeling pressured is: 5. 0 1 2 3 4 S 6 7 8 d
6. Get a little "creative” in order to "Close" a saleis:. . ...... 6.0 1 2 3 4 5 6 7 8 9
7. Handle customer problems and problem customers is:. . . . . . 7.0 1 2 3 4 3 6 1 8 9
8. Discover the customers needs and motivations is:. . . ... ... 8.0 1 2 3 4 J 6 7 8 9
9. Maintain a customers interest during a presentation is: ... .. 9. 0 1 2 3 4 S 6 1 8 9
10. Enthusiastically and productively prospect and cold call is: . . 10, 0 1 2 3 4 5 6 7 8 9
11. Dominate and control the saleis: . .................. 1.0 1 2 3 4 5 6 7 8 ?
12. Qualify prospects, and ask good questionsis: ........... 12. -9 1 2 3 o S 6 4 8 .4
13. Productively manage my time is: ... ..... .00 13. 10 1 2 3 4 5 6 i 8 .
— 14. Handle telephone calls in such a way as to get appointments is: 14. 0 1 2 3 4 5 6 7 8 9
15. Stay motivated afterabad dayis: ... ................ 15. L0 1 2 3 3 5 i Z 8 .mim
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Average to 9, Superior. The N = 406. Where "N"
equals the number of people in the study.

These graphs are provided so the reader may
have a way of seeing where their examinee’s an-
swers rank compared to the norm.

On the $ales $uccess Profile printout, the re-
port shows the examinee’s self-evaluation, and
whether this evaluation is in agreement with the
scores on the $ales $uccess Profile; page III-5
(Figure I1I - 2)

This agreement is simply determined by look-
ing at the examinee’s self evaluation and compar-
ing it to the $ales $uccess Profile’s score for that

Graph Il - 1 through 15

Ability to Close
Scale 3
N=406 Avg=539 Stdev=226

Poconte % ¢ m_‘iew:-mg Kuriosis = -0.72

197 [197| 8 | o 2%

32 (18| 5 | 1 mmin

1256|935 | 8 | 2 |—;
267|911 | &7 | 3 |——t;

3547 |1379| 56 | 4 —14%
50 1453 59 5 _15%
6626 | 1626| 66 | 6 —w%
80.05 | 13.79 56 7 —14%
8966|961 | 20 | 5 S———— 0%

100 [1034] a2 | 9 —10%

Approach & Involvement

Scale1
N=406 Avg=584 Stdev=184

Be aggressive when closing

Scale 4
N=406 Avg=382 Stdev=226

N=406 Avg=572 Stdev=1.96

oponie. % 8 seom | Skew=-0.11 Kurtosis =-0.66
025 (025 | 1 | 0 how

074 (049 | 2 | 1 mow

567 |4 | 20 | 2 j—c

1305|730 | 30 | 3 ——%

28 [1675| 68 | 4 pe————r;
436 | 1379 | 56 5 —14%
6478 |21.18| 8 | 6 —21%
803 (1552 | 63 i 7 —16%
899 | 961 | %9 | o |e—0%

100 | 104 | 41 | o —0%

| Porertia [ # Skew=-0.17 Kurtosis=-049 | Pecontio % # SkBW=0.45 Kum='0.47
025 | 025 | 1 0 ho% 542 542 | 2 | 0 5%
049 | 0.25 1 1 po% 1232| 69 | 28 1 _7%
394 ({345 | 14 2 Ps% H73 (241 AN 2 —22%
961 | 567 | 23 3 bs% 4828 | 1355 55 3 —14%
27.09 | 1749 | 71 4 I—17% 6527 | 17 4 —17%
3892 | 11.82| 48 5 —12% 7783 | 1256 | 51 5 —13%
63.79 | 24.88 | 101 6 —25% e571 | 788 | 22 6 _8%
8108 (1724 70 | 7 |eee———7% 9187 | 616 | 25 | 7 _6%

10%
9089 | 985 | 40 8 _ 9655 | 468 | 19 8 hw’
100 | 9.11 a7 9 '—9%

100 (345 | 14 | o pmmmav
Handling Objections Allow people time to think
Scale 2

Scale5

N=406 Avg=554 Stdev=180

Pogorte % & M_Lsm:-om Kurtosis = 0.07

099 (0% | 4 | 0 jmow

172 {074 | 3 | 1 Fo%

468 |29 | 12 | 2 jmman

101|542 | 22 | 3 |-—s%

2931 [1921| 78 | 4 P_w%
78 |1847| 75 | 5 |e————— %
7069 | 291 2 <] 6 _23%
8521 [1552| 63 | 7 T— 6%
900|768 | % | o |—c

100 591 | 24 | o m—cy
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Get creative when closing

Scale 6
N=406 Avg=6(2 Stdev=209

Maintain customer interest

Scale 9
N=406 Avg=619 Stdw=176

Scale7
N=406 Avg=674 Stdev=1.80

% » mﬁkﬂw*ﬂw Kurtosis = -0.31 Pocertin__ % a Skew=-041 Kurtosis = 0,06

123 | 1.8 5 0 1% 049 | 049 2 0 0%

22 |ow| 4 [ 1 mmow 0w [o@| 2 | 1 mox

52|32 | 13| 2 —u 222 (128 5 | 2

1266|714 | 20 | 3 e— 517 |26 | 12 | 3 3%

2512 | 1256 | 51 _13% 1897 | 13.79 | 56 4 —14%

%21 [1108] 45 | 5 |e—1% 276 |1379| 56 | 5 e———

5542 (1921 78 6 —19% 532 |2044| 83 6 _20%
72.17 | 16.75 68 7 —17% 77.83 | 24.63 | 100 7 _25%
7% [1576| 61 | & |e—— 6% 8041|1158 47 | o i——— 2%

100 | 1207 | 49 9 —12% 100 (1059 | 43 9 _11%
Handle Problems Prospect & Cold Call

Scale 10
N=406 Avg=462 Stdev=228

Scale 8
N=406 Avg=654 Stdev=171

oo % Skew=-063 Kurlosis =057

040 (049 | 2 | 0 mo%

09 (049 | 2 | 1 }-o%

197 |00 | 4 | 2 J-O%

a9 |22 9 | 3 }-2%

1034 | 616 | 25 4d—6%

2586 | 15.52 63 5 _ 16%
4729 | 21.43 87 6 — 21%

—

86.7 18.47 75 8 — 18%
100 133 54 9 ]— 13%

|Pocortle % ¢ scon | Skew=-072 Kurtoss=019 [Pocote._ %4 Skew=0.16 Kurtosis=-071
025 | 025 1 0 po% 271 271 | 11 ?_La%

049 025 | 1 | 1 po% 616 345 | 14 | 1 mema

22 (172 | 7 2 mm2% 2044 (1429 58 | 2 '—14%
542 |32 | 13 | 3 pemmav 0251261 2 | 3 ———c
133 [ 788 | R 4 _B% 5197 |1872| 76 4 _19%
202|692 | 5 _7% 6429 [1232| 50 | 5 —12%
40.89 | 2069 | 84 6 —21% 7734 (1305| 53 6 —13%
6281 |2192| 89 7 —22% 8842 [ 11.08| 45 7 —11%

2079 |1708| 73 | o |eee——— 0 w1 |48 | 19 | o -y

100 (1921 78 9 _19% [ 100 | 69 | 28 9 h?‘%
Discover customer’s needs Dominate the Sale

Scale 11
N=406 Avg=499 Stdev=202

Skew=-004 Kurtosis=-049
0 1%
1

|Parentie % #

148 | 148
345 | 197 | 8 2%

1108 | 7.64 | 31 I——a%

2291 | 1182 48 l——m%

436 | 20.69 84 —21%
5813 | 1453 | 59 —15%

7635 (1823 | 74
8842 | 1207 | 49
9557 | 714 | 29

100 | 443 | 18

_12%
_

7%

4%

Cl|lo N[ Dl ]|N

;

{
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Qualify Prospects

Scale 12
N=406 Avg=609 Stdov=195

Get appointments by phone

Scale 14
N=406 Avg=567 Stdev=203

Scale 13
N=406 Avg=477 Stdev=212

— m_LSkeN=-039 Kurtosis = -029 ocomn %2 Skew=-014 Kurtosis =-076

049 049 | 2 [ 0 mow 049 | 049 | 2 0%

148 [0 | 4 | 1 jmow 123 [ 074 | 3 ]-o%

394 246 | 10 | 2 jmma; 567 443 | 18 | 2 |em—io,

085 (591 | 20 | 3 |em—c 1676 [ 101 | 41 | 3 |———0%

1995 | 101 | 41 4 —10% R02[1626| 65 4 —16%
@10 (1724 0 | 5 pe——i7% 831 (1420 | 58 | 5 |e—%,
5714 [ 1995 81 6 —m% 232 |1601] 6 6 —16%
7291|1576 64 | 7 —13% w2 65| 67 | 7 —17%
8768 |1478| 60 | 8 _'5% 9089 {1207| 49 | 8 —12%

100 l1232] s0 | o —12% 0 lanil = | o —9%
Productively Manage Time Stay motivated after a bad day

peconie. % # S‘m_Lkew 0.12 Kurtosis =-061
172 (1] 7

419 [248 | 10 | 1 o

1601 [182| 48 | 2 |— 2%
2700 [1108| 45 | o |ee— s

40,01 | 21.92 89 4 —22%
6502 [1601| 65 | 5 '——16%
7635 (1133 | 46 | 6 |ee——i%

818 182 | 48 | 7 |e——2
9507 69 | 28 | 8 _7%

100 |4 | 20 | 9 hs%

Scale 15
N=406 Avg=570 Stdev=213

P =.;_Lsmew:-am Kurtosis =-069

074 (074 | 3 | O jmo%

246 |172| 7 | 1 o

69 (443 18 | 2 |esmmm—mio,

16576 | 887 | 3 | 3 e———v;

312811552 | 63 4 —18%
4557 |1429| 58 | s —14%
61.58 | 16.01 65 6 —16%
7588 | 14.29 58 7 —14%
8941 | 13.55 55 8 —14%
100 |1059| 43 | 9 —11%

scale. If an examinee ranked themselves O to 3 that
is considered below average. If the $ales $uccess
Profile score on that scale was 0 to 49 that is
considered to be in agreement. If the examinee
ranked themselves 4 to 9 that is considered an
above average self-evaluation. If the $$P gave
them a percentile rank of 50 or above, that is con-
sidered an area of agreement. (Figure III-2) page III-5.

The following page gives an example of the
self-evaluation printout, and what scale the state-
ment corresponds with, (Figure III - 3). A sales
manager can use the self-evaluation as valuable
tool during the personnel interview. Rather than
making the interview process a personality contest,

a sales manager can ask, "Tom, you rank yourself
Superior on you ability to close a sale. Tell me why
do you think you’re so good at closing."”

Tom responds, "Because I do what ever it takes
to close. If I have to lie a little, I lie." Or maybe
Tom says, "Because I know 37 different closing
techniques. If one doesn’t work I skillfully switch
to another.”

Once the percentiles for the 50 questions were
established, the task began to statistically validate
the $ales $uccess Profile. The results of the TEST
re-TEST Reliability study are presented in the next
chapter.

I11-4 g
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Figure lll - 2

S$ALES $UCCESS PROFILE

Page 1
Results & training i 4/26/94

.; Prepared for Lousig| BELOW AVERAGE ABOVE AVERAGE _

% — 40 ® T /Total
APPROACH / INVOLVEMENT |®##NANRARaAnadahhhddddhdhhdhdhdidhd 90 (27/30)
OVERCOMING OBJECTIONS |Wiaakaadddddhhhddhhdhhhhhhhhdhid 88 ( 8/11)
BRING ABLE TO CLOSE L e Y T TIYY ) (T3] 91 ( 9/13)
ETHICS RARRRR AR RAhhRhhhhhd 75 ( 6/ 8)
POLITE / COURTEOUS RRARRRARAER 32 ( 4/ 8)
FRIENDLY / WARM LY I T T YT 43 ( 6/11)
HANDLING PROBLEMS ARARARARRNARNRNAR IR ANk RARR 100 ( 4/ 4)
QUALIFYING BUYERS (I3 I P P Ty Yy T 89 (13/16)
PROSPECTING/COLD CALLS (L Y Y I 22 L s 95 (26/33)
PRESENTATIONS RERNRRRRERRRAR 37 (12/24)
TIME MANAG P r Y Y e Y T e T 22 92 ( 9/15)
TELEPHONB IQUE RRARERNRAERRRANNNANER A AR A RANRE AN RARANS 95 ( 7/ 8)

SIASM RARRAAARRANRRRRNRAR SRR ARARAARANR AN RN RAN® 100 (12/15)
AMENTAL SKILLS RARKRRARRRARERRNANREARA AR RN RA AN 82
COMPREHENSIVE SKILLS I e S S 123122211223 79
ANSWERS: 1. § 11. 123 21. 5 31. 3 41. 134
2. 4 12, 1 22. 25 32. 5 42, 235
3. 45 13. 5 23. 135 33. 123456 43. 23
4. 123456 14. 134 24. 4 34. 145 44. 4
5. 4 15. 4 25. 1 35. 2 45. 135
6. 4 16. S5 26. 5 36. 12346 46. 1
7. 4 17. 5 27. 2 37. 15 47. 1
8, 2 18. 6 28. 4 38. 135 48. 3
9, 4 19. 5 29. 5 39. 3 49, 124
10. 5 20, 3 30. 3 40. 2 50. 3
_BELOW AVERAGE ||| ABOVE AVERAGE
il SELF EVALUATION = —_— — AYd . —
" + + + $ + 4 4
C ;. Approach and involve customers L2 o % bbpr | 7 | 8| 9
2. Handle and overcome objections *
x 3. "Close" the sale 0 1 2 3 4 5 * 7 8 9
4. Be aggressive when "Closing" *
S. Allow people time to think o|l1|2]3 * | Ss|16)|7)81}]9
6. Get "creative® when "Closing” *
x 7. Handle problems 0 1 2 3 4 S 6 * 8 9
8. Discover customer needs *
9. Maintain customer interest 0 1 2 3 4 5 6 7 * 9
x10. Prospect and cold call *
x11. Dominate and control the sale o| 1] 2 3 4| 56| *x|8]|¢9
x12. Qualify prospects *
x13. Productively manage time 0] 1] 2 3 4 * 16| 7 8|9
x1l4. Get appointments via telephone *
x15. Stay motivated after a bad day ] 1 2 3 4 5 6 * 8 9

Items with an (x) show agreement between the $$P results and the applicants
Self Evaluation as to being above or below average

Copyright 1992 Gregory M. Lousig-Nont, Ph.D.

Statement #1 =Scale  1- Corresponds with the scale of Approach & Involvement Figure il -3

Statement #2=Scale 2 - Handling Objections
Statement #3=Scale 3 - Ability to Close

Statement #4 =Scale  5- High Self - Evaluation corresponds with Low Polite and Courteous score
Statement #5=Scale  5- High Self - Evaluation corresponds with High Polite and Courteous Score
Statement #6=Scale 4 - Ethics

Statement #7 =Scale 7 - Handling Problems

Statement #8 =Scale 6 - High Self - Evaluation corresponds with High Friendly and Warm
Statement #9 =Scale 10 - Presentations & Demonstrations

Statement  #10=Scale 9 - Prospecting and Cold Calling

Statement  #11 =Scale 6 - High Self - Evaluation corresponds with Low Friendly and Warm
Statement  #12=Scale 8- Qualify Buyers

% Statement  #13 =Scale 11 - Time Management

' Statement  #14 =Scale 12 - Telephone Technique
Statement  #15=Scale 13- Call Enthusiasm

{
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Sales Success Profile®

Test re-Test Reliability Study

Test re-Test Reliability

Reliability is different than validity. Reliability
is a measure of how consistently a test produces the
same results. It is unlikely that a test would be
valid if it were not reliable. After optimizing the
scoring model, a Test re-Test study was conducted
on the $$P.

To understand the concept of reliability, let’s
assume that John is a mathematical genius. John
takes a math test that purports to measure knowl-
edge of math. We would expect that he would have
very similar scores if he took that same test on two
different occasions approximately two weeks apart.

What would happen if John got a score of 99%
the first time, and a 32% the second time. If all
things were equal, John had the same amount of
sleep, he was just as motivated to do well the sec-
ond time as the first, he had not had a brain injury
between the first and second test, etc., we would
have to suspect that the test may not be reliable, or
be able to produce consistent results.

If a test is not reliable, it is almost impossible
for it to be valid. Without reliability we would be
attempting to measure a trait or skill with what
amounts to a rubber yardstick. Each time the re-
sults will be different.

In order to validate the reliability of the $ales
$uccess Profile we ran an advertisement in the
HELP WANTED section of the local newspaper.
The ad read as follows:

Salespeople Wanted

Salespeople needed to participate in validation
study of a sales skills test. Participants may use re-
sults to help them find employment. Normally test
fee would be $55, however there is absolutely no
cost to participants. If interested, call Dr.
Lousignont at PH. 732-8000.

Participants were given an information sheet
with instructions and an explanation of how the

study would work. They were told that they would
complete the $ales $uccess Profile at our offices
and submit the test for evaluation. They would not
be told the results of that first test. At the time they
completed the first test they would set an appoint-
ment to come back and take the test the second
time, two weeks later. It was explained that after
they had taken the second test it would also be
evaluated. After the second test had been evaluated
we would flip a coin in their presence. If the coin
came up heads they would get the printed results of
their first test, if the coin came up tails, they would
get the copy of the printed results from their second
test. Under no circumstances would they receive
the printed results from both tests. It was explained
that we wanted them to be equally motivated to do
well on both tests. As chance would determine
which copy of the results they would receive, the
only way they would be assured of being able to
receive favorable results was to do their very best
on each test.

There were 31 subjects that participated in this
study. While this may seem like a rather low num-
ber, a group of 30 is considered an acceptable num-
ber of individuals for most studies. The results are
presented in the following table. (Table IV - 1). A
perfect positive correlation between the scores of
the first test and the second test would yield a
correlation coefficient of 1. The range of correla-
tions can be from -1.0 to +1.0. The sign of the
correlation coefficient indicates the direction of the
relationship. The correlation coefficients for the
some scales are less than others. These low reli-
ability scores were taken into account in devising
the weighted scoring system which is used to calcu-
late the Overall Fundamental and Comprehensive
scores. Perhaps this is why these two scores show a
higher reliability of .833 and .815 respectively.

It would have been better if we could have
tested people who were actually applying for a
position in sales. The ideal scenario would be to
test job applicants and then be able to test them
again when they applied for another job. However,
the times between the first and second testing
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should be held constant for all examinees. This "BASIC BEHAVIORAL STATISTICS" by
would be impossible to do. Hinkle, Wiersma and Jurs, list the following to help

interpret the strength of the correlation.
One of challenges encountered with this par-

ticular test re-test reliability study was the quality 9010 1.0 (-80 to -1.00) | V. High Pos. or (Neg) Correlation
of the people that participated. Some examinees .70t0 .90 (-.7010-.80) | High Pos. or (Neg) Correlation
had no sales experience what-so-ever. The question 5010 .70 (-.50 10 1.70) | Moderate Pos. or (Neg) Correlation
arises as to how seriously they took the tests. Some 3010 50(3010-50) | Low Pos. or (Neg) Carrelation
of these people may simply have guessed at the .00 t0 .30 (.00 to -.30) Little if any correlation
questions the first time, and then guessed again the
second time. Also, there was no control for people V-High | High | Moder. | Low | Litle
who took the first test and consulted sales training A&l 6139
books looking for the correct answers to questions 00 4196
they had difficulty with. Educating themselves Closin 8532
would help them improve their score on the second ; g
test and lower the correlation between the first and Ethics 5408
second test. The average for the Overall Funda- P&C 5895
mental and Comprehensive scores were higher on F&W 6311
the second test than the first, which may indicate HP 5037
that there was some self-education going on be- QB 7721
tween tests. PaCC | o114
The results for the test re-test show that the P&D 7915
$ales $uccess Profile obviously has some scales ™ .1843
that are more reliable than others. The overall T 3499
evaluations, .833 for Fundamental and .815 for CE 8107
Comprehensive, which are ultimately what a sales
manager must look at, are considered High Positive
Correlations. It indicates that these overall evalu- Fund. 833
ations are statistically reliable. Compr. 815
Table V-1
Test Re-Test Reliability Study
N=31 First Test Second Test
$ales $uccess Profile Test-Retest Cormelation Mean Stan.de.xrd Mean Stan.dzfnd
Deviation Deviation
Approach & Involvement 0.6139 78.29 20.51 78.26 22.74
Overcoming Objections 0.4196 84.1 22.44 84.9 17.71
Closing 0.8532 82.16 25.43 85.81 23.07
Ethics 0.6406 95.03 6.86 96.45 5.95
Polite & Courteous 0.5895 67.61 29.56 65.58 26.43
Friendly & Wam 0.6311 72.45 27.21 62.39 31.63
Handling Problems 0.5937 93.1 11.65 93.1 11.65
Qualifying Buyers 0.7721 82.35 20 83.68 20.3
Prospecting & Cold Calls 09114 84.23 21.98 87.32 17.57
Presentations & Demonstrations 0.7915 78.9 25.46 85.03 19.9
Time Management 0.1843 77.77 16.08 79.45 20.7
Telephone Technique 0.3499 81.68 21.03 84.61 20.16
Call Enthusiasm 0.8107 82.68 21.85 83.35 19.05
Fundamental Skills 0.833 76.03 23.03 76.81 23.77
Comprehensive Skills 0.815 71.35 24.48 74.19 22.93

[
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Sales Success Profile®

Validation Studies

Validation Studies

Once reliability has been established, the
process of doing validity studies must take place.

While reliability measures whether a test in-
strument consistently yields the same results, it
does not address whether those results are in fact
valid. Conceivably you could have a test that pro-
duced the same results every time it was given, but
if it did not measure what it purported to measure,
with a degree of validity, the test would be worth-
less. Therefore, we can think of Reliability as con-
sistency, and Validity as accuracy.

The most common type of validation study is
that which measures a tests validity against a crite-
ria. For example, an honesty test might be com-
pared to the dollar amounts of money and
merchandise people have stolen. A test that pur-
ports to measure persistence might be be validated
against job longevity.

The methods of validation can vary for dif-
ferent instruments but two of the most common
validation methods are correlation, and discrimi-
nate analysis. The reader has already received a
nodding aquaitance with correlation, as this was the
method used in the Test re-Test Reliability study.
Correlations can be used, as this one was, to show
how closely one set of results resembles another set
of results for the same test. Correlations can also be
used to show the relationship between two measur-
able variables, such as a test score and a criteria.

Correlations would generally be a very good
method to use for a company that wanted to track
sales performance. The $ales $uccess Profile
scores could then be compared against a criteria,
such as gross dollar sales, or numbers of units sold.
When doing a correlation study it must be kept in
mind that all other variables that might affect the
criteria should be held as constant as possible. The
validation of the $ales $uccess Profile used several

different criteria related studies which are pre-
sented here.

The first such study, (Graph V-1), that was done
to validate the $ales $uccess Profile was to com-
pare two groups of salespeople at the extremes of
the commission earning spectrum. The criteria
used was the largest commission that was ever
earned in one year.

We started with an assumption that salespeople
who make $25,000 or less a year are probably less
skilled than salespeople who make $100,000 or
more a year in commission. An annual commis-
sion of $25,000 or less a year is hardly a living
wage, while an annual commission of $100,000 or
more is very respectable.

If the salespeople in this particular study were
from the same company, and selling the same prod-
uct, the proper validation method would have been
to do a correlation between $$P scores and the
various annual commissions earned by the individ-
ual salespeople. However, because the salespeople
used in this study came from a variety of sales
positions, we could not hold the job, or the product
that was sold constant.

A person that is selling real estate may make
$200,000 a year in commission. While a car sales-
man may make $50,000 a year in commission. Yet
each may be the very best salesperson in their
field. Each may be equally skilled in basic sales
skills like closing, handling objections, and giving
presentations. Using a correlation study would
show a low co-efficient.

Because of the nature of the population in this
study a more acceptable method of validating
whether there is a statistically significant difference
is a statistical method called discriminate analysis.

]
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The purpose of discriminate analysis is to de-
termine if there is a statistically significant differ-
ence between the average scores for two groups,.

If you looked at the average scores on a math
test for 4th graders compared to the average scores
on the same math test for 5th graders you would
expect that there would be a difference in the aver-
ages.

However, how would you know for certain that
the difference between the two average scores was
caused because the Sth graders were smarter than
the 4th graders? Could the difference have been
caused because two Sth graders scored extremely
high and skewed the test results to the positive, and
two 4th graders scored very poorly and skewed the
results to the negative. The rest of the 4th graders
and 5th graders may have scored almost exactly the
same. In this case the differences in the averages
were caused by four students. Discriminate analy-
sis tells you if the difference in the average scores
between two groups happened by chance, or be-
cause there truly was a meaningful difference be-
tween the criteria you were attempting to measure.

This study, (Graph V-1), was conducted using a
random selection of 47 people from our database.
These examinees had reported that the most com-
mission they had ever made in one year was
$100,000 or more. A random selection of 47 other
people was made who had reported that the most
commission they had made in one year was
$25,000 or less.

Discriminate Analysis is also called Hypothesis
Testing for a two sample case for the mean. In
these studies our hypothesis is that there should be
a statistically valid difference between the mean
average scores for the two random groups.

The graph, (Graph V-1) on page V-3, shows
that in most scales there is a statistically valid dif-
ference between these two groups.

In layman’s terms a significance level of .001 is
as statistically significant as you can get. It simply
means that the probability is less than .001 that the
observed difference in the sample means for the
two groups occurred by chance.

Different levels of significance that you might
encounter would be .001, .01, .02. .05, .10, .20 .
The .001 indicates the greatest level of signifi-
cance, and the least amount of possibility that the
difference between the means of the two groups
occurred by chance. The level of significance of .20
means that there is a greater chance that the differ-
ence occurred by chance.

The first graph (Graph V-1), shows the levels of
significance for the first validation of the $$P using
the criteria of sales commissions. While many of
the scales show statistically valid levels of signifi-
cance, three scales, Polite & Courteous, Handling
Problems, and Telephone Techniques showed no
levels of significance at all. When this occurs, a
test developer must attempt to determine whether
the scoring of the scale is incorrect.

As previously discussed, the first attempt at
determining how to score a test is, at best, an edu-
cated guess. A test developer must ask, "If a person
selects a certain answer to a particular question,
what do I think that tells me about that person’s
expertise in a particular skill? How many points do
I think that is worth?" The first study shows how
close you have come to scoring the test correctly.
However, in order to "fine tune" the scoring, you
must do an Item Analysis. Item Analysis forces the
researcher to look at each question and each of the
answers to determine how the two groups of people
answer the questions differently. If the two groups
answer the questions differently, then it stands to
reason that the different answers need to be scored
accordingly.

For example, a test developer may start off with
an assumption that if a person selects the first an-
swer to question #20, he is probably an excellent
and aggressive closer. So, the developer decides to
award a point in closing for any examinee that
responds to question #20 by circling the first an-
swer. However, upon doing an item analysis of
question #20 he finds that a majority of the people
who make less than $25,000 a year in commis-
sions, as well as those who make $100,000 or more
a year in commissions all respond with the first
answer. The conclusion is that this answer really
does not discriminate between these two groups
and therefore no points should be awarded at all.

(
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Let’s use a different example. Let’s assume the
item analysis showed that 90% of the $100,000
group select answer one, and 90% of the $25,000
group select answer two. Perhaps the scoring
should be changed to award a point to those exami-
nees who selected the first answer, and we should
take away a point for those who selected the second
answer.

By performing an item analysis you can opti-
mize the results of the scoring model and improve
the validity.

The second graph (Graph V-2), page V-4,
shows the results of using the same two groups and
using the optimized scoring model that was ad-
justed using the information provided by the Item
Analysis.

Table (Table V-1), page VS5, indicates the value
of Item Analysis by showing the distribution of the
levels of significance for the previous graphs.
Compare how the levels of significance changed
from the first scoring model, to the optimized scor-
ing model.

Graph V-1
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As can be seen from Table V-1, prior to
optimizing and adjusting the scoring model, four of
the 13 scales have levels of significance of .001.
After optimizing five of the scales have a level of
significance of .001. Before optimizing, three
scales showed no level of significance at all. After
optimizing, only one scale, Polite and Courteous,
showed no level of significance. The Overall Fun-
damental and Comprehensive scores maintained a
level of significance of .001 both before and after
optimizing. .

Graph V-2

Looking at this study we can see that the $ales
$uccess Profile does discriminate between people
who make at least $100,000 a year compared to
people that make $25,000 or less a year in all scales
except Polite and Courteous. It has also been dem-
onstrated that optimizing the scoring system in-
creases the validity of individual scales.

It is important to note that the Overall
Fundamental and Comprehensive Scores showed a
level of significance of .001 both before and after
optimization.

Study conducted AFTER Item Analysis and Optimization of the Scoring Model

/

\

—#— Mean of Salespeople with Commission of $100,000 and Over

—o—— Mean of Salespeople with Commission of $25,000 and Under

i
h
|

Al (0 0] AC

5 g 2 2 2
%g 2 ;3: 2 E & 3 B £ s g 2
B =} 2 o £ 3 s 5 2 2
R SR B g = % 3 s £ E 5t
2 8 & @ & & £ 8 & & E = 8 & 3
100 '
SEEY A
905 /'— A\\ //ﬂ\\/
:/ _E—
] .
85 - \
80 — / //
75:
; Ve \\
0] - / ; N / \./
: N\_/ \
65 - y\/ v \
N

PC PR T™M TT CE

Valugof t 3.818 | 4.89 4.443 | 2.059 | -0.44] 3.197

3.32 | 2.866 | 1.659 | 3.036 | 4.724

3.49 3.835

Significance

© 1994, G.M. Lousig-Nont, Ph.D. all rights reserved



The next step in the validation process was to
see if the optimized scoring method would yield
valid results when measured against a different cri-
teria, and different groups of individuals.

The next validation study (Graph V-3), page
V-6, involved using the optimized scoring method
and comparing the scores on the $$P of two groups.
The first group identified as having absolutely no
sales experience, and the second group having at
least 1 year or more of sales experience.

The criteria in this study is sales experience.
We formulate the hypothesis that the more experi-
enced a salesperson is, the more skillful they
should be.

If, in fact, this is the case, then we can further
hypothesize that any difference between two
groups of individuals with significantly different
levels of sales experience, will result in signifi-
cantly different scores on the $ales $uccess Profile.

If such were not the case, the $$P would be of
no value. If individuals who had no sales experi-
ence could do just as well on the $$P as people that
had significant sales experience, there would be no
sense in using the $ales $uccess Profile to try and
predict sales skills.

The individuals used in the study presented in
(Graph V-3), page V-6, were selected at random
from our statistical data base. There were 4134
individuals that had 1 or more years of sales expe-
rience, the average years of experience of this
group being 6.09 years. The other group contained
individuals selected at random, that had reported
having absolutely no sales experience.

As can be seen from Graph V-3, all 13 scales, as
well as the Overall Fundamental and Comprehen-
sive Scores showed levels of significance. Polite &
Courteous had a level of significance of .01. The
twelve other scales, and the Overall Fundamental
& Comprehensive scores had levels of significance
of .001; this is the greatest level of significance that
can be obtained.

The question that might be asked is, "If experi-
ence is a good measure of skill level, then why not
just hire people with a lot of sales experience?"

The following scatter gram (Graph V-4), page
V-7, consists of 277 individuals who took the $ales
$uccess Profile during a four day trade convention.
This study demonstrates the problem that is en-
countered by using only experience as a hiring
criteria. Included is a linear regression line to show
the trend of the relationship between experience

Table V-1
Before ltem Analysis After ltem Analysis & Score Optimization
.001| .01 05| .10 | .20 |None].001| .01 | .02 | .05 | .10 | .20 [None
Approach & Involvement X X
Overcoming Objections X X
Being Able to Close X X
Ethics X X
Polite & Courteous X X
Friendly & Warm X X
Handling Problems X X
Qualifying Buyers X X
Prospecting & Cold Calls X X
Presentations and Demonstrations X X
Time Management X X
Telephone Technique X X
Call Enthusiasm X X
Fundamental Skills X X
Comprehensive Skills X X
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and the $ales $uccess Profile’s Overall Fundamen-
tal score and the Overall Comprehensive Score.

The trend does indicate that as the $ales $uc-
cess Profile scores go up, so does the level of
experience, however, the correlation is not that
strong.

Looking at the scatter grams you can see that at
the twenty years of experience level there are peo-
ple at almost every score level on the $ales $uccess
Profile. Even salespeople with twenty years of
sales experience can be burned out, in fact, many
times this is the case. Having twenty years of sales

experience also does not indicate that you have
been doing it right all those years, or that you have
been extremely successful in your sales career.

However, look at those individuals that have
more than twenty years experience. The greatest
majority of these individuals have scores of 70 or
greater.

The point is that while experience may be help-
ful, there can be skillful people at literally every
level of sales experience. You can have a person
that has been in sales one year and is already
burned out. Or, you can have someone with one

Graph V-3
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year of experience be a very skilled and successful
salesperson. Likewise with a person that has twenty
years of experience. Perhaps, this is why sales man-
agers simply don’t hire the salesperson who has the
most sales experience. Sales managers have
learned that sales experience, most of the time,
does not equal sales success.

As discussed, we have theorized that the pri-
mary foe of sales experience is burnout. What if
we were able to verify that burnout is in fact an
element that lends itself to low skills and poor
productivity among experienced sales people.

A further validation study was conducted in-
volving a group of experienced salespeople who
appeared to be motivated towards growth. Dart-
nell, a leading sales training organization, held a
seminar for members of Sales and Management
Executives. During this training seminar the par-
ticipants were asked to take the $ales $uccess Pro-
file. The completed tests were then evaluated.
Originally there were 198 people who had taken
the $ales $uccess Profile. The average number of
years of sales experience was 9.49 years.

The hypothesis is that these 198 individuals
should certainly have a low incidence of burnout as

Graph V-4

compared to the general population of salespeople.
We theorize this because these individuals belong
to a professional sales organization, and are volun-
tarily attending a sales training seminar. These ac-
tivities are generally not associated with
individuals who have sales burnout. Additionally,
taking the $ales $uccess Profile was voluntary.
Therefore, all of those involved in the study did so
of their own free will.

This group of presumed motivated salespeople
was compared to the group of 4134 salespeople
used in the previous study on sales experience vs.
no sales experience, Graph V-3, page V-6. As you
recall the average years of experience for this group
was 6.09 years. Because 6.09 is significantly dif-
ferent than 9.49 years an adjustment was made to
the motivated salespeople group. In order to get an
accurate study it was necessary to hold the years of
experience constant.

In order to accomplish an equitable comparison
some of the most experienced individuals from the
motivated salespeople group were thrown out.
Starting with those with the most experience we cut
the group down until the average was as close as
possible to the 6.09 average years experience of the
other group. After throwing out 62 people with the
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most sales experience, the resulting group of 136 one exception was in the scale of Polite and Cour-

individuals had an average number of years of sales teous, where no significant difference was found.

experience of 6.10 years. For statistical purposes

there is no measurable difference between 6.09 and We have demonstrated the validity of the $ales

6.10 years. $uccess Profile compared to three criteria, annual
commissions, no sales experience vs. sales experi-

The study comparing these two groups is pre- ence of one or more years, and individuals with low

sented in (Graph V-5), below. As can be seen there burnout compared to the general population of

is a statistically measurable difference between salespeople The studies clearly indicate that not

these two groups. The mean average scores of the only is the $ales $uccess Profile a reliable test

salespeople belonging to the Sales and Marketing instrument, it is also an extremely valid one.

Executives and attending a a sales seminar pre-

sented by Dartnell, were significantly higher. The The next question that always must be ad-
dressed in test design, development, and validation

Graph V-5
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is, "Can the test be beat?" Can a test wise examinee
actually fool the test, and make themselves look
better than they actually are? This is a legitimate
question. Skill based tests are much more immune
to "faking" than personality type tests. When taking
a skill test, the examinee either knows the answers
or they don’t. However, there is a possibility that
an examinee could guess correctly by attempting to
figure out the test construction, or elimination of
answers which are obviously wrong. Therefore,
you must provide some attempt to identify whether
the test is subject to circumvention.

In order to verify whether the $ales $uccess
profile is subject to "faking good" the following
study was conducted, (Graph V-6) below. A group
of 70 university third year psychology major stu-
dents with no sales experience were asked to take
the $ales $uccess Profile. They were instructed to
take the test as if they were trying to get a job in
sales. The purpose of using psychology students
was the assumption that if an examinee could, in
fact, figure out the $ales $uccess Profile, and "beat"
the test, then psychology major students would cer-
tainly have a unique advantage.

Graph V-6
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The results of these 70 psychology students
were then compared to the 4134 salespeople with
one or more years experience that were randomly
selected from our database.

A discriminate analysis was performed to see if
there would be a significant difference in the scores
between the two groups.

We might hypothesize that if the $ales $uccess
Profile can be "beat", then psychology major stu-
dents will be able to score as well as, or better than,
salespeople with one or more years sales experi-
ence.

What can be seen from the graph presented
(Graph V-6), page V-9, is that psychology students
were not able to do as well as experienced sales-
people. In fact, their scores were significantly
lower in all 13 scales, as well as the the Fundamen-
tal and Comprehensive. All scales were statisti-
cally significant. Twelve scales and Overall
Fundamental and Comprehensive had levels of sig-
nificance of .001. Polite and Courteous had a level
of significance of .01.

Not only did the psychology students not do as
well as the people with sales experience. They did
not do as well as the people who had taken the $ales
$uccess Profile that had no sales experience, these
individuals were shown in (Graph V-3), page V-6.
What can we conclude from this? It’s possible that
regardless of the instructions to the psychology
students to take the test seriously and do as well as
they could, that the students took the test in a hap-
hazard manner. The second possible explanation is
that in attempting to try to "fool" the $ales $uccess
Profile, an unskilled person may actually do worse
than if they just took the $$P honestly.
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Sales Success Profile®

EEOC Validation Studies

EEOC Validation

In addition to the psychological validation re-
quirements, the Federal Government imposes other
restrictions on tests that may be used in an employ-
ment setting. The easiest way for someone to un-
derstand the Federal Government rules regarding
tests is to address the matter in a question and
answer format:

Why must I be concerned about using a test for
employee selection?

In 1966, the Equal Employment Opportunity
Commission, (EEOC), an agency of the Federal
Government, implemented its Uniform Guidelines
on Employee Selection Procedures. These Guide-
lines were developed to protect minority groups
from discrimination in hiring. In these guidelines,
the issue of using written tests as a method of
selection was addressed.

How do I know if the test I am using is discrimi-
natory?

The EEOC established the "80% or 4/5ths rule"
as the primary benchmark to determine if a written
test was discriminatory against a protected minor-
ity group. The 80% or 4/5ths rule provides that, "if
the selection rate for a protected group is not at
least 80% or 4/5ths of the selection rate for the
group with the highest representation, then this will
be taken as evidence of adverse impact." (29 CFR
1607.4D (1978) (amended 1981)).

How do I calculate the 80% or 4/5ths rule?

An example illustrating the 80% or 4/5ths rule
is as follows: 100 White and 50 Black applicants
take a written test prior to being accepted for em-
ployment. Being the White group has the largest
representation (100), their pass rate will form the
basis for comparison. Let’s assume that 70 or 70%
of all the Whites who took the written exam got an

acceptable score. Let’s also assume that 30 or 60%
of the Blacks also got an acceptable score. Was this
testing procedure discriminatory, or did it meet the
80% or 4/5ths rule? To calculate the 80% or 4/5ths
rule you would divide 100 by the percentage pass
rate for Whites, (70%), which would give you an
answer of 1.428. You then multiply 1.428 by the
percentage pass rate for Blacks, (60%) to arrive at
an answer of 85.68%. As this is higher than the
required 80%, the testing procedure was not dis-
criminatory and according to the EEOC guidelines,
it did not have a significant adverse impact against
the protected minority.

What groups are considered protected minorities?

The law prohibits discrimination based on
Race, Sex, Age, Religion, or National Origin. For
purposes of record keeping the EEOC requires sta-
tistics be maintained for race, sex, and age. The
protected groups within these categories are: For
race, non-whites are the protected groups. In-
cluded are Blacks, Hispanics, Asians or Pacific Is-
landers, and American Indians or Alaskan Natives.
For sex, Females are the protected group. For age,
individuals age 40 and above are the protected

group.

Report of an adverse impact study of the $ales
$uccess Profile®.

In order to determine if there are any adverse
impact problems against any protected group, the
following study was conducted on the $ales $uc-
cess Profile. The purpose of the study was to deter-
mine if the $ales $uccess Profile met the 4/5ths or
80% rule for race, sex, and age.

A 5% random sampling of over 250,000 $ales
$uccess Profiles that had been administered were
used for this study. This 5% sampling constituted a
population of 11,370 individuals. Not all of the
11,370 test results had been properly coded as to
the race, sex, and age of the examinee. Some of the
tests were missing information as to the race, sex,

I
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or age. All test results that included any informa-
tion as to the race, sex, or age of the examinee were
included in this study.

For purposes of comparison the average scores
of the total of all scales of the $ales $uccess Profile
were used. A cutoff score of 50 or above was used
as the "pass rate”. The following is a comparison
of the "pass rate percentage" data for Sex, Race,
and Age. The only significant number of individu-
als in the race groups were Whites and Blacks.
Hispanics, Asians, and Indians each had less than
20 individuals in their respective groups. These
numbers are considered too low for a valid statisti-
cal comparison. Therefore, Hispanics, Asians, and
Indians were grouped with the no race given group.

Legalities

At the time of the publication of this manual,
the $ales $uccess Profile is legal to use in all 50
states. There are no Federal laws that prohibit its’
use. With over 300,000 tests given, there has never
been even one suit of any kind.

However, under no circumstances should the
results of the $ales $uccess Profile be used as the
sole criteria for a hiring decision; whether that
decision be to hire, or not to hire. Likewise, under
no circumstances should the $ales $uccess Profile
be used as the basis for disciplinary action, or as the
sole basis for promotion.

The $ales $uccess Profile was designed to as-
sist sales managers focus their training efforts.

Race , - -
ooy | TSy | Pesmses | i
WHITE 3113 1659 53.29%
BLACK 605 314 51.90%
NO RACE GIVEN 7652 3828 50.03%

Sex _ . .
R R
MALE 3248 1716 52.83%
FEMALE 749 396 52.87%
NO SEX GIVEN 7373 3741 50.73% o
Age o
Age Total in Group Tohal Ssg Fetipent Sooring
UNDER 40 3602 1915 53.16%
OVER 40 456 235 51.54%
NO AGE GIVEN 7312 3719 50.86%

Discussion of Results:

The results of this study clearly indicate that the Sales Success Profile does not have an adverse impact
against any protected group. Not only does the Sales Success Profile meet the EEOC 80% rule, it far
exceeds this requirement.

© 1994.7G.M. Lousig-Nont, Ph.D. all rights reserved




Sales Success Profile®

Test Administration

How to Administer the Test

There are several simple steps that should be
taken to insure accurate test results. First, provide
a quiet, well lit area for completion of the question
booklet. The $$P should take an average of 30 to
40 minutes to complete. The $ales $uccess Profile
should be taken in its’ entirety, without interrup-
tions.

Don’t allow talking among those being evalu-
ated. Instruct applicants/trainees/current employ-
ees to read the instructions carefully. Point out that
some questions require only one answer, but others
allow more than one answer. Tell them that the
booklet should take about 30 minutes to complete.
Inform applicants that their test results are just one
part of the interviewing process. Tell both appli-
cants and current sales staff to take the test honestly
and to take it seriously. Tell trainees that their
results will be used to focus their training to maxi-
mize their performance.

During the evaluation, do not answer questions
regarding the meaning sales terms have within
questions, or the concept of the sales problem itself.
After completion, do not discuss individual ques-
tions with applicants/trainees until you have scored
the questionnaire.

After you have scored the $ales $uccess Profile,
the computer scoring software will generate three
reports. The first report is the graph showing the
percentiles of the 13 scales as well as the Overall
Fundamental and Comprehensive scores. The sec-
ond report is the managers narrative report which
provides additional insight into the graph presented
on the first page. It also provides specific observa-
tions regarding the likely sales behavior you may
encounter from the examinee. The third report is a
training tips report, which provides insights on how
the person can improve their sales performance.

It is recommended that you show the examinee
only the First, and Third reports. The second re-
port, the manager’s narrative report, is very blunt
and critical. Your examinee may become demoti-
vated if they are allowed to see this report.

Discussing the results with the examinee is per-
fectly acceptable, in fact, it is desirable. The $ales
$uccess Profile can be the catalyst for a meaningful
discussion and a one on one training session.

Be Positive

In discussing the $$P, remember the results are
not open to debate. If an examinee wants to know
why they got a 33 in Closing simply say, "That
means 67% of the 300,000 examinees upon which
this test was validated scored higher than you. It
appears that this is an area that presents a real
opportunity for growth on your part."

When using the $$P with current staff, refrain
from using the results as proof of someone’s in-
competence. Instead of saying, "Bill, I knew you
didn’t know how to give a decent Presentation.
Look at your score, it’s only a 22." You should say,
"Bill, your score of 22 in Presentations indicates
that this is an area where you have an opportunity
for growth. Bill, why don’t you act like I'm a
prospect and you give me a presentation on our
product right now. Let’s see if I can give you some
pointers. How about it?"

When dealing with applicants for sales
positions, be mindful of their attitude with regards
to your critique of their results on the $ales $uccess
Profile. The attitude they display during this critical
evaluation is likely to be the attitude you will have
to deal with once they are hired. Are they inter-
ested in what you have to say, willing to accept
criticism and advise, or are they defensive? The
$$P turns the hiring process into a meaningful
evaluation of skills and attitudes, instead of a per-
sonality contest!
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Sales Success Profile®

Using the $$P Scoring Software

Using the SSP Software

WARNING: The Sales Success Profile and
the Sales Success Profile scoring software are
protected by federal copyright. Copying the test
or the software is strictly prohibited by law.

STOP - If you haven'’t installed the scoring
software, please use the installation instruction
sheet that came with your $ales $uccess Profile
scoring disk, and do so now.

To start the scoring program, type CD \SSP to
get to the SSP sub-directory. Place your COUPON
DISK in drive A: or B: and type SALES <Enter>.
The copyright screen will appear, along with your
supplier’s name and phone number. If you have
not placed your COUPON DISK in a floppy drive,
you will be prompted to do so now. PRESS ANY
KEY TO GO TO THE MAIN MENU.

Your software may have been initialized by your sup-
plier. If it wasn’t, the program will automatically bring
you to the Company Information screen (Figure VIII-1),
the first time that you run it. Type in the information
requested and press the <Enter> key after each entry.
(See Page VIII-7 for a complete description of this
screen.)

Figure VIiI-1
E Sales Success Profile
%ales Success Profile Client Information 5-84-94 9:8ipa
Distributed by : Your dealer or distributor
Phone :
Location/Nunber @
Company Mame Hllousig-Nont & Associates
Attention : Gregory M. Lousig-Hont, Ph.D.
fddress + 3748 §. Royal Crest St.
City : Las Uegas STt W
Zip Code : 89119-7818 Phone: (782) 732-8868
Printer Port : LPT1 Coler Screen : N (Y/H)
Collect EEOC Data: ¥ (YA
Disk Number ¢ 1854351
F18 = Done]

f
L
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MAIN MENU

= Sales Success Profile
5-84-94_ 9:82pn

$ALES SUCCESS PROFILE
imlﬂﬂﬂll

. Score the $ales Success Profile

. Review/Edit/Print Reports
. Edit Conpany Information
. Quit

YOU HAVE 999 PROFILES REMAINING ON THIS: COUPON DISK

Figure VIII-2

You have four choices at the Main Menu, (Figure
VIII-2). Press <F1> to score a new test, <F2> to
review or edit an existing report, and to print or
reprint reports, <F3> to review or edit the Com-
pany Information, or <F10> to exit the program.

(NOTE: At the bottom of the Main Menu

screen the number of remaining scorings on your
COUPON DISK is displayed.)

F1. SCORING A SALES SUCCESS PROFILE:

Figure VIII-3
5 Sales Success Profile E
$ALES SUCCESS PROFILE -- SCORE EXAMIMEE SCREEN 5/8494
COMPANY: Lousig-Mont & Associates
LOCATION: H BOOKH: POSITION:
FIRST MAME: 1 . LAST MAME:
SSM: - = SALES EXPERIENCE: @
COMMENT :

{Edit Options}
tup TAB column right
I down SHIFT-TAB column left
+ left F18 end edit
+ pight ESC abort test




Press the <F1> key to start the scoring pro-
gram. A screen similar to the one in (Figure VIII-
3), page VIII-1, will appear. You will first be
asked to input the demographic data for the person
who took the profile.

DEMOGRAPHIC DATA: The field that is being ed-
ited will be highlighted. You can move from field to
field using the <Tab>, arrow or <Enter> keys. While
each field is highlighted, you can press the <F1> key to
get a short description of the field. The Company and
Location information entered via the Company Infor-
mation screen shows up automatically in the first two
fields at the top of this screen.

LOCATION: press Enter if the location is cor-
rect, enter a new location if needed. You may
leave the location blank if you wish. The loca-
tion space is used for companies that have more
than one location and may want to keep track of
where each examinee took the test.

BOOKi#: enter the booklet number from the top
right corner on the FRONT cover of test book-
let.

POSITION: enter the job sought or held.
FIRST NAME: enter the examinee’s first name.

MI: enter the examinee’s middle initial (Do not
press <enter>, the cursor will automatically
Jjump to the next field).

LAST NAME: enter the examinee’s last name.

SSN: enter the examinee’s Social Security
Number (This field does not print on the reports
50 you can leave this field blank if you dont
need it for tracking purposes).

EXPERIENCE: enter the number of years of
sales experience from the inside front cover of
the booklet.

COMMENT: enter any relevant comment you
wish about this profile or leave blank. (CAU-
TION: The comment will print out on the re-

port.)

When all the entries are made, check your entries for
correctness, edit any that need it, and then press the
<F10> key. The test answer entry window will open up,
unless you previously specified that you wanted to col-
lect EEOC data. In that case the EEOC data collection
window will open up and allow you to input the Sex,
Race, and Age of the examinee. If the EEOC window
opens up and you want to skip entering the information
simply press the <ESC> key and the test answer entry
window will appear.

TEST ANSWER DATA ENTRY:
L]
E Sales Success Profile
$ALES $UCCESS PROFILE — SCORE EXRMINEE SCREEN 5/16/94
COMPANY: ¥
LOCATION: South Huptcn Office BOOKE: 123456 POSIHON District Sales
FIRST NANE: Pirst HI: M. LAST
S6M: 123-45-6789 SALES EXPERIENCE: 12
COMMENT : d top aales last 2 years in a
—IPase ll——lhso ITIPm 4l—;}-|Pase SI——IPase SI—IPase 7H
82. 3 13. 28. 28. 36. 47.
83. 123 14. 2. 29. 32 48,
(8 15, 22, 38. 38. 49.
8. 16, 2. in. 3. 58,
8. 12, 24. 2. 48,
(18 18 2. 3. 4,
[N 26. M. 2,
8. 4.
18, 4“,
1. 4.
{Edit Options}
tu TAB column r.l. To go directly te a
| down SHIFT-TAB coluan laft astion press eV
« loft P10 end edit ollowed by the quastion
+ pight ESC abort test nunber Ce.g. B3, e3f).

Figure ViliI-4

When the test answer window appears, (Figure VIII-4),
above, read the directions at the bottom of the screen
and make the entries that correspond to the answers
entered into the questionnaire. Multiple answer are en-
tered by typing all the numbers circled i.e. 123456.
After all the answers for the question have been input,
press the <Enter> key. This will take you to the next
question number.

You can edit any entry by simply typing E, followed by
the question number desired, ("E" is short for Edit) i.e.
E29. The screen entry cursor will move to the question
number entered. You may also use the arrow keys,
<Tab>, and <Enter>.

An asterisk will appear next to any question that is left
blank. You can re-enter the edit screen at a later time to
fix any questions that you have left blank.

When you have entered the answer(s) for question 50
and pressed the <Enter> key, a window will open asking
if the Self Evaluation has been completed, (Figure VIII-5).

Figure VIII-5

E Sales Success Profile :
$ALES $UCCESS PROPILE — SCORE EXAMINEE SCREEN 5716794

our Compan;
DOCOHOH South Hamcn Office BOOXN: 123456 POSITION: District Sales
irst NI: M. LAST NAME: Last

PIRST NAME:
88N: 123-45-6789 SALES EXPERIENCE: 12
COMIENT : d top :alss last 2 pears in a

—ilz’asa 2|—|§ase ITIPm 4|—-Il’a9e Sl——ll’asc 6I—IPaso 7H
8.3 13. 36. 12346 47 5
8. 123 14, || Did the applicant answer 37, 1235 43, 4
B4. 123456 15, || the Self Evaluation?(¥/N) 39, 134 49, 24
5. 4 16. .3 58, 13
8.3 12, 2 2.1 32.5% 48. 5
7. 4 18. 6 25, 2 33. 123456 41, 134
88. 4 2.5 34, 145 42, 235
8. 3 4. 25
18. 2 44, 45
11, 1234 45, 134

{Edit Options}
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Sales Success Profile
$ALES SUCCESS PROFILE — SCORE ENAMINEE SCREEN  5/84/94
COMPANY: Lous nt & fAssociates
LOCATION: Southland Office  BOOKS: 12345 l’osmou: Dist Sales Rep
FIRST MAME: First Nl: . LAST NAME:
§5N: 123-45-6769 SALES ENPERIENCE: 12
COMENT: Received cutstanding
L —{Page 2——{Page 3——iPal|  Self jt’s}—waga § I——iPasa 7
8. 4 12. 5 19. 4 || Evaluation .2
8.5 13. 4 2.3) 16 3s. 12346 47. s
8.5 14. 124 2.3 25 7.1235 48,4
8. 123456 15, 4 22,2 35 38. 134 4. 24
. 4 16. 4 2. 13| 47 3.3 58. 13
8. 3 17. 2 4.1 58 4.5
. 4 18. 6 5.2 66 456 41. 134
8. 4 2.5 77 2. 2%
8.3 88 4.2
18. 2 97 4, 4
11, 1234 16§ 4. 134
i|[ 11 &
128
139
146
155
Figure VIII-6

This is the 15 question section on the last page of the
$ales $uccess Profile booklet. If you answer Yes, a data
entry screen will open, (Figure VIII-6), that will allow
you to input the 15 answers from this section. (NOTE:
You do not have to press the <Enter> key after each
entry, simply enter the single digit answer.

After you have finished inputting the answers, the next
menu (Figure VIII-7), will appear in the lower right
corner of the screen. You may select any of the follow-
ing by using the up and down arrow keys to make your
selection, then press the <Enter> key:

r——rey

= Sales Success Profile
$ALES SUCCESS PROFILE - SCORE EXAMINEE SCREEN 5/84/94
COMPANY nt & Associates
mtl%‘n&:g}” land Office W 12345 mmo« Dist Sales Rep
$3N: 123456789 SALES e T A
< Received outstanding sales award at last job.
-—I:ase 2|—|12 ls’ase Zil—|19 :age 4'_’27 sage 5|—|§d88 6|—|Page Vg
®. 5 13. 4 26. 3 2. 4 %oine .4
8.5 14, 134 2.3 29. 8 37, 1235 48. 4
84, 123456 15, 4 22. 25 3.3 38. 134 49. 24
5. 4 16. 4 23. 134 .2 39.13 59, 13
8.3 17. 2 24.1 2.8 48. 5
. 4 18. 6 25. 2 33. 123456 41, 134
8. 4 26. 5 34. 145 42, 235
8.3 43, 25
18. 2 44, 45
11. 1234 45, 134
{Edit Options|—

ﬁgt Ingomtgn

Edit Self-Eval

Exit uithout saving

Figure VIil-7
SCORE PROFILE - this is the default option
and is already highlighted. When you choose to
score the profile the information that you have
input will be saved to disk, a count will be
removed from your COUPON DISK, and the
results for this profile will be displayed on the
screen.

EDIT INFORMATION - this option allows
you to fix any input errors or add information
that was left out. You will be placed in the

demographic info section of the profile first.
When you are done with any changes to that
section, press the <F10> key to go on to the
answer section. Once you have made any nec-
essary changes in the answer section, you can
press the <F10> key to bring the Scoring menu
up again.

EDIT SELF-EVAL - this option brings up the
Self-Evaluation input screen and allows you to
edit it.

EXIT WITHOUT SAVING - if you wish to
exit without scoring or saving your entries,
choose this option. This will exit the scoring
screen and will not use up a count off of the
COUPON DISK. (WARNING: if you exit with-
out saving, you will lose any information that
you have just input for the current profile!)

SALES SUCCESS PROFILE
REPORTS:

If you selected SCORE PROFILE the scoring process
begins. The program will send you messages regarding
the process, and will then bring the first page of the
report to the screen, displaying the graph that will show
your examinee’s percentile scores on the 13 sales skill
scales, and their Fundamental and Comprehensive skill
scores. (Figure VIII-8).

Figure VIiI-8
Sales Success Profile
Print fnalysis Edit 5-84-94 B:S5pm
$ALES SUCCESS PROPILE REPORT 1
Nane © Last, First SN ¢ 123-45-6789
16 20 38 4B 59 6@ 70 8B 98 108 PCT C1

fipproach/Involusnent B 438
Ouerconing Objections 88 811
Being Able to Close I 62 SA3
Ethics i 88
Polite/Courteous 972 w8
PriendlyAMars 88 811
andlin Problaas 189 &4
Qualif 97 1416
-'mpcctlng/cold Calls 92 25/33
Presentations SHHEHHHHRRRRRRRE 49 13724
ine Managerent e 14 215
elophvne Technique w 68
l“ll B‘ mm 1 1 L L L 1 L L L L n 7/15
PUNDANENTAL SKILLS |wwwwwwwmomwmmmwocwswwnn | g2
COMPREHENSIVE SKILLS wesooppooecse 58
to exit

REPORT SCREEN OPTIONS: the following options
are available from the report screen: (Figure VIII-9),
next page.

PRINT: To print the MANAGEMENT REPORT for
the examinee just entered, press the <P> key . The
PRINT MENU pops up and gives you six choices:

1. Graph Only - Prints the bar graphs plus a
listing of the individual entries made for each

vnmg
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question answered. This can be used by the
manager or can be given to the examinee.
Figure Vill-9

3 Sales Suecess Profile
Print finalysis Edit 5-84-94 8:56pa
{4$ALES  SUCCESS PROFILE REPORT f—rr———;
mﬂgﬂ- rst SON : 123-45-6785
rt Rnalysis
hng“ﬁnalri: @ 10 28 38 48 S8 68 70 89 98188 KCT C1
Training Tips t——t———+—+——1+
Short & Tips  |[ment 7 24738
Long & Tips tions 88 611
ose 62 513
Ethics 169 0/8
Polite/Courteous 9 w8
PriendlyMara 88 811
Handling Problens 180 4/ 4
Qualifying 97 14716
Prospecting/Cold Calls 92 25,33
Presentaticns 49 13724
Tine Management oy 14 215
Jelephone Technique 7w /8
Call Enthusiasa i TP R 4
1 1 ) I L) 1 L] i 1 Ll
PUNDAMENTAL SKILLS 62
COMPREHENSIUVE SKILLS  |wwwewowmmmensusmnnn 58

to exit

2. Short Analysis - Prints the Graph page, plus
a multiple page narrative report that explains
the likely sales behavior the individual will dem-
onstrate in each of the 13 scales.

This report, will also give specific observations
about any unique behavior that the interplay
between the scales might suggest. Because
some of the comments here can be quite critical,
it is suggested that this narrative report only be
viewed by the manager.

3. Long Analysis - This option is recommended
for "NEW USERS". It prints the Graph, and
the multiple page narrative described above.
The major difference is that each scale has a
description of what the scale measures. This
description is always the same for each exami-
nee.

After familiarizing yourself with the test you
will probably be content to use the short analy-
sis because you will know what the scale meas-
ures. Once again, it is suggested that this report
be used only for managers.

4. Training Tips - This option is useful for
managers as well as the examinee. It prints a
condensed form of the graph and scale by scale
recommendations to improve performance in
each skill.

5. Short & Tips - this prints the Graph, Short
Analysis, and the Training Tips.

6. Long & Tips - this prints the Graph, Long
Analysis, and the Training Tips. (RECOM-

which asks you to select either the Short or Long ver-
sion of the report, (Figure VIII-10).

Figure VilI-10
Sales Success Proffle
Print fnalysis Edit §-18-94 11:31an
Name @ SSN : 006-08-0000
EM E
Tra ingrlps 18 20 39 48 S8 6P 79 8P 98188 PCT C/1
Seli-Evaluation (+——+——+—+—+—+—+—
Approach e 16 2738
Ouverconing Objections 98 1211
Being Able to Close 9% 1113
Ethics 89 88
Polite/Courtecus 84 68
Friendlytara 99 i
Handling Problens n 44
ifying HHHHHHHEHHHHERHH 47 816
Prospecting/Cold Calls |sswmmesicess M 9733
Presentations * 4 174
Tine mnmnnt FHHHHHHHEEHHBHHHE 43 415
Telephone Technique B 48
Call Enthusiase SHORRRREHHI B uS
—t—t— 1
FUNDANENTAL SKILLS 66
COMPREMENSIUE SKILLS  wwwwwoowwwmuwwrun 4

to exit

If you select SHORT, just the individual appli-
cant /trainee comments without skill definitions
will appear, page by page. Just like the Short
Analysis Option in the Print Reports menu.

If you select LONG, a full report will appear,
(Figure VIII-11), page by page, on the screen,
exactly like the Long Analysis Option in the
Print Report menu. Use the Page Up /Page
Down, or arrow keys to view the report.

Training Tips prints the tips to the screen, and
Self-Evaluation prints the Self Evaluation to

the screen.
Figure VIlI-11
E Sales Success Profile
BNALYSIS for last 5-84-94 B:59p
GENERAL OBSERVATIONS:

The APPROACH and INVOLVEMENT Scale refers to a salesperson’s ability to
approach and involve a prospect in a sale in a positive mannsr. Low scores

icate the salesperson may alienate the prospect before they havs a chance
to present their product or service. This usually happens because their
approach is too aggz«mlvc. Sonetines experienced salespeople can score low
in this scale if they have not recently been involved in a sales job where
this skill was necssui. Experienced salespeople have usually buflt a
strong following of satisfied customers, so they are not as actively
involved in initial contacts. A sales gosltlon that involves following-up
on leads does not require the sane level of skill in this area as does a
position which requires Cold Callin? and Prospecting. Successful
salespeople realize that their initial objective should be to establish
rapport, and get the prospect to like them and trust them.

The exaninee’s score of 78 is ABOVE AUERAGE and indicates an acceptable
skill level in approaching and involving a prospect in a sals. This
individual will be able to succassfull{ approach and involve prospects
in a positive manner. While this skill has bsen developed to an
acceptable level, this salesparson must remember to stay focused on

to exit Py Do)

EDIT: you can select the Edit option by pressing the
<E> key. The program will open the data entry screen
for the report being viewed. It will first show the demo-

MENDED FOR NEW USERS) graphic screen, and then the score entry screen. You

) _ may make any changes that are appropriate to the demo-

ANALYSIS: If you wish to review a management graphics screen then press the <F10> to open the test
report on the screen you may do so by pressing the <A> answer window.

key to select the Analysis option. A window will appear

VIIL-4 [ , , ~ 5
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CAUTION: If more than 5 SCORE ENTRY EDITS are
made, the program will show a WARNING MESSAGE
window. It will advise you that you are trying to change
more that 5 answers to profile.

It will allow you to Re-edit so that no more than
5 changes are made, (no deduction will be made
from your score count), or you can abandon the edit
all together, or you can proceed to score the profile
with more than 5 edits and the program will deduct
one additional scoring coupon from your COU-
PON DISK. Press "N" for NEW, and the new data
will be saved.

F2. REVIEW/EDIT/PRINT REPORTS

To print reports at times other than at scoring,
use this utility. When <F2> is pressed the RE-
PORTS sub-menu appears, (Figure VIII-12). You
have two screen data formats available for selection:

Figure VIlI-12

-] Sales Success Profile ni
5-84-94 11:89pn
$ALES $SUCCESS PROFILE

Report of Sales Desirability Scores
and other data for all applicants.

Report of Sales Skill-Area Scores
for all applicants.

. Exit to Main Menu.

1. Report Sales Desirability Scores and other
data for all examinees.

This option lists all those previously scored in
LAST NAME order, lists last name, first name,
M.L, SSN, date scored, experience, fundamen-
tal score, the overall score, hired Y/N, Booklet
#, and location.

2. Report Sales Skill Area Scores for all examinees.

This option lists all those previously scored in
LAST NAME order, and lists each of the 13
individual scale scores in the same order as on
the various printed reports, plus the Fundamen-
tal and Comprehensive skill ratings.

At the top of the screen, in either format 1 or 2, there are
several options including: TAG, FIND, SORT, PRINT,
and UTILITIES, (Figure VIII-13).

A. TAG - Press "T" to pop up the TAG sub-
menu. TAG allows you to tag an individual or
groups of individuals for other functions. i.e.
printing or score averaging. Your choices are:

1. Tag - The space bar tags any individual re-
cord. Use the up or down arrow key to move the
highlighted bar to the record desired and then touch
the space bar to TAG it.

2. UNtag - Similarly, the space bar can untag
any previously tagged record. Use the arrow keys
and touch the space bar.

Figure VIII-13
= Sales Success Profile
Tag  Find  Sort Printls LE&UH%;E%E;S P 5-84-94 11:16pm
— %A
Nane SSN Date  Ex S CS Hire Book # Lacation |
RPPLICANT B P00-00-0000 86714793 B 91 83 528321 BNA" HOUNT|
B 000-00-0000 01,2094 8 92 86 arden St
B. C. 000-00-0880 83/26/92 B 42 25 N 436485 Hibbett §
BARB B0@-p0-B008 @2/81/93 @8 7 7 HOLT MARK
Barbara 999-99-9999 81/21/92 86 B6 N 438365 Humana He
Barry 006-00-8000 ©4/14/92 @ 82 65 N 43757
Barry 006-00-8008 ©4/14/92 @ 82 65 N 43757  Headcount
Bart 066-00-8088 ©422/92 @ 92 B3 N faxed  fmerica’s
Bob 000-80-0008 848192 B 91 B3 N 4474260 Uyeth Ltd
BOB 600-06-0000 86,8292 B8 79 M9 N 441872  TRAK SYST
BOB B6B-00-B0B8 B6/16,92 B 53 24 N 424126  COMBOTROM
BOB pop-80-8B000 818793 B8 M N RAINES PU
BRETTA BBB-B6-0000 B2/13/92 5 62 62 N 436814 MARKETSEM
BRIAN 000-B0-0000 B1/88/93 B8 T N FAXED  RAINES MU
Bruce bea-go-geee 11427492 B 33 5 322437 Garden §
000-Ba-0008 B82/11/93 B 42 42 528544 ARROV T
BUDDY Poa-p0-0008 09/18/93 B 67 67 FAXED  RAIMES PU
Byron BoA-0A-0000 P8/43/91 B 42 42 N 359572  Kitchens
Boo-Bo-0008 81,2094 B 92 92 Garden St
C. 0. 008-00-0000 B4/86,92 B W M N 436429B Stedem Fo
Total Records: 5412 Total Tagged: 12 KPqlp)]

3. Tag PAGE - Tags the entire screen page
being viewed. Control "T" (*T) does the same
thing without the need of first calling up the TAG
menu.

4. UNTag PAGE - As above, this option untags
the page being viewed. Control "U" (AU) accom-
plishes the same task.

5. Tag ALL - Tags all the records in your data
base.

6. UNTag ALL - Untags all the records in the
data base.

B. FIND - Lets you look up any examinee by
either Last Name or the Date Scored. Press "F" to
pop up the FIND sub-menu. It give you 2 choices:
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1. NAME - To find someone by Name, press
return when the highlighted bar is on Name. A
window pops up at the bottom of the screen which
asks Last Name? Enter the last name of the person
sought, or the first few letters, and the computer
then asks First Name? Enter the First Name and
press Enter. ( If the first name is unknown, just
press enter and the program will sort by Last Name
only.) The program will find the name entered. If
the name entered is not in the data, the program will
take you to the first name past the entry you re-
quested.

2. DATE SCORED - The window below asks
Date? / / . Type the date desired in MM/DD/YY
format and press Enter. The screen responds by
restating the date. Press Enter to accept the date,
and the highlighted bar will move to the first
matching date found. If the date sought is not
present in the data, the bar moves to the first date
past the date entered.

C. SORT - Sorts all of the records into one of
two formats, LAST NAME or DATE SCORED.
Press the "S" key to pop up the SORT sub-menu.
Place the highlighted bar over the sort desired and
press Enter. The data now appears on the screen in
the order selected. This function is very helpful
when searching through the data base when you
know roughly when someone was tested but don’t
remember the exact date, or have their name, but
are unsure of the correct spelling.

D. PRINT - Pressing "P" for Print pops up the
Print sub-menu. This allows you to print specific
reports, groups of reports, or print group or sub-
group skill averages. The six choices are:

1. HIGHLIGHTED REPORT - Press Enter
when the highlighted bar is on the examinee de-
sired. This will bring back the print menu options
previously described.

2. TAGGED REPORTS - Press Enter when this
option is highlighted and you are able to print out
the reports of all those you previously tagged. You
are again given the print options above.

3. TAGGED SUMMARY - Press Enter when
this option is highlighted and you may print a sum-

mary of the skill scores of those records you pre-
viously tagged.

4. TAGGED AVERAGES - Press Enter when
"Tagged Averages" is highlighted and a summary is
printed which includes the individual scales totaled
and averaged to give a group score. This is helpful
when you wish to develop group norms for selec-
tion or training,.

5. UNTAGGED SUMMARY - This option pro-
duces the same report as item 3 above, except that
it uses the UNTAGGED records.

6. UNTAGGED AVERAGES - This option
produces the same report as item 4 above, but uses
only UNTAGGED records in the report.

E. UTILITIES - Press "U" to pop up the Utili-
ties sub-menu. The window gives you three
choices. They are:

1. REBUILD FILE - Select this option by mov-
ing the highlighted bar to it and pressing Enter.
This starts an automatic rebuilding of the data base.
A pop up window reflects the progress, and when
the files are rebuilt, you are returned to the main
screen. This is sometimes necessary when the da-
tabase index gets confused and cannot perform
sorts properly.

2. MERGE FILES - This option lets you merge
data from several disks onto the hard disk. To
select it, move the highlighted bar over it and press
Enter. A pop up window asks from which floppy
drive you want to use to send the data to the hard
drive, A: or B:.

REMOVE THE COUPON DISK FROM
YOUR FLOPPY DRIVE, REPLACE IT WITH
THE DATA DISK, AND ENTER THE APPRO-
PRIATE DRIVE LETTER. The files will then be
automatically merged and rebuilt.

BE CAREFUL ... If you accidentally duplicate
existing records, the data will be merged anyway.
You will then need to TAG all those duplicate re-
cords and delete them using the Delete Tagged
Record command below. FOR ADDITIONAL IN-
FORMATION on MERGE FILES, see Software

© 1994, G.M. Lousig-Nont, Ph.D. all rights reserved



Trouble Shooting, Page XIII-2, under Section #3
GENERAL.

3. DELETE TAGGED RECORDS - This op-
tion deletes those records which you previously
tagged. Move the highlighted bar down to this
option and press Enter. Tagged records will be
deleted and the file automatically rebuilt.

CAUTION - ONCE DELETED, RECORDS
CANNOT BE RECOVERED. Scan the data be-
fore making this option to be sure that no records
have old tags on them which will cause their acci-
dental deletion! We strongly recommend making
a backup of your SALESAPP.DAT file before
deleting any records.

F3. COMPANY INFORMATION

If the software was not initialized by your sup-
plier, the program will automatically bring you to
the Company Information screen, (Figure VIII-14),
the first time that you run it. You can also bring this
section up at any time from the Main Menu by
pressing the <F3> key. Type in the information
requested and press the <KENTER> key after each

entry.

Figure Vill-14

E Sales Success Profile
$ales $uccess Profils Client Information 5-84-94 9:8ipm

Distributed by : Your dealer or distributor

Phone :
Location/Nunber @
Conpany Nane (;.ouzig-Noat & Acsociates
fittention ¢ Cregory M. lousig-Nont, Fh.D.
fddress £ 3748 8. Royal Crest St.
City ¢ Las Uegas SI: W
Zip Code + 89119-7818 Phone: (782) 732-8968

Printer Port s IPTL Color Screen : N (Y/N)
Collect EEOC Data: ¥ (YD

Dizk Hunber s 1654354

The following entries may be made in the Com-
pany Information section: (NOTE: items with an
asterisk(*) will be printed at the beginning of each
report.)

*Location/Number: If you have more than one depart-
ment or location giving the profile, then enter the scor-

ing location or department number, otherwise you can
leave this blank.

*Company Name: enter your company name as you
want it to appear on the various reports produced.

*Attention: enter the appropriate manager’s name.
*Address: enter your street address & suite #.

*City - ST - Zip Code: enter your city, two letter state
code, and either your 5 or 9 digit zip code.

Phone: enter your manager’s phone number.
PRN: defaults to PRN - parallel port.

Color Screen: enter Y(Yes) for color or N(No) for
monochrome. If you have problems seeing parts of the
screen (i.e.. highlighted words), try choosing N. (This
may happen on some Gray scale VGA or LCD screens .)

Collect EEOC: enter N for NO, unless you are required
by law to keep EEOC data by age, race, and sex. If you
enter Y for YES, a small window will appear when you
enter the demographic scoring data for each profile, it
will ask Age, Race, and Sex. (NOTE: EEOC data is not
used in scoring the profile, and it does not print on any
reports.)

After pressing <enter> at the EEOC field, the
cursor will jump back to the top of the screen.
Check your entries for errors, then press the <F10>
key to save your data. If you do not want to save
your changes, press <esc> and choose "Quit with-
out saving".

F10. QUIT

Pressing the F10 key will stop the $ales $uccess
Profile software and exit you from the program.

{

\’Ill-7§
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Understanding the Printed Report

Sales Success Profile®

Where else can you get in depth sales management

information this useful, this practical?

Easy To Understand

Graphic Interpretation

13 Scales plus
Qverall :

Sales Skill
Knowledge!

darabase in 'rhe skill
Involving" a prospect.

There ara 19 questions
that allow the examinee to
select more than one
answer. There are 31

ne answer, How many
‘limas did your examinee
ltake advantage of the
-opportunity to mark more
than one answer?. People
“who have only a few
questions where they
marked multiple answers
usually did not take the test
seriousty!

Your Name

S$ALES
Your Company’s Name

$UCCESS PROFILE

This individual
got 14 points

“Qualifying
Buyers"

rightoutofa
possible 16
points in

These are the answers the examinee gave |
into the $ales $uccess Profile® scoring software program.
This allows you to van& that the answers were input
ides a hard-copy of the persons :

correctly. This afso
answers!

t were input

Address .
City, State, Zip
Examinea : Your Examinee Date 1 8/18/92
Position : Sales Exaninee # : 2716
Location : Dept 4 Book # H 416836
Experience : 7 Disk # : 10581350
SALES $UCCESS PROFILE Cofrect
0 10 20 30 40 50 60 70 an 90 100 PCT//Total
APPROACH f INVOLVEMENT 'iﬁitllil'iiit‘i;t.i;ttﬁliiiﬁli i ) 77 (25/30)
OVERCOMING OBJECTIONS RAAREARA R AR AR AR AR R A AR R AR R AR R AR AR AR, 88 ( 8/11)
BEING ABLE TO CLOSE AARARRAARRAARR A AR AR R SR AR TR RS 71 ( 6/13)
ETHICS HRAARARKRRARRNRK AR AR ANR AN AR RARRNRURAk4® 100 ( 8/ B)
POLITE / COURTEOUS FARRAARRARRAAARAAARRARNRANRRRAR RN RAARR*® 100 ( 8/ B)
FRIENDLY / WARM RARRRAF AN ARA AR AN AR AR AR ARRRARRR AR A 93 ( 9/11)
HANDLING PROBLEMS RARREARRKRAAARAANARAARRRARARMRRAARAARRNS 100 ( 4/ 4)
QUALIFYING BUYERS AARARA R RAA R AN AR AR R AR R R AR AN AN R AN R A A 97 (14/16)
pRUSpECTING/CQLD CALLS AAE AT AN AAANAANAARAR AR AR AR bk ko kh 92 (25/33,
PRESENTATIONS Akt A AR A kA AR A 49 (13]24’
TIME HANAGEMENT bbb 14 2/15)
TELEPHONE TECHNIQUE EARRRRAAARARRAA R RA A RN AR R AR R hh 75 ( 6/ 8)
CALL ENTHUSIASM AARAAA R R ARSI AANRANAR AR R AR oD 72 ( 1/15,
FUNDAMENTAL SKILLS iit;iiiilllliitliit;tit;iﬁt; ) ) 71
COMPREHENSIVE SKILLS RARKAARRARRANA SR A 50
e B e e s + + + \
ANSWERS: 1. 4 11, 1234 21. 3 31. 2 41. 134
2. 8 12. 5 22, 25 32. 8 42. 235
3. § 13. 4 23. 134 33. 123456 43. 25
4. 123456 14. 134 24. 1 34. 145 44. 45
5. 4 15. 4 25. 2 35. 2 45, 134
6. 1 16. 4 26. 5 36. 12346 46. 1
7. 4 17. 2 27. 4 37. 1235 47. 5
8. 4 18. 6 28. 4 38. 134 48. 4
5. 13 19. 4 29. 5 19. 3 49. 24
10. 2 20. 3 30. 3 40. 5 50. 13

' Managsmant"
Score isin fhe
14ihp

will have to mak
‘sure this
individual uses
their time

productively!

This pérson s Overall Fundamental Sales Skill
Scora is 71. The Overal! Ccmprehsns.w Sales

probably be Om’y ave
position. i

© 1994, G.M. Lousig-Nont, Ph.D. all rights reserved
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Narrative Reports
Provide a Powerful
Management Tool

The information contained in the narrative reports
was developed through a process called critical
analysis.

Critical analysis is simply a process of interviewing
examinees about their test results, their experience,
and their view of their expertise.

Interviews were conducted on over 2000 sales-
people by Dr. Lousig-Nont personally. After 2000
interviews definitive profiles emerged.

"If you collect over 50 tests that exhibit the the same
profile you attempt to identify a commonality be-
tween the examinees. If all the examinees disclose
that they are burnt out; you have identified a profile
type. Once you have accomplished this you are able
to make some generalizations about other people
who have the same profile."

The information gathered from the critical analysis
is incorporated into the narrative report. This gives
the test administrator a more thorough under-
standing of the test results.

The .
3 ' CONFIDENTIAL
e" 2 Page3
OUtdent i $ALES SUCCESS PROFILE Analysis for: Examinee, Your
paragraph three now closes, word for word. This score must be 1 with acceptablo scores in Approach and Involvement, and
: Overcoming Objections, muderw.ohhummumulupolmml
tel’s you i Tho BTHICS ecals refers (0 a salesperson's commitment 1o conduct a salo in a reputable and truthful manner, Low scores Indicate a
Whnmmhwtufhmwmhnnkmmzhw lies or empty promises noed o be mads, Such individuals
ntal
What the damage a pl mnylm ywwbevatudwuwmmufchnnluhl
delinahd nl Rl vy dum;mu:mwulmw;ﬂ % 8 businoss p that involves loag term
o po repeat customers.
scale
The examiaes'sscor of 100 i SUPERIOR uod idicals that s idividua wil ey, if v, rocct o uneical tactict 1o closos Close" score
measures’ u: this i to ethical conduct by acknowledging that your company agrees with an ethical approach hasbeen
mmhnrpommoounrmus“&nmmmmwmmwmmm acoepted social conventions whea
dealing with prospects. Use of phrases such as: "Thank you", "Pleass®, *I'm "Would you bs kind enough Lo excuss me...*, are
mdmuvoofaMuudC«meuunl-pwm However, Ih-ulmhbePOUTEMODURTEOUS and thers is a time o be
Th very direct and to sk for the sale. This is why some of the most effective “Closing” techniques aro not the most Polile and Courteous .
e 2 techniques. So, it is not unususl (0 eos lower scores in the Polite and Courteous ecale when you see high scores in the Closing scale. agg iVeb’a :
H “Tho examines's scoro of 100 is SUPERIOR and indicates an extremely Polito and Courteous demeanor, Sometimes people who R
indenied mhlghma:mhu;.zw:dwmpmdmmm, Mmémmu.ﬂ-wqmnhuumdcmmmm”f.:yrmmey person closes.
will sppear to be too * 10 uso an gly te Courtoous,
: ] low Closin filo, cmbn A ls, who lack ion, of Very ox| le.
paragrap ks blish “’;lmlhnmnyhmnn hugqmd.lgs:uuy clao'l{lumy they
te’ls O orJerukm Whut’hnhnppm Polite & Courteous scores go up, end Closing scores goes down. Ganae
: y U mFRlENDL‘!-nd\{NARM-:-Innfmlnl-hwm'l nbn;l.l:‘:y Inbh;puwiveduhnina m;:v;:rwormu,:u gm{; The "Fﬂsndﬂr 2
scorea are indicat salespeoplo who (0 & prospect VO & genuine concem uct or servics of s
about the ﬁ:lbemﬂlv;?hpwchw M’pmw:&luwmum scale tead not to be perceived, in a sales situation, as "people
i n;m “HW'WW Mlﬂ:ehhoodh ofﬁmmm-];-mnﬁumﬁk [HO’TE.T!mn;‘md :
how pmq)cct perceive the sales person's selling not personali o socm strenge, il is ly
speclfic mrm:!formwmkbwum scale. Bocsuss qmg«lmumﬂyp{m‘d’mhponl:mof’pmﬂomdﬁr ormul.ldm Scafecaﬂ 9"
. on extremely difficult closes, ﬂ:u,-mdmbquprm in their It's normal for a sales mansgers youifapgrson
behavio 10 bs focused mors on “what's the botiom line?”, wh:'nlgou: Jo ksT* i, Thay dou't have tms o asablsh appon or ceabish :
% gt the prospect's needs, they essums the salesperson has ‘l'heva their function aa a problem solver. knows how to
yOU afe The examinse's score of 93 is SUPERIOR and indicates that the examines will, with rare ex: ‘be regarded as frieadly,
sensitive, warm, and caring individual, mindividu-]wi]]pmhbl)buﬂdlhqn'fr?ll‘l’u\il.n ﬁmhwﬂﬁnﬂﬂaﬂnw
i bo extremely likeabls and will characterize them as having a charming personality, vo leamned o peoples
llke!y to ou:f:dwe,";:d they will not betray their trust, '?‘hinn?:;f b 'm.np'gﬁnvo{mxofwm_wmpa_ny they work for and are
gmnnlllfnmndﬂudlubuvuy!iknbln. However, having high scores in this arca and lower scores in closing may indicate
soeking at the expeass of closing eales,
Tho scale of HANDLING PROBLEMS nl’enlam ﬁw?ﬂl ‘s ability mhmﬂommM'pmb!eml, as well ns pmbl‘emh:mom s
Sometimea the profession of selling of patience when it comea to overly demanding customers. score oa
3 3 lﬂlﬂmdlumﬂ:&nflhlllywdnnnh \nlh-xirrﬂlm Th:mnlnpmplal.mzlnlvmd::nﬂml. Many good salespeople
individual dnmhummu,mdmmtvuypoduhmdlm] This is not & eignifi vback if the salesp has high Frieodly
5 £ o & Warm scores becauss le will not i1} ol However, individuals with low Friendly & Werm
with this S i e e o et ol o A MBI v e, istaerssein
are more impo:
a The examincs's score of 100 is SUPERIOR and indicalos sn extremely desirable ekill level in problem handling. This individual
k’nd ofa demonstrates a strong sbility in interpersonal relationships that require patience. This individual will most likely bs able to handle
any problem situation that ariscs.
score- Th:nhllol'QUA.L[P'llNUBUYERSmfmwlheMlyl:ndﬂddmmwﬁ‘nmof s i_lncl:;nﬂiaﬂ:huuhthanbililyln
leam if prospects have the to make tho purch if is wil ir finencial means,
Tho examineo's scoro of 97 is SUPERIOR and indicales en extremely dosirablo skill lovel in Qualifying Buyers, This individual has
o i s B epgegre. Mg pespssibatyn TRk bR oot
yers as to are °j ing”.
Copyright 1992 Gregory M. Lousig-Neat, Ph.D.

The extensive narrative provides valuable clues on the sales behavior
your examinee is likely to exhibit in each of the 13 sales skill areas.

| S R T S
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Narrative Reporis
Help You Build a Solid

Sales Team

Specific .
Observations

informati
‘about the
overall
Profile.

give detailed

SPECIFIC OBSERVATIONS:

This salesperson’s Fundamental akills score is 71. The Pendamental ekills acore is a weighted average of the first B ecales, It refers
to thoes basic akills which o essential for aay job in sles. Whather the job is in retail sales, insido sales, telomarketing, or an
outside sales position involving tesritory t, an acceplab

This sal 's Comprehensive ekills score is 50. The Comprehensive ekills acore is & weighted average of all 12 scalea. It
includes ths Pundamental skills, and the last 4 scales which are more closely iated with b d sales positi
Thess generally include those sales positions that involve territory 1g good time

ls overall scoro is important for weaeu‘

" akills, and low mpu'v;nm.
Because this individual has a higher acore in their Fundamental skills than their Cqmpllﬂlm.livo akills, they muy be stronger in sn

insido or retail sales position. However, their Comprehensive skill levels are T They could be for an outside
ralea position if they were given strict supervision and continued truining,

Whilc this individual enjoys working with the public, they lack sggression in attempting (0 close sales. This fype of Individusl
many timea forgets to *ask for the sale®, or fears that they will offend the customer by applying a little proesure. This individus]
may have the necossary “people skills*, and they have sverage or better knowladge of elosing lochniq Hi , they may

imes fail to be p in attempting to close. If tho first atterupt fails, they will be reluctant to try and close again.

‘This individual will be able 1o increase their income potential by concentrating on training that would improve their skill levels in
the areas of: PRESENTATIONS AND DEMONSTRATIONS and TIME MANAGEMENT.

Training Tips Give

Salespeople Direction

Salespeople are less resistant when suggestions
come from an independent objective source.

Individualized
Training
Report give

their specific
answers

given to the
iestions or
the $ales
S$uccess
Profile.

CONFIDENTIAL
Page2
$ALES $UCCESS PROFILE Training Tips for: Examinee, Your

APPROACH and INVOLVEMENT

T .

A very | techniqus is 1o sctually have the customer become physically involved in the product
preseatation. Whether it be resding the i ions, or allowing Lh 1o actually sit and typs &t a computer, the mors you
L~ mvolve the cusiomers senses, the more successful you will be. Let them feel the comfort of that now recliner, see the clasity of the
picture on that big screen telavision, hear the booming bass of that new stereo, Laste & sample of the world's most expeasive
chocolate, or ket them smell the distinctive smell of that brand new car.

Prior to approaching aad involving a
financing available.
OVERCOMING OBJECTIONS

you must have a knowledge of your product, service, inventory, and type of

Whensver you aro asked a question regarding whether your product or service has a particular feature, a good technique is to repeat
the question first, then ask, “Is that important ta you?", By repeating, the cliont knows that you heard ths question. Asking if it is
impartant prompta the client to tell you moro sbout his concern. This helps you decide how much detsil you should go into. Just
becausa a prospect asks & question, it does not mean it is important Lo them. * A prospect may ask, *Does this software also rus oa &
mlui monitor?” Asking, "Is that important lo you?" may bring ths reply, "No, not really, I only have a monochrome monitor, [
was just asking®.

It is important lo realize that en objection is really & request for moro information, It usually indicates that you still have the
proapect's interest. An objection is simply ono of the steps you must go through in order lo make » successful presentation and close
the deal,

ABILITY to CLOSE

After closing a prospect on owning your product o sérvice, you may want to offer the customer an optional sccessory or an added
servico, One of the most effective ways 1o bring up this subject is (0 ask a question that might get the customer thinking about an

additional need. For exampls, "John, I know you are really going to enjoy this car stereo system. By the way John, do you ever

luv-hpﬁymrwhp:ﬁnrmguwhlhoppingwﬂnprl‘.in;lauinl.hwc-pinl?'. Of course, John will probably snswer
“Yes, why?". Now you can follow up your question with a statement about a product that has some significant benefit. For

example, *Well John, I'd like to show you oct stats-of-the-art car busglar alarm system. It will the iavestment
have made in this fantastic stesso, Wuuninad]hnhmﬂﬂamdmmhﬂﬂrnwmv‘fpmfh.if mh\'hl’::‘-ﬂm.
many insurance companies offer a discount oa your car insurance. It is really & very worthwhile investment; mﬁn':ym;p-?'.

An cffective salesperson must be able to recognizs buying signals that tell you the prospoct is ready 10 go ahead with the purchass,
This is the signal for tho salesperson Lo attempt to close. A buying signal can be something such ax; The most obvious buying
signal can be when the customer checks 10 #es if they or their spouss have brought enough money. If not, you might suggest
finsncing, or using a credit card.

Good salespeople realiza it is rars to close 2 prospect the first tims you ask for the sals. Whea & customer says, "Let me think about
it.", that is the time 10 really get serious sbout belping the prospect resolve any doubts ho may have. Review each of the benefits
and cancerns that were covered during your preseatation one by one. There is nothing wrong with asking, *Do you have  coacerm
about the warranty?”, or *Is the color what you had in mind?* After covering each arva, many times the prospect will realizs thero
is nothing left to think about. At that point you should attempt to closs the prospect by azying, "Mr. Jones, I know sometimes it is
difficult to make a decision about un investmeat like this, Howeves, I feel [ havo an understanding of what your needs and
expectations are, Not ouly will the unit I have shown you meet thoss needs, T have every confidence it will excesd your
gpecul.ims. M;;?M. the only decision loft for you to make hero today ia, would you like delivery tomorrow, or would Friday
more convenient?®.

PRASPECTING and COLD CALLING

If you want to be effective at prospecting you have lo ber every person you meet can potentially help you find new customers.
Even the that bhas just turned you down, or purchased from your competitor may be willing 1o kelp you qualify other
potential buyers. [l naver burts to ask,

Prospocting can pay off with persistence and imagination, Try the following: Try calling on prospects cither 30 minutes before or
after closing. You are more likely to mun into the "decision maker®, Do not quit trying for the day until you have made at least one
sale, It is hard to go on when you are tired, but no ono said being the best would be easy, No one can do it but you, It takes

Copyright 1992 Gregory M. Lousig-Noat, Ph.D,

This is the kind of dynamic, sales management information that
helps a manager identify why a salesperson is in a slump!

The scoring
software
00ks at each
answer that

was incorrect.

‘completely .
individualized

direction.

Training Tips
can be given

opportunity

for growth.
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Sales Success Profile®

Interpreting Test Results - Commonly Encountered Profiles

[Print  Analysis  Edit 5-89-94 12:2%m s
— S J46LES SUCCESS PROPILE REPORT| — - Overtly Aggressive Closer
' b AL Characterized by:
18 20 38 48 58 60 70 80 99168 PCT A . .
ol —————————t P High Closing Score
t HRHEHHHOHHEOHHUOHER R 62 23 1 .
&“fﬁﬁs.ﬁg"ﬂﬂ%ﬁ:ns _w B | e Very Low Polite & Courteous
ing fble to Close W—Mf §
Ethi T 10 | 1— o Very Low Friendly & Warm
Pul;::f(:ourteaus —— 2/ 8 | ry . . y ) .
FriendlyAlar EIRT %4 51 This individual is extremely aggressive and will do al-
Handling Problens o % 34 .
Qualifying 67 11716 most anything to close the sale. They do not care whether the
lfmrq:g::mgﬁnld Calls gg fggi product or service meets the customer’s needs, all they care
Tine Hanagenent 64 6/15 about is closing the sale. This profile is sometimes typical
{2 ctm e iy —o——— G among tdeien"flarkettlenl':e. This individual will typically be char-
ik Shfids L . L LI LB B acterize a.s‘ pushy", or a hlgh_press.ur'e salesperson. This
COHPREHENSIVE SKILLS  |wowwwomommmrnmimnonn 53 individual is generally not good in positions where long term,
repeat client business is desired. This person may be putting
| to exit pressure on themselves.
[Print  fnalysis  Edit 4-26-94 2:0pn | .
e JSLES $UCCESS PROFILE REPORT} Non - Aggressive, Non - Closer
Hae : SN : B08-88-8300 .
Characterized by:
O 10 20 36 40 50 68 7B B0 90 188 FCT C1 .
e o - % || — » Low Closing Score
Approach/Involvenent 98 ¥ 4 .
Diercaning biections o) 1 e Very High Polite & Courteous
ing Able to Close RN L . 7
Ethice __ut|[] 1— e Very High Friendly & Warm
olitesLourteous
FeendlyAY fo n T e bei Med i
madlugen, - This mdmdu"l], while being slqlled in other aspects of
Qualifying M 12416 the sales process, is very often afraid to ask for the sale for
Eﬂ::&ﬂgﬁ““ Calle Eg fﬁjgé i'flzar the%r rlnight offend1 the prospect. If the first attempt at
i t 181 ing fails 4 again.
‘:Jluzpm:sm?m - R closing 1:;1 s they lre're chtant to try again These 1nd1v1du_als
Call Enthusiash e N L 2 are exce enl' candidates for training be_cause they truly like
FRCRE LN 1o e R R T IR people, they just need to learn more closmg techn_igues. They
CONPREHERSIUE SKILLS  |wewwwmwwiwowonce 42 are usually very good for customer service positions where
closing is not necessary.
to exit
[Peint  fnalysis  Edit 4-26-94 1:58pn | .
SALES $UCCESS PROPILE REPORT Ideal or Balanced Aggressive Closer
Hare : SSN = 008-86-0080 ;
Characterized by:
18 28 38 40 58 60 78 88 98 180 PCT C/1 ) ;
———+—+—+—+—+—+— |_1— ¢ High Closing Score
Rpproach/Involvenent * 98 22/38 I Y i &
Querconing Object ions 944711 | | o Significantly Lower Polite & Courteous
Being Able to Close o T 95 M= =
Ehies DRSISSRE————————— N | Friendly & Warm score falls between the
0 e eous D D DD M D 1 H
5’153319”:53: - i Closing & Polite Score
H / [ % . .
Qi:lifyqr!g o x 89 11716 This is the profile of a very skilled closer. The high
epeLEiny el fall 12 ot closing score indicates a considerable knowledge of this skill.
Tine Kanagenent Y The lower polite and courteous score indicates the examinee
FHHHEEHHHHHOEOOR0NE . . . .
Telephone Technique T ssyson i will close aggressively. However, the higher friendly and
11— warm score indicates that they will only attempt to close
FUNDAMENTAL SKILLS  [wwx 92 :
COMPREHEMSIUE SKILLS 86 when they know the product or service meets the prospects
T —— e G needs. They are not perceived as pushy. They temper their
to exit aggressive style with a caring demeanor.
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Interpreting Test Results ¢ Commonly Encountered Profiles (continued)

i Edil 42654 23
P::: "mis {6l SUCCESE PROFILE. RERORT — L Burned Out
. 620 38 48 56 68 78 €8 98 u;a K1 et Characterized by:
- ol ol R L R L |1 —e Low Approach & Involvement and
AHHHHHEEHHEHEE HEHEEEE 3 . . R
ittt ol e - Overcoming Objections
Being Bble to Close -7 » High Closing Score
s 1748 1
RolitefCosmteons | evemmavmereunnen 8 i o Low Polite & Courteous and Friendly & Warm
m}}; ;"bh” | 8 1316 This individual sells because they can make a living at
i 1ls 7 1573 i iov i
m‘.’,',t::"dﬁu [ 198 Iee—— 5w it, not because they enjoy }t. They usually attempt to r_usb to
Tire Nanagenent RO 58 55 close the sale because that’s when they get their commission.
T erlaue — A They do not take the time to establish rapport, thoroughly
S— OO L LI handle prospect objections, or identify a prospect’s needs.
CONPRENENSIUE SKILLS ~ [wwsmommemsmsenscens 5§ They usually are good at qualifying buyers because they
don’t waste time on someone who doesn’t have the money to
( ) to exit "buy" what they are "selling".
i i 4-26-94 1:46 . e
P;::: - alisls _ Rhlss swoems paoens epone = m-ao—aa: Fear of Rejection
. 10 28 30 48 50 68 78 3 98 1;33 KI o1 Characterized by:
' e Overall Acceptable Scores
fpproachvInvolvenent 84 26738 o . .
(uerconing Ohjections § - o Possible low score also in Prospecting / Cold
Betag fble to Close " Calls and Time Management ),
i Certeous _- ¢ Low Call Enthusiasm
mﬁfi: :"m” This is a profile of an individual who has an acceptable
m:x:mg;?m Calls knowledge of sales. However, the low Call Enthusiasm scale
Nanagenent indicates that they do not handle rejection well. This individ-
Selephons Techniqus ual may be characterized by someone who hangs out at the
PURCANENTEL, SKILLS office too much, or looks for any excuse to cancel an appoint-
COXPRESENSIUE SKILLS ment. If 'they are rejected on their first appointment, th-ey will
call it quits for the day. This person would be better suited for
|50 to exit inside sales.
Prin
- The Phony
Characterized by:
- @ i
Approach/Involuenent " High C|°s"‘g score
(verconing Obections |__ o High Polite & Courteous
Being Able to Close "1 .
Ethics | — e Low Friendly & Warm
Polite/Courtecus . .
S:niﬁgwﬂhm This individual, while being skilled in other aspects of
Gualifying the sales process, is unconcerned about meeting peoples
rospectng/Gold Calls needs. Their high Polite & Courteous score makes them
{% pnh?ms#aeg - appear to come across as being "sugar coated". However, the
Ca11 Enthusias low Friendly & Warm indicates they really don’t care about
FUNDAKDITEL SKILLS what the prospect needs. This can be further evidenced in
CONPREHENSIVE SKILLS some profiles by low scores in Overcoming Objections and
ualifying. They don’t thorou answer prospects con-
lifying. They don’t thoroughly prosp:
| 59 to exit cerns because they don’t care. They are insincere. @J
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Interpreting Test Results ¢ Commonly Encountered Profiles (continued)

Print fnalysis Edit
SALES GUCCESS PROFILE REPORT
Name : applicant, unknown

5-89-94 12: 755
S6N : 6e8-60-8008
10 28 38 48 58 60 70 88 90180 PCT O/
1] 1 1 ] 1 1 1 1 I

Approach/Involvenent
Ouerconing Ohjections
Being Able to Close

Polite/Courtecus

Ethics EHHEHEHERIHHOHEHIHHROREHROHEHHONEON

Qualifylng

Prospecting/Cold Calls
Presentations

Tine Management

Too Perfect
Characterized by:

¢ Very High Scores in every scale

This individual is a professional student of sales, not a
professional salesperson. Be cautious of an individual with
this profile. They may be meticulous in their appearance, and
something of a perfectionist. However, because they place

Edit
$ALES $UCCESS FROFILE REPORT

Hame : Young, Joyce

S8N ¢ 999-99-9999

{82.828185‘36.0'{8@281@8?6!6/1
1 L) I

fpproach/Involuenent  [ewes T 8 26728
Ovarconing Cbjections 57 611
Being Able to Close SRR 2 M
Ethics HHHHEHEBHEHEHHEHIHRHENORERHONNNO0E: 168

Polite/Courteous e
FriendlyNarn 88 81
Handlininl’nblm 189 44
Qualifying L] S 516
Prospecting/Cold Calls 19 12733
Presentations Lt 19 18724
Tine Managemont |ttt 37 415
Telephone Technique  [msemonenmneeen % 58
Call Enthusiasw * KT H
FUNDAMENTAL SKILLS IR 42

COMPREHENSIVE SKILLS  foen o 4 44 5

to exit

g{elpm&ggmm 1%3 1'&: such high standards for themselves they become easily dis-
——————— couraged when they are rejected.
L | -
S — You should not rely upon this profile as an indicator of
{85 to it sales performance.
Print  fnalysis 5-89-94 3:34pn |

Unskilled but Trainable
Characterized by:
¢ Generally low scores overall
_— » High scores in Polite & Courteous, Friendly &
Warm.

This is a profile of an individual who generally has no
sales experience. However, they like people, as is evidenced
by their high scores in Polite & Courteous and Friendly &
Warm. Additionally, they seem to have an intuition about
how to build rapport, which can be seen in their Approach &
Involvement score. Their Ethics are high, as is their Han-
dling Problems, which probably indicates they know how
they want to be treated by a professional salesperson.

Print Analysis
Nane : APPLICANT, UNXKNOWN

SSN : 00g-68-8008
19 28 38 48 59 68 70 63 90188 RCT 1
L) 1

1 1
Approachvinvoluenent w0
Overconing Objections
Being Able to Close

45 21738
16

Ethics s
Polite/Courteous 4
PriendlyNarn L 12 41
delininl’rcbhns B 4
Qualifying N 1216
Prospecting/Cold Calls |wswun 14 11/33
Presentations L 14 9724
Tine Managesent L § 1415
Telephone Technigue ] 4 58
Call Enthusiasa i ST A S
1 1 1

PUNDAMENTAL SKILLS [woomonnnn ' o 3
COMPREHENSIVE SKILLS  [wwwwmernn 2

H i 1 1 ] 1 ] 1 1
to exit

Unskilled and Difficult to Train
Characterized by:
* Generally low scores overall
| o Very low scores in Polite & Courteous and
Friendly and Warm

This individual, is totally unskilled. It is also question-
able whether they even enjoy working around people. Liking
people is not something you can train someone to do. If a
sales manager had to decide between a candidate that exhib-
ited this profile or a candidate that exhibited the profile
directly above, the sales manager would be better off select-
ing the individual with the higher scores in Polite & Courte-
ous, Friendly and Warm.
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Interpreting Test Results ¢ Commonly Encountered Profiles (continued)

5-16-04 9:68 |

SON : 6Re-06-2629
18 20 30 48 5B 68 78 89 99168 FCT O/

1

[Prist  fnalgsis  Edit )
SALES SUCCESS FROPILE REPORT}
Nane : Marta

fpproach/Involuenent  [mnemmnnnennsun 37 2878 |
Querconing Objections % m |
Being Abla to Close 1943 ||
Ethics 188 B8/8
Polite/Courteous HIEHEEHEHHHUHERHIRHOHE 58 58
FriendlyAlarn MHHEROBHEHHBEHNHNHHOBHERENHNNNE 88 81 j
Handling Problens 168 44
Qualifying SRR 4 916
Prospecting/Cold Calls [mexmmeximmonnones 4 16/3
Presentations SHaHEHHOHOH 37 124
Tire Management | inisinisbsisiisioishaiiaisishiiaid 58 SAS ‘
Telephone Technigque  [mwdemesatcnsnHons 4% S8
Call Enthusiasm LRI 68 6s15
———t—+—+——+—++

FUNDAMENTAL SKILLS N
COMPREHENSIVE SHILLS  [emesmmensnn 4

Ito exit |

Good for Inside Sales Only
Characterized by:

¢ High Score in Overall Fundamental
¢ Low Score in Overall Comprehensive

This individual’s profile indicates that they would be
more successful in an inside or retail position. The Funda-
mental score is above average, a 79, while the Comprehen-
sive score is below average, 41. While they could use help
in the scale of Approach & Involvement, they have strong
scores in Overcoming Objections, Being Able to Close, and
Ethics. The Polite & Courteous score shows they are an
aggressive closer, and their Friendly & Warm score shows
they temper this aggression with common sense.

[Print  Analysis
Nane : Ualentine

$SN : B2B-BA-8808
16 28 30 48 58 6B 78 88 98188 PCI C/1

—————————

59 2738

M

1 i

fApproachvInvolvenent
Ouerconing Objections
Being fble to Close
Ethics
l;:litcltourteou:

yAlarn
Handling Problens
Qualifying
Prospecting/Cold Calls
Presentations
Tine Management
Telephone Technique

99 1118
B 78

Call Enthusiasn I 99 115
FUNDAMENTAL SKILLS IHHHHHEEIHEHIEROHIOIHHHEHORHEH bt
COMPREHENSIUE SKILLS i1

to exit

A Great Salesperson’s Profile
Characterized by:
e Generally High scores overall

| _ ¢ Lower scores in Polite & Courteous
o Friendly & Warm score between Closing

score and Polite & Courteous score.

This examinee exhibits a nicely balanced profile.
While the scores are generally high, they are not perfect.
The lower score in Polite and Courteous indicates this per-
son is aggressive in their closing style, yet they balance this
aggression with their higher Friendly and Warm score.

An individual with this profile should prove to be an
asset to a company’s sales team.

Through the course of the validation process
several things have been discovered. There may be
some semantical differences between what we
have chosen to call the scales, and what we have
discovered that the scales actually measure. For
example, we now know that the value of the Polite
& Courteous scale is actually a measure of aggres-
sion when compared to the Closing score. If the
Polite & Courteous score is higher than Closing,
we know that this person is very non-aggressive,
and a very soft closer. If the Polite & Courteous
score is significantly lower than the Closing score
this indicates that the person is a very aggressive
closer.

In order that this aggressive style not come off
as overly pushy, the examinee must have a Friendly

& Warm score that is higher than the Polite &

Courteous score.

The Friendly & Warm scale measures how
effectively a salesperson identifies a prospects
needs. If a salesperson asks a lot of questions in
identifying a prospects needs, this makes them ap-
pear as if they are truly concerned about making
sure the prospect is happy with their investment.
This approach makes the salesperson approach
very Friendly & Warm.

While the scales of Polite & Courteous and
Friendly & Warm may appear to be personality
traits, what we are measuring is actually a skill. It
is truly a skill to be able to be aggressive when you
close, and yet be able to sense when you are apply-
ing too much pressure.

]
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Sales Success Profile®

The 10 Most Commonly Asked Questions

1. How do I use the SSP as a hiring tool?

Answer: If your ad for a salesperson has drawn a
large number of applicants, you want to administer
the $$P to each one of them. After putting their
answers into the scoring software, print out the one
page graph that shows their rank in the 13 selling
skill areas. In this way you can quickly review
their sales skill levels.

This provides you with a valuable tool that will
quickly help you eliminate unqualified applicants.
After narrowing your focus to those individuals
who have acceptable skill levels, print out their
entire report, with training tips.

It is advisable that you read the entire report, and
the training tips, so you may further focus on those
individuals that you want to interview. Reading the
report and tips prior to interviewing serves two
functions: First: The narrative may provide addi-
tional information that may help you eliminate a
candidate from further consideration. Second:
This will better prepare you to conduct your inter-
view with qualified individuals. It will help you
identify areas of strength, and areas that may pre-
sent an opportunity for growth, with proper train-

ing.

If you have only a few applicants, you may wish to
run the longer version of the report, and the training
tips. You may then immediately determine which
candidates to invest your interviewing time in.

You will find that you conduct much more con-
structive and informative interviews by using this
approach. You will invest your time interviewing
much more efficiently because you are talking to
only those individuals who represent the greatest
potential for success with your company.

When reviewing the results of the $$P you must
keep in mind your company’s capabilities to pro-
vide sales training. For example, if you have an
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applicant who shows acceptable skill levels in
every scale except Handling Objections, you may
not want to automatically disqualify this person.
This is especially true if you know that the training
you provide is extremely well targeted on how to
handle questions and objections about your product
Or service.

2. How do I establish minimum standards?

Answer: The very best way for you to establish
minimum standards for the $$P is to evaluate all of
the salespeople you currently have on staff. Once
you have tested your current sales people you can
compare the scores of your top performers to the
scores of those salespeople that may be having
challenges with their sales productivity. The scor-
ing software program provides a very easy way for
you to generate average scores for each of the
scales, for any group of salespeople.

This is accomplished by selecting the F2 "Print
Reports" from the main menu of the $$P software
scoring program. You are immediately shown a list
of all individuals who have been scored using the
scoring program. You can select a group of indi-
viduals by using the arrow keys on your computer
to position the cursor on each person. Pressing the
space bar will tag person the cursor is on. Continue
this procedure until you have tagged all the mem-
bers of your top group. Then select the Print,
Tagged Averages. The computer automatically and
instantaneously calculates the average score for
each of the scales for this group. Repeat the proce-
dure with your under achievers and compare your
top groups average score for each scale against the
average scores of your low producers.

Any scale that shows a significant difference in the
average score between the two groups would indi-
cate that this is a skill that is important for success
with your company. It may be that only 8 of the 13
scales may show a significant difference. This is
not unusual. It is not always necessary for a person




to have high scores in all 13 areas to be successful
at a sales position in a particular industry. For
example a salesperson in a retail sales position
would not necessarily need a high skill level in the
scale of Prospecting and Cold Calling. Normally
someone in retail would not be required to prospect
for new clients.

After identifying which scales are important, you
will have a "Success Profile" of what it takes to
become a champion salesperson with your com-

pany.

3. What if none of my applicants meet the
minimum standards?

Answer: If none of your applicants meet the
minimum standards, you have some choices you
must make, depending on how you can answer the
following questions: First: What is your ability to
adequately train a salesperson? Second: After
training, how long will it take for you to judge
whether the salesperson will be productive? Third:
Can you afford for that salesperson to go through
the learning curve, and get himself or herself "up to
speed"” in their sales productivity.

If you can’t answer these questions to your satisfac-
tion, you must seriously consider whether it would
be more advisable to continue your recruiting ef-
fort, and attempt to attract more qualified individu-
als. The extra effort and expense involved in
waiting to find the right person is usually minimal.
This is especially true when you consider the aver-
age cost to recruit and train one bad salesperson
exceeds $1,000 in the first month.

Before you run your current "help wanted" ad again
you may want to review the wording in your ad.
Would you answer the ad you are placing? Would
a different approach be more effective? Are you
promoting the "job" or the "benefits" the job of-
fers? Ask yourself, "What are the 5 greatest bene-
fits salespeople for this company enjoy?" Once
you have identified those benefits reword your ad
to include those benefits. Spotlight the reasons why
your salespeople love to work for your company.

If you have an excellent training program, and your
willing to invest in the salesperson’s learning

curve, and have the patience to wait for them to
become productive, then you’re faced with another
decision. How do you select which individuals
will have the greatest chance for success. The $$P
can still play a valuable role in helping you with
this decision.

If you recognize that selling is first and foremost a
"people business", it is recommended that you look
for salespeople that have very high scores in the
scales of Polite and Courteous and Friendly and
Warm. This is generally a very good indication
that you are dealing with applicants that sincerely
enjoy working with people. If you have two or
more candidates who show equally high scores in
these 2 scales, you would next want to look at their
scores in Approach and Involvement, Handling
Objections, and Ability to Close.

Interestingly, there are two options you may wish
to exercise when looking at these 3 scales. If you
are willing to invest a significant amount of time
and training, your long range objectives may be
best served by selecting the individual who has the
lowest scores, and shows the least amount of skills.
The reason for this is quite simple. Sometimes,
while the process may take a little longer, it is
easier to teach a person with no skills how to do
things right. Many times it may be more difficult
to work with someone who has some skills and
"unteach" them the things they have been doing
wrong.

If your only objective is to train someone and get
them into the field as quickly as possible, then you
may want to select the individual who has the high-
est score in Approach and Involvement, Handling
Objections, and Ability to Close. Their "learning
curve" should take less time. However, you must
remember their old bad habits may be hard to
break.

4. How do I explain the implementation of
the SSP to my current staff without threaten-
ing them?

Answer: One of the easiest ways to introduce the
$ales Success Profile to your current staff is during
the course of a sales training meeting. Simply hand
out the question books, and ask the salespeople if

]
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they would take a few minutes to look over the
questions. This dissolves any mystique, or misun-
derstanding about what it is you will be discussing.

Start off the discussion by explaining that you rec-
ognize you have an obligation to help them grow
and to become as productive as possible. Proceed
to explain that you have made an investment in this
training evaluation system, that will help them
identify where their strengths are, and where they
have areas of opportunity for growth.

It might also help salespeople embrace the concept
if they understand that the $$P ranks them in 13
sales skill areas and compares them to over
300,000 other salespeople; not to each other. If
they get a 92 in Ability to Close, that means they
did better than 91% of the 300,000 salespeople that
have already taken the profile.

It is very important to let them know that the results
of their $$P will be held in strict confidence, be-
tween you, their sales manager and them. Explain
that under no circumstances will you discuss the
results of their profile with any other individual,
unless you have their permission. It is just as im-
portant to let everyone know that the results of the
$$P will not be used to their disadvantage in any
way.

Make it clear that there are several things you hope
to accomplish with this state of the art program:
First: is to identify their potential for growth. Sec-
ond: is to help you identify those areas of training
that you should concentrate on to help them realize
that growth. Third: to help you identify what skills
are necessary for a salesperson to be successful
with your company.

Sometimes weak sales managers are hesitant to
implement such a tool. They fear change, and are
apprehensive that their sales force may resent it.
Strong sales managers have an open mind, they
invite change that has the potential to produce posi-
tive results, and their salespeople respect their lead-
ership decisions.

When the $$P program is explained in the manner
we have recommended, we have never heard of a
case where a salesperson refused to participate in

the evaluation process. In fact the great majority
find it a very positive growth experience.

Many sales managers have reported significant
success in having a sales training session focused
entirely on the questions and answers in the $$P.
Such a meeting can be held without anyone ever
having to divulge the results of his or her $$P
evaluation.

The manager simply reads each question out loud,
and then opens the floor for discussion of the vari-
ous choice of answers. The result is very often a
fast paced discussion that takes on a life of its* own.
Opinions about what answers are better, and why,
will be debated. Top performers will generally
share their experiences and successes to illustrate
and defend their position. In the process they gen-
erally divulge many of their closely guarded secrets
that have been the key to their productivity. This
learning experience benefits everyone.

The success of this approach was recently illus-
trated in a letter we received from a Director of
Marketing from a large national company. He ex-
plained the results of administering the $$P at their
annual national sales meeting, and using the results
as a basis for discussion: "The ensuing discussions
and group sessions were lively to say the least. I
wouldn’t know how to replicate such a success at
our next sales meeting."

5. How can I make my people understand
that they should want to know the results of
their profile?

Answer: The analogy that can best be used to
describe the benefits of the $$P is that of the Road
Map and a compass. If we knew we were in Illi-
nois, and we wanted to go to California, we know,
by looking at the map, that we must head West. If
we had a compass, it would show us in what direc-
tion we needed to go to start our journey. If we
continued to use that compass, and stay on course,
we would eventually realize our goal, and find
ourselves in the State of California.

However, what if you wanted to go to California,
and you didn’t know where you were. Even if you
had a compass, it would be very difficult for you to

[
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have enough confidence to even take your first
step. You might make the assumption that Califor-
nia was West of your location, but if you were in
South America, you would circumnavigate the
world, and never run into California!

This profession of selling can be similar to trying to
make a journey from an unknown point, via an
uncertain route, towards an elusive destination. (Oh
that was good wasn’t it? -- Sorry, I got carried
away!) How do we reach our destination of suc-
cess, if we don’t know what our potential for that
success is, and we don’t know what direction to
take to get there?

The $$P is like that road map. The percentile rank-
ing in each of the 13 skill areas tell a salesperson
where they are right now, compared to 300,000
other salespeople. The narrative of the report helps
the salesperson understand what their potential for
growth is. It discusses the positive and negative
behavior that a salesperson may be engaging in that
will impact upon the ease of their journey towards
success.

The training tips are the compass that gives a sales-
person the direction they need to become more
productive and profitable. In identifying these ar-
eas, the salesperson can concentrate on those skills
that will help them reach their ultimate destination;
financial success!

6. What if my staff doesn’t like the results of
their SSP.

Answer: It’s not unusual for people to want to
defend their perceived skills in an area where they
have scored poorly. It is rare that someone will
disagree with a high score, by claiming they are
really "not that good". Some people take criticism
better than others. Sometimes it may be helpful to
point out that it can be difficult to remain objective
about any kind of an appraisal, especially if you’re
the one being evaluated.

It might also help them to understand that the per-
centile rankings show where they placed compared
to a 300,000 other salespeople, not the salespeople
they work with. That percentile, whatever it may
be, is a factual representation. If they got a 42 in

XI-4

Prospecting and Cold Calling, it is a fact that 58%
of the 300,000 salespeople who have taken the $$P
scored higher in this scale. That is simply a fact
that is not open to argument or interpretation.

Many times you may face a challenge because your
top salesperson or a manager may not do excep-
tionally well on the $$P. The questions you must
ask the examinee when this happens is, "Do you
feel you really took the test seriously? Did you try
to do your very best?"

Many times, because they are your top salesperson,
they don’t feel they have anything they need to
prove, by doing well on the $$P. A significant clue
that a salesperson may not have used their best
efforts, is when they have given only one answer to
most of the questions that allow them to choose
more than one answer.

When this situation occurs, you might ask your
salesperson if he would like to review the test,
re-read the questions, and take his time to give a
little more thought to his answers. Usually this
second opportunity will yield results that are much
more consistent with the performance you have
observed.

Another warning: One of the most frequent chal-
lenges associated with scores which do not cor-
roborate with actual performance, is taking the
profile in less than optimum conditions. It is advis-
able, that your salespeople complete the $$P on
your premises, and not be allowed to take it home.
You have no control over the disruptions they may
have to contend with in their home environment.
Make sure your salespeople are given time to com-
plete their test undisturbed. Make sure they are in
a well lit area, and they are comfortable. If giving
the $$P in a group setting, do not allow people to
discuss the questions or answers. Do not give the
$$P prior to a break a lunch hour or towards the end
of the day. People may be hungry, or need to use
the restroom, or they may simply hurry to complete
the $$P so they may leave. Giving the $$P early in
the morning, or the first thing after lunch may be
the best times.
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7. Am I obligated to share the results with
them?

Answer: Whether you are legally obligated to
share the results of the $$P with your salespeople
may vary from state to state. From the standpoint of
fairness, and if your true goal is to help your sales-
people grow, why would you not want to share the
results?

If you refuse to share the results of the $$P, your
salespeople will be less likely to co-operate with
you on future projects. They will tend to view such
procedures as something you use to intimidate,
rather than to educate.

You must keep in mind that these are "THEIR
RESULTS". Refusing to give your salespeople the
results of their own $$P may cause a morale prob-
lem that far outweighs any benefit the testing may
have.

8. Should I have everyone see everyone
else’s results?

Answer: Absolutely not. Under no circum-
stances should you allow anyone else, other than
those individuals who may share your responsibil-
ity as a sales manager, to see the results of someone
else’s test.

If you allow salespeople to have a copy of their test
results, in time, they will share and discuss the
results among themselves. Many times this pro-
vides the catalyst for meaningful discussions and
exchange of successful techniques between sales
associates.

9. Can a low producer score higher than a
top producer? If so, why?

Answer: As previously discussed, sometimes a
high producer does not take the test seriously, and
this can result in a lower than normal score. There
are also those low producers, who have an excel-
lent working understanding of sales techniques,
who may score well on the $ales $uccess Profile.

If you have a low producing salesperson who
scores high on the $$P you now know that the
challenge is not lack of knowledge. You must ex-
plore whether the problem is one of poor time
management, lack of motivation, or fear of rejec-
tion.

If time management appears to be a challenge,
make the salesperson accountable for making a
certain number of sales calls a day. Have them
submit weekly progress reports. Tighten your con-
trol, and supervise them more closely.

Many times, professional sales managers, know
when a salesperson has a motivational challenge
because it manifests itself in poor work habits, and
attitudes. If there is nothing you have noticed, you
may want to interview the salesperson. Ask why
the salesperson thinks he is having problems. You
may uncover a motivational problem. If it is situ-
ational, and temporary, you can ask what you might
be able to do to help. It’s not unusual that the offer
alone, may be sufficient to rekindle a desire to try
harder. If you identify that the motivational chal-
lenge is long term, such as someone who is simply
"burned out”, you must consider the advisability of
replacing this individual with someone who can be
productive. The best advise to remember is, "If
you can’t change your salespeople, change your
salespeople.” It is not unusual to see someone who
receives additional sales training, get excited about
selling again, even though their skill knowledge is
already high. Skills are like a good knife, they
must be constantly honed and sharpened if they are
to maintain their edge and performance.

If the challenge is "fear of rejection", sales training
can be the answer here too. Many times, reviewing
the basics, instills the confidence to go out and
fight the odds. Good sales training addresses the
issues of how to handle failure and rejection.

10. When should I retest?

Answer: There are several times when re-testing
may prove to be beneficial. You may want to re-
test after sales training to measure the value of the
material, and the comprehension of the material by
the salesperson.
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When a salesperson is experiencing a slump; to
help identify what skills have slipped. It gives
direction to the salesperson as to what corrective
measures he should take. In 99% of the cases
involving sales slumps, the challenge is always
traced back to a salesperson forgetting to practice
one or more of the basic selling skills. He may be
rushing into the "close" without thoroughly an-
swering and handling objections. He may be leav-
ing out an important part of his presentation.

Every successful salesperson experiences sales
slumps from time to time. No one likes to fail,
winning is always more fun. If a slump is left
unchecked it can terminate a successful career.
Never allow a slump to run its’ course. You must
intercede, give support, give encouragement, and
help your salesperson overcome these challenges.
The $$P offers an efficient way to identify and
correct these concerns.

It is equally important to re-test when someone
starts doing extremely well. Identifying which
skills have gone up, may give you valuable insight
as to what it takes to improve the performance of
your entire sales force. You might want the sales-
person to share his recent successes with the rest of
your sales staff. Let he or she receive the recogni-
tion they deserve for a job well done.

You may want to test your entire staff every 3 to 4
month This can help you identify training areas
that need concentrated focus. By targeting those
areas which need the most work, you can insure
your training benefits the majority of those who
need the help.
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Sales Success Profile®

Validating to Your Company’s Standards of Success

Internal Validation:

If you were a salesperson for the only com-
pany that had developed a vaccine for something
like cancer, how good at closing do you think
you would have to be in order to have financial
success? I don’t think you would need a great
deal of skill. While this may be an extreme exam-
ple it serves to demonstrate that different industries
may require different skill levels for success. A
sales applicant may need to be in the 72nd percen-
tile in "Ability to Close" to be successful at selling
cars, they may need to be in at least the 85th
percentile to be successful in real estate sales, 50th
percentile may be acceptable for some types of
retail sales. What may be considered success at
one car dealership, may not qualify as success at
another. One company’s "A" players may be
another company’s "C" players. How does a com-
pany decide what are the minimum percentile rank-
ings needed in each of the 13 scales to predict
success? It is very likely that a salesperson may not
need to be extremely skilled in all 13 scales. A
retail salesperson probably does not need to be
highly skilled in "Prospecting & Cold Calling".
This is why it is essential for companies to do
their own validation to establish what scales are
important for success and at what levels.

There are two validation procedures which are
the most useful for in-house validation. The first is
"Discriminate Analysis”, also called hypothesis
testing for a two case mean, and the second is to
generate a "Correlation Coefficient". Discriminate
Analysis allows us to measure the strength of the
difference between the mean scores of two differ-
ent groups of examinees. This will allow you to
find out how many of the 13 scales are valid predic-
tors of success for your company. Using a Correla-
tion Coefficient allows you to measure the strength
of the relationship between two different criteria.
For example, you may want to measure the strength
of the "Closing" score to the gross sales of each of
your salespeople.

©1994, G.M. Lousig-Nont, Ph.D. all rights reserved

Included in the following pages is an explana-
tion of both of these validation procedures, and
simple formulas you can use in your own spread-
sheet program.

It is important to understand that the informa-
tion produced by the $$P is not a cure-all for all
sales force recruiting ills. What the $$P does do, is
provide managers with an objective look at basic
selling skill levels. If your objective is to hire
individuals who are easier to train and faster to
produce, the $$P can help.

As we gain experience in various industries, it
is apparent that each industry has its own success
skill level thresholds. Individual businesses within
each industry also can vary. The question asked by
most managers, "What skills are necessary for suc-
cess in my business, and at what levels?", is best
answered by looking at the existing sales force of
that business.

Creating appropriate thresholds for any
company is accomplished by evaluating the skills
of the existing staff and their sales performance.
Because the scoring matrix uses percentile ranking
within a large group, the process of developing
small group thresholds is easy.

The most valid studies are conducted using at
least 30 people in each of 2 groups. We realize that
this is not always possible because a company’s
sales force may not have 60 people. However,
looking at the salespeople you do have on your
sales staff can get you headed in the right direction.
Over time, you will begin to accumulate enough
data to establish your company’s profile for suc-
cess.

Assuming that you have at least 12 sales peo-
ple, (if you have a very large sales force, a repre-
sentative sample may be used) developing the
appropriate skill threshold for your business can be
accomplished by the following process:




1. Using objective criteria such as sales
volume, market share, market penetration etc.
Rank order your sales force and divide them in
half. Call the top half group "A", and the bottom
half group "B". If you have an extremely large
sales force use the top 30 people and the bottom 30
people.

2. Using the $$P, evaluate the skill levels of all
the members of both groups.

3. After scoring everyone, use the F2 Reports
option from the $$P Main Menu and select format
#2, which lists results by individual scale scores.

4. Next, TAG the members of the "A" group by
moving the highlighted bar with the up and down
arrow keys, and pressing the space Bar. Repeat
until all the "A" people are TAGGED

5. TURN ON YOUR PRINTER - CHECK
THE PAPER SUPPLY

6. Then, press "P" to pop up the PRINT sub-
menu and using the down arrow key move the
highlighted bar down to Tagged Averages. Press
Enter.

7. The printer will then produce the summary
report with scale averages for group "A".

NOTE: SHORT CUT - If no one but the "A"
and "B" groups have been scored, and there are no
other records in the data file, then you can produce
the "B" group averages by pressing "P" again to
bring back up the print sub-menu, select Untagged
Averages, and the summary report with averages
will be produced for the "B" group.

IF OTHER SCORES ARE IN THE DATA
FILE, PROCEED BELOW.

8. To produce averages for the "B" group, press
"T" to pop up the TAG window, and select UNTAG
ALL. Then repeating steps 1 - 7 above, tag the "B"
people, and print out their averages.

9. Using a spread sheet program, enter the

group averages into a spread sheet and graph them.
( Graph paper works, t00.) You can make an over-
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lay from transparency copier stock by putting the
stock on any $$P report, and marking the "A" and
"B" group averages. This allows the quick com-
parison of individual test results against the scores
of your top and bottom groups. It is important to
understand that differences in the mean average
scores for two groups of individuals may appear to
be significant, but statistically they may not be.
This can be magnified when you are working with
small groups of people. As an example, you may
have five people in your Top group of salespeople,
and five in your Bottom group of salespeople.
Let’s assume that your top Group has an average
score in Closing of 81, and your Bottom group has
an average score in Closing of 62. On the surface
there appears to be a significant difference. How-
ever, perhaps your Top group had one person who
had an exceptionally high score in Closing, and
your Bottom group had one person who had an
exceptionally low score in Closing. These two in-
dividuals could account for the very large differ-
ence between the average scores on Closing for the
two groups. Maybe the eight other people in the
study had Closing scores that were all about the
same. There is a statistical calculation that can be
done to insure that the mean average differences
truly are statistically significant. This is called
"discriminate analysis". However you normally
must have at least 30 people in each group to per-
form this calculation with any degree of accuracy.
So until you get at least 60 people in your scoring
database you can only infer that there are differ-
ences between average scores. Itis advisable when
doing averages to eliminate from each group any
individual(s) who may appear to be extremely high
or extremely low, and evaluate the people that ap-
pear to be representative of their group. If you
know of an individual that did not take the test
seriously, it would be foolish to include an invalid
test, in your study.

You can perform a discriminate analysis of two
different average scores by performing the follow-
ing mathematical computation. This can be done
quite easily in a spread sheet program.

STEP 1. We start with the hypothesis that there
is no difference between the mean of the two
groups, (null hypothesis). The level of significance
to be used is .05.
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STEP 2. Compute the test statistic using the
following formula:

&1 —X2) —(u1 —p2)

t =
\/(m — st + (- I)S%(L + L)

n+n-2 Lnl n2

where: X) =Mean of group 1
X» = Mean of group 2
n1 = Number of People in group 1
n2 = Number of People in group 2
(1 —p2) = 0 (the null hypothesis)
st = Variance of group 1

53 = Variance of group 2

2 ZX‘Z_@

(Variance is calculated as -s°=

n—1

STEP 3. Set the criterion for rejecting or ac-
cepting the hypothesis by finding the degrees of
freedom and using that number to lookup the criti-
cal values of the test statistic for a two-tailed test at
the .05 level of significance. To find the degrees of

freedom, use the formula: df=n1 +n2 - 2.

STEP4. Decide whether toreject or retain the
null hypothesis. If the calculated ¢ exceeds the
critical value of ¢ then we would reject the null
hypothesis. The probability statement after the sta-
tistical test is: The probability is less than .05 that
the observed difference in sample means occurred
by chance.

Discriminate Analysis Example A:

A B C
1 85 73 81
2 73 60 62
3 80 55 493
4 75 50 1153
5 90 74 5
6 5
7| Degrees of freedom (C5+C6) -2 = 8
8 ¢ = -3.17206

(@w Place the Group 1 scores in column A, and the Group

2 scores in column B.

Place the following formulas in column C:

Cl:@AVG(AL1..A5) X
C2:@AVG(B1..B5) X,
C3:@VARS(A1..A5) st
C4:@VARS(B1..B5) 53
C5:@COUNT(A1..A5) n
C6:@COUNT(B1..B5) n2

C8:(C1-C2-0)/@SQRT(((((C5-1)Y*C3)(continued next line)
+((C6-1)*C4))/(C5+C6-2))*(1/C5+1/C6))

(The formulas in cells C1..C6 will be altered
depending upon the number of test scores in your
sample, i.e. if you have 20 tests in each group, the
formula will be changed to "@AVG(A1..A20).
The formula at cell C8 will not be affected by the
number of tests in the sample. Also, the @ VARS
function may not be available in your spreadsheet.
If it is not, then you can use the @ VAR function.
This will give you a slightly different value for t.)

In example A, the mean for group 1 is 81, and
the mean for group 2 is 62. There is a 19 point
difference between the two groups, but is it signifi-
cant? To find out, we first use the spreadsheet to
calculate the ¢ value of -3.17206. We then deter-
mine the degrees of freedom by adding together the
total number of people in each group and subtract-
ing 2 (5 +5 - 2=38). We use the degrees of freedom
(8) to determine the critical value of t at the .05
level of significance (£2.306). (We must use the
table presented on the next page, titled Critical
Values for the ¢ -distribution.) Since the calculated
t value (-3.17206) exceeds the critical value of ¢ at
the .05 level (-2.306) of significance, we can reject
the null hypothesis. This means that the prob-
ability is less than .05 that the observed difference
occurred by chance. (Actually, the calculated ¢
value exceeds the critical value of ¢ at the .02 level
(-2.896) of significance. This means that there is
less than a 2% chance that the difference in the
means occurred by chance.)

In example B, (see next page) we also have 5
tests in each group, with the same means for each
group that we had in example A. There is still a 19
point difference in the means for the two groups,
but the calculated ¢ value is -1.19447. We use the
same degrees of freedom (8), and the same critical

{
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value of ¢t (-2.306), but this time the calculated ¢
value does not exceed the critical value of ¢, so we
must accept the null hypothesis. This means that
the probability is greater than .05 that the ob-
served difference occurred by chance. In this case
the calculated ¢ value does not exceed the critical
value of ¢ at the .20 level (-1.397) of significance.
This means that there is greater than a 20% chance
that the difference in the means occurred by
chance. If you look at the test scores in example B
you can see why this happened. 4 of the tests in
each group were almost identical. In fact, if you
take out the high score in group 1, and the low
score in group 2, the means for the two groups are
the same! As the size of the group increases, the
chance that one test score will affect the results in
this way decreases. That is why it is important to
use at least 30 test scores in each group.

A C
1 82 85 81
2 70 70 62
3 80 80 129.8
4 75 3 1135.3
5 100 74 5
6 5
7| Degrees of freedom (C5+C6) -2 = 8
8 t = -1.19447

Discriminate Analysis Example B:

Using Correlation Coefficients

The correlation coefficient (Pearsons r) is used

to determine if an observed outcome is related to
some other measurable factor (i.e. is a score on an
L1.Q. test related to the age of the examinee.)

Level of significance for two-tailed test
df .20 .10 05 .02 .01 .00t
1 3078 6314 12706 31.821 63.657 636.619
2 1886 2920 4303 6965 9925 31.598
3 1638 2353 3.182 4541 5.841 12.941
4 1.533 2.132 2.776 3.747 4.604 8.610
5 1.476 2.015 2.571 3.365 4.032 6.859
6 1.440 1.943 2.447 3.143 3.707 5.959
7 1.415 1.895 2.365 2.998 3.499 5.405
1.397 1.860 2.308 3.355  5.041
9 \ 1.383 1.833 2.262 2.821 i 3.250 4.781
10~ 1.372 1.812 2.228 2.764 [y P .169 4.587
1 1.363 1.796 2.201 2.718 .106 4.437
12 1.356 1.782 2179 2.681 3.055 4.318
13  1.350 1.771 2.160 2.650 3.012 4.221
14 1345 1.761 2.145 2.624 2.977 4,140
15 1.341 1.753 2.131 2.602 2.947 4.073
16 1.337 1.746 2.120 2.583 2.921 4.015
17 1.333 1.740 2.110 2.567 2.898 3.965
18 1.330 1.734 2.101 2.552 2.878 3.922
19 1328 1.729 2.093 2.539 2.861 3.883
20 1.325 1726 2.086 2.528 2.845 3.850
21 1.323 1.721 2.080 2.518 2.831 3.819
22 1.321 1.717 2.074 2.508 2.819 3.792
23 1.319 1.714 2.069 2.500 2.807 3.767
24 1318 1.711 2.064 2.492 2.797 3.745
25 1316 1.708 2.060 2.485 2.787 3.725
26 1.315 1.706 2.056 2.479 2.779 3.707
27 1314 1.703 2.052 2.473 2.771 3.690
28 1.313 1.701 2.048 2.467 2.763 3.674
29 1.311 1.699 2.045 2.462 2.756 3.659
30 1.310 1.697 2.042 2.457 2.750 3.646
40 1.303 1.684 2.021 2.423 2.704 3.551
60 1296 1.671 2000 2390 2660 3.460
120 1.289 1658 1980 2358 2617 3.373
«~ 1282 1645 1960 2326 2579 3291

Critical values of the r-distribution

"a" =degrees of freedom
"b" =t value of Example A, - 3.17206

“"c" = Level of Significance

The following formula is used to compute the
correlation coefficient. The results will be a num-
ber between 1 and -1. A number very close to 1
would mean a "complete positive correlation”,
while a number very close to -1 would be a "com-
plete negative correlation."

NZXY - 2X2Y
r=
VINER? - Cx2][N2Y - Er?]

where: N = Number of observations
X & Y = Observed score pairs

A spreadsheet program can be used to calculate
the correlation coefficient for your data. The fol-
lowing example has 2 sets of 20 scores. (see exam-
ple A)

Place the First set of scores (i.e. Comprehen-
sive Skills, Closing etc.) in column A of the spread-
sheet and the corresponding numbers (i.e. years of
experience, longevity etc.) in column B. Then place
the following formulas in columns D&E:

D1: @SUM(A1..A20)

E1: @SUM(B1..B20)

D2: @SUMPRODUCT(A1..A20,A1..A20)

E2: @SUMPRODUCT(B1..B20,B1..B20)

D3: @COUNT(A1..A20)

E3: @SUMPRODUCT(A1..A20,B1..B20)

D4: ((D3*E3)-(D1*E1)) / (continued next ling)
@SQRT(((D3*D2)-(D1*D1))*((D3*E2)~(E1*E1)))
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(The formulas in cells D1..E3 will be altered
depending upon the number of test scores in your
sample, i.e. if you have 30 tests in the group, the
formula will be changed to @SUM(A1..A30) in
cell D1. All of the other occurrences of "A20" (and
"B20") would also be changed to "A30" (or "B30")
to reflect then number of scores in the group.

Example A: Column A is Scores, Column B is years of experience.
A B C D E

1 95 9 1165 127
2 44 3 81101 5223
3 65 5 20 5214
4 74 5 0.73
5 81 17 /
6| 77 5 /
£y S0 : Correlation
g jz g Coefficient

10| 66 5 0.73

11 89 16

12 93 18

13 41 9

14 14 1

15 56 2

16 68 3

17 33 1

18 89 15

19 68 5

Example A: Correlation

The result (in this case .73) in Example A,
below, is read from Cell D4, but what does it mean?
The following chart can be used as a guide to
determine how strong (or weak) the relationship is
between the two sets of data:

.90 t0 1.0 (-.90 to -1.00) | V. High Pos. or (Neg) Correlation
.70 0 .90 (-.70 to -.90) High Pos. or (Neg) Correlation
.5010.70 (-.50 to 1.70) | Moderate Pos. or (Neg) Correlation
.30 to .50 (-.30 to -.50) Low Pos. or (Neg) Correlation

.00 to .30 (.00 to -.30) Little if any correlation

Example B, top of next column, shows a corre-
lation between test scores, listed in column A, and
Gross Sales listed in Column B. The correlation of
911 would indicate a very high correlation be-
tween test scores and sales performance.

NOTE: Correlation Examples A and B use fictitious data, and are not

the results of any study.
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Example B: Column A is Scores, Column B is gross dollar sales.
A B C D E
1| 95 2,900,000 1165 |18,679,500
2| 44 30,000 81101 | 3.39E+13
3| 65 1,200,000 20 1.51E+09
4| 74 1,300,000 0.911
5| 81 1,800,000 /
6| 77 1,650,000 /
7. 58 41,500 Correlation
g ‘1‘2 : ‘1‘3'238 Coefficient
10| 66 1,200,000 0.911
11| 89 1,900,000
12| 93 2,300,000
13| 41 32,000
14| 14 19,000
15| 56 52,000
16| 68 1,500,000
17| 33 23,500
18| 89 1,700,000
19| 68 950,000

Example B: Correlation

INTERPRETATION:

It is important to note that although individual
skill scale scores within groups may vary, the two
overall scores; Fundamental and Comprehensive
skills, for both groups and individuals, have proven
to be consistent with performance. Thus, when us-
ing applicant / trainee scores in selection or train-
ing, the most important data is the two overall skill
scores; Fundamental and Comprehensive.

If an examinee’s overall scores fall far below
that of your "A" group’s averages, it’s likely that a
substantial training investment would be needed to
bring their sales skills into line with those who have
previously succeeded in that position. Conversely,
those examinees with scores consistent with your
"A" group should require less basic sales skill train-
ing, and should produce faster.

If you have conducted an interesting in-house
validation study for your company we would like
to have a copy. Additionally, if we can assist you in
performing your in-house validation studies, we
will be are happy to help. There is absolutely no
fee for this assistance.




Sales Success Profile®

Software Trouble Shooting ¢ Common Problems

Problems...No Problem!
Help is a phone call away!

Tech. Support 1-702-732-7437

1. Error Messages.

QUESTION: When I start the program, an
error message comes up on the screen and tells me
to call tech support.

ANSWER: This is always a problem with the
Coupon Disk. The program may be having prob-
lems reading the Coupon, or the Coupon Disk may
not even be in the machine! Depending on the error
number that is displayed, most problems of this sort
can be solved. Here is a list of some of the error
codes and the way to solve the problem(s):

7021,7023,7043,7191,7193 - Coupon Disk
has been damaged, this disk must be re-
placed. Call Tech Support 1-702-732-7437.

7041 - Check your config.sys file and make
sure that you have a "files=" statement. The
"files =" statement must be set to at least 20,
(files=20).

7143 - All of the coupons have been used on
this Coupon Disk. Time to order more!

7143, 7144 - Call tech support; 1-702-732-
7437.

7046 - Check to see that the Coupon Disk is
inserted all the way into the drive and that the
drive door is closed.

7052 - Call tech support, 1-702-732-7437.

28739 - Coupon Disk is Missing - Make sure
that the Coupon Disk is in the A or B drive.
This can also be caused by having an old
version of the program with a newer Coupon
Disk. If you have been using the program
before, and you have a previous version of

the program installed on your Hard Drive,
install the new version of the program over
the old. This will not affect your data files.

QUESTION: I start the program and the copy-
right screen comes up, but I can’t go any further.
The only way out of the program is to reboot the
machine. What’s wrong?

ANSWER: This is usually caused by a conflict
with a memory resident program (TSR), terminate
stay resident. Try removing all memory resident
drivers and/or programs from your config.sys and
autoexec.bat files and then run the program again.
If it works, without the TSR’s, try putting them
back in one at a time until you find the TSR that is
causing the problem.

A simpler way than modifying your config.sys
and autoexec.bat files is to make a DOS boot disk.
When you want to run the $$P program boot your
computer with the DOS boot disk in your "A"
drive. Then remove the DOS disk and place the
$$P disk in and run the program as usual. Booting
from a DOS boot disk will give you a clean envi-
ronment to run in.

Another likely problem is Microsoft’s
SMARTDRYV. Some versions of this disk cache
program interact with the BIOS on some machines
and lock up the program when it tries to check the
Coupon Disk.

QUESTION: I input the answers for a test and
choose score, but I get an error message and then
endup back at the Main Menu.

ANSWER: Two things can cause this to
happen, a data file error or a Coupon Disk error.
Data file errors are usually caused by not exiting
the program properly (from the Main Menu). They
can be fixed by rebuilding the file. To rebuild the
data files, go to the report menu and choose the
utility menu. Select file maintenance, rebuild data
files. After the files are rebuilt, try to score the
profile again.
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2. Installation

QUESTION: The install program locks up
when it tries to display my available drives.

ANSWER: The install program sometimes has
problems with assigned, CD-ROM, or networked
drives. If you have a CD-ROM drive, put a CD in
the drive. If this does not solve the problem, you
can manually install the program. To manually in-
stall, choose the drive that you want to install the
program to (normally the "C" drive). Create a sub-
directory to hold the program by typing "MD
\SSP". Type "CD \SSP" to change to the newly
created directory. Place your program disk in the A
(or B) drive and type "copy a:®*.*" (or “"copy
b:*.*"), If you have the 5.25" disks, (the 3.5" disk
contains both the program and the Coupon) place
the Coupon disk into the drive and type "copy
a:evchk.com", (or "copy b:evchk.com"). You can
delete the file named install.exe from the SSP di-
rectory by typing "erase install.exe".

If you do a manual install, you must check to
make sure that your "files =" statement in your
config.sys file is set to at least "files=20". You
must also have MS or PC-DOS ver 3.1 or above.

3. General

QUESTION: I have a laptop computer with an
LCD screen. When I run the program, I can’t see
some of the menus?

ANSWER: Most laptops tell the software that
they are color monitors, even though they only
display shades of gray. At the Main Menu, choose
F3 - Edit Company Information. Tab down to the
Color (Y/N) box and input "N". This will change
the colors to Black & White. (The color can also be
changed from the Utility menu, Colors Option, on
the Reports screen.)

QUESTION: I scored a test on one machine,
but I need to print/view them on another machine.

ANSWER: The data file that contains the infor-
mation from the scored profiles resides on the Hard
Disk of the machine where the profiles were
scored. To move them to another machine, you will
need to move the data file named "SALESAPP.DAT"
to the other machine. There are two ways to do this,

depending on whether the program has been al-
ready used on the other machine:

1. If you do not have the program on the new
machine, install the software from the pro-
gram disk, then copy the SALESAPP.DAT
file to the new machine. To copy the file, first
put a formatted disk in the original machine
and change to the directory where you have
installed the scoring software (normally the
SSP or SSP5 directory.) Assuming that the
program was installed in the C:\SSP direc-
tory, and that your floppy disk is in the A:
drive, type "COPY SALESAPPDAT A:".
Take the disk to the new machine and change
to the C:\SSP (or SSPS5) directory. Copy the
file into the directory by typing "COPY
A:SALESAPPDAT". The data is now trans-
ferred and you should be able to use the new
machine.

2. If you have already scored profiles on both
machines, you will need to MERGE the data
files.

IMPORTANT: If you copy the data file with
the COPY command, you will over-write any
profiles that you have already scored on the
machine. To merge files, follow the direc-
tions above to copy the SALESAPP.DAT file
from the first machine. You will need to run
the program on the machine that you are
merging to and go into the REPORTS menu.
Choose Utilities, File Maintenance, Merge
Data Files. You will be asked which drive
you want to merge from. Place your disk with
the SALESAPP.DAT file into the A (or B)
drive and hit enter. The reports on the floppy
disk will be merged with your existing re-
ports on the Hard Drive.

4. If you’re on a network.

QUESTION: We are connected to a network,
could that be causing problems?

ANSWER: Being on a network can cause a
variety of errors. The network may load various
terminate and stay resident programs. The network
may also use Btrieve, a file management program.
The $ales $uccess Profile also uses Btrieve. However,

{
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if your network is using an older version of Btrieve,
it will not allow the $ales $uccess Profile version of
Btrieve to be loaded.

The easiest way to avoid all the problems is to
have your network supervisor make you a DOS
boot disk that you can use when scoring the $ales
$uccess Profile. By booting your machine with a
DOS disk you eliminate any problems that the net-
work may be causing. However, you will not be
able to print to a network printer. You will have to
use a printer connected directly to your computer.

5. Printing

QUESTION: When I try to print a report, the
printer receives the data, but either prints out gar-
bage or locks up and does not print anything.

ANSWER: Most problems of this type are due
to the printer emulation. The program prints out
ASCII text. If your printer emulation is set to Post-
script, it will not be able to print the reports. Most
printers have the capability to change emulation
settings either via the front panel or DIP switches.
Choose one of the following emulation settings:
HP (PCL3, PCLA4, PCLS etc.), IBM Proprinter, or
Epson. This will usually fix the problem.

QUESTION: When I try to print, a message
comes up on the screen that says "not ready writing
device PRN" "Abort, Retry, Fail".

ANSWER: The program can not find the
printer. If you cannot determine the cause of the
problem, you will need to choose "Abort" (press
the "A" key). You will be able to pull up the report
again by going though the Reports menu. There are
a number of reasons why this problem could occur:

1. Is the printer turned off or out of paper,
printer cable loose?

2. Do you have the proper printer port se-
lected in the printer port menu?

3. Is your printer connected via a network? If
so, was the proper network printer driver
loaded before the $ales $uccess Profile was

started? (Check with your network supervi-
SOr.)

QUESTION: The reports print, but the graphs
do not line up or the text prints very small.

ANSWER: The reports were formatted for a
10 character per inch fixed width font. Some print-
ers can be set to default to compressed or propor-
tional pitched fonts (each letter takes up a different
amount of space, i.e.. a "W" is wider than an "i").
To fix this problem you will need to change the
default font to a fixed width font (i.e. Courier 10),
then reprint the report. See your printer manual to
find out how to do this.

QUESTION: The graph prints fine, but the
Analysis and or the Training Tips are missing
words or even whole paragraphs, or they seem to
be scrambled.

ANSWER: This is usually caused by a dam-
aged data file that is used to build the reports. You
will need to reinstall the program from your origi-
nal program disk. After reinstalling the program
you may need to refill-in the information in the
company information screen. Reinstalling the pro-
gram does not affect your stored profiles that have
already been scored.

6. Virus Problems

QUESTION: Our computer picked up a virus,
is there a chance that it could have come from a
$ales $uccess Profile disk?

ANSWER: Absolutely not! We use all new
unformatted disks. Each disk is virus scanned. All
disks are duplicated "in house" on our own high
speed duplicators. The computers that are con-
nected to the duplicators are dedicated machines.
They do not contain any programs other than the
$ales $uccess Profile masters. These computers are
stand alone machines that are not connected to any
networks or modems.

Remember, help
is just a phone call away:

CALL TECH SUPPORT
1-702-732-7437
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