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People Analysis
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@ Abraham Maslow

morality,
creativity,
spontaneity,
problem solving,
lack of prejudice,
“ceptance of fa

Self-actualization

self-esteem,
confidence, achievement,

Esteem respect of others, respect by others
/ friendship, family, sexual intimacy \
security of body, of employment, of resources,
Safety of morality, of the family, of health, of property

Physiological



http://upload.wikimedia.org/wikipedia/commons/5/58/Maslow%27s_hierarchy_of_needs.svg
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ANATIEVAUALTAA AT UARINEN
*Karen Horney

Moving Toward People Moving Against People VIOVANgIAWAYATOMME0oPIE

3. The need for power;

® 1. The need for

. 4. The need to exploit others;
affection and P

5. The need for social

approval;

recognition; prestige and
® 2. The need for a limelight.

partner; * 6. The need for personal

admiration;

e 7. Theneed for personal

achievement;



http://en.wikipedia.org/wiki/Prestige_%28sociology%29
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D Dominant Controller

=2

Fast pace Goal oriented
Sense of urgency Likes being in charge
Decisive Can be competitive

Strong Personality

When Communicating w/High D’s

DO THESE... LIMIT THESE...

~Be clear & to the point ~Be overly friendly
~Start with ‘the bottom line’ ~ ~Generalize
~Stick to the subject ~Talk too much
~Be logical in presenting facts ~Repeat yoursell
~Provide options ~Make unsupportable
~Ask pertinent questions statements
~Establish a time frame ~Be loud or boisterous
~Remember that the personal ~CGet emotional

relationship is less impoertant ~Go off on tangents

than the task
~Ase bullet points, concise written info

7/13/2023
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influencing Promoter

Quick pace Involvement oriented
Gregarious Risk taker

Stimulating Dramatic opinions & actions
Loses track of time Enthusiastic

Spontaneous Likes variety & change

When Communicating w/High 1’s

DO THESE... LIMIT THESE...
~Be open, warm & friendly ~Be restrictive of their time
~Concentrate on people aspect ~Show ‘cold’ manner
~Take time, socialize ~Do all the talking
~Keep on track--diplomatically ~Jump to facts too quickly
~Encourage and support enthusiasm ~Be brusque
~Be sure decision is made ~Restricl suggestions

~l.isten attentively
~(rive regular feedback
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S Steadfast Supporter

Works methodically Asks many questions
Warm & friendly Wants stability
Supportive Relationship oriented
Prefers first names Shares personal feelings
Great listener and emotions

When Communicating w/High S’s

DO THESE... LIMIT THESE...
~Be sincere ~Be overpowering
~Give warm, personal comments ~Demand or dominate
~Ask questions, listen attentively ~Push ideas too aggressively
~Discuss vs. dictate ~State too many facts
~Make the climate comfortable ~Ask ‘closed’ questions
~Find common ground ~Make communication one way
~Give assurance ~Tell them what to do

~Keep communication low key
~Remember that the personal relationship
is more important than tasks
— (Give regular feedback P
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Cautious pace

Structured & organized

Seeks facts & data Likes problem-solving

Time disciplined

Wants consistency

‘Show me’ attitude Asks specific questions

Precise

about specific details

When Communicating w/High C’s

DO THESE...

~Take your time

~Have all the facts

~Stick to the facts

~Be organized

~Think ‘professional’ for
presentations

~Be thorough

~Avoid gimmicks

~Concentrate on specifics

~Plant ‘seeds’

“Iistablish a time framc

LIMIT THESE...

~Generalize about details

~Be vague

~Be casual

~Waste time on casual conversation

~Jump around from one point to
another

~Jump to bottom line too quickly

~Force a decision on important issues

~Interrupt without asking permission

~Assume they will trust quickly

~Be too familiar

7/13/2023
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Behavioral Styles

Wants to Wants to Fears
Know Feel

Dominant Bottom-Line Being Taken
Contro | | er Results In Control Advantage of
Influencing Their Efforts Wil Excited Loss of Social
Promoter Be Recognized xete Recognition
SteadfaSt Impact on People Included Cogfrr](;rrll;agon
Supporter

Compliance Facts Certain Irrational Acts

Analytical Data

Antagonism
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SCARF’s MODEL (DAVID ROCK)

$ CARF
Engagement “Each element of the SCARF

» model either stimulates or
§
{

"‘\’ 4
WA ,‘ reduces engagement with
/ A customers and employees.”

Rickard Ricke




SCARF’s MODEL
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