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_________________________________________________________ 
This analysis and report is meant to be interactive. Our system can
parse, organize and consolidate the data, but only you can give it
value and take action as a result of having completed this
assessment.
 
Therefore, throughout this report you will find questions for you and
places for you to enter your thoughts alongside our analysis. If you’re
working with a coach, he/she will be able to ask you other questions and
evaluate the results of this assessment in the context of your work
together. 360°Reach Certified Analysts have been specially trained to
deliver even greater insights into these results.
 
Most importantly, at the end of this report, you’ll find a place for you to
make five commitments to yourself as a result of what you have
learned. We strongly recommend that you make commitments and that
you print the page with your commitments and post it somewhere where
you will see it often. If you used the ‘commitments feature’ in 360°Reach
and are receiving regular reminders of your commitments, you can skip
this step.

Tips for Getting the Most

Congratulations on

completing your

360¡Reach personal 

branding assessment

and obtaining this

detailed, interactive

analysis.
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1.Big Picture Analysis_________________________________________________________

This big picture analysis provides a high-level understanding of the data

you received. Included in this section: 

1] Response Rate 

2] Percentage of Responses by Category of Respondent
 

Response Rate
 
The response rate shows what percentage of your respondents

provided feedback in response to your request. The average response

rate is 40%. 

# of responses received: 30 

# of requests sent: 51
 

Your response rate was: 59%
 
Congratulations, your response rate exceeded the average response

rate of all the people who have used 360¡Reach. This means that your

respondents were pleased to have the opportunity to support you and

wanted to give back to you in some way. High response rates often

result from your generosity. We have found that the more giving you

are, the more likely you will have a higher than average response rate. 

----------------------------------------------

 

% of responses by category of respondent

 

Questions for you as a part of the big picture analysis:

 

Were you happy with the number of responses you received?

 

This part of the analysis

provides a birds-eye

view of the feedback

you received.

Category of Respondent # Of
Responses

% Of total

Client 2 7%

Colleague/Peer 4 13%

Employee 4 13%

Friend/Relative 15 50%

Manager 0 0%

Professor/Teacher/Mentor 0 0%

Other 5 17%

Reach Communications Consulting,Inc www.reachcc.com

 @2000-2009,ReachCommunication Consulting .Inc.All Rights Reserved.Reach and where Branding gets personal   
are trademarks of Reach Communication Consulting.All other marks are owned by their respective companies. 4 of 29



How did the process of asking for feedback make you feel?

 
Why do you think you felt that way?

 
What were your motivations for taking this assessment?

 
How do you feel about the overall results?

 
If you are having trouble answering these questions, speak with your

coach or mentor.
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2. Consolidated Data_________________________________________________________
In this section of the analysis, we sort through the responses you
received looking for themes in the brand attributes and skills that were
selected. We consolidate similar brand attributes into 'brand personas'
and organize skills into 'leadership competencies.' Please note that not
all skills are considered leadership competencies – so please refer to
your skills as well to understand how you are perceived externally. This
will enable you to cut through the clutter of all this information and focus
on just those brand personas and skills with which you were highly
associated. After consolidating your data, we have determined that your
top ten brand personas and leadership competencies are:  
 
Brand Personas:
 

Truth-tellers are honest. You can count on their sincerity. When they
speak, those around them know they can trust what they say. They are
less prone to hyperbole or sugarcoating. Some truth-tellers are very
frank and direct; others are more diplomatic. In either case, you can
always rely on what a truth-teller says.
 

Thril l Seekers are adventurous. They like to take risk and abhor the
status quo and things that are mundane. They are open to – and like to
try – new things.
 

Optimists are positive people. They see the glass as always being half-
full and often see the potential for it to be overflowing. Optimists are
‘can-do’ people who do not like hearing ‘it can’t be done.’ They can be
seen by some as unrealistic or naïve, but their optimism is often one of
their keys to success.

This analysis lets you

focus on the key

feedback you received,

eliminating the

feedback that was less

significant.

Rank Brand Persona No Of
Combined
Responses

1 Truth-teller 16
2 Thrill Seeker 15
3 Optimist 14
4 Evangelist 13
5 Judge 13
6 Athlete 11
7 Mover 10
8 Expert 9
9 Rock 9
10 Self-starter 9

Reach Communications Consulting,Inc www.reachcc.com

 @2000-2009,ReachCommunication Consulting .Inc.All Rights Reserved.Reach and where Branding gets personal   
are trademarks of Reach Communication Consulting.All other marks are owned by their respective companies. 6 of 29



Evangelists exude passion and enthusiasm. They quickly inspire those
around them with their fervor. They are typically very loyal to people,
brands, ideas, etc. Evangelists can ignite a fire under those around
them – compelling them to act. Evangelists’ passion is contagious and
they have the ability to get those around them just as excited and
energized as they are.
 

Judges are ethical. They are trustworthy. You can always count on
them to do what they say they are going to do. They often believe in
what is just rather than what is fair.
 

Athletes  are typically healthy and physically fit. They are health-
conscious and fit healthful activities into their work day – whether going
to the gym, eating healthfully or talking about health and fitness. They
see their success having some relation to their physical energy.
 

Movers are energetic, dynamic people. They seem to have limitless
energy. For some, their energy comes from within. For others, it comes
from being around others. Movers rarely sit still. They have little
patience for slow, drawn-out meetings. They usually embrace change.
 

Experts are often referred to as bright, intelligent or brilliant. They can
be expert in a certain area, but can also be knowledgeable about a lot of
things. People respect them for their intellect.
 

Rocks are always there for you. You can always count on them. They
have high intentionality and will do what they say they are going to do.
Reliability is a core attribute of theirs.
 

Self-starters have the energy and drive within themselves to make
things happen. They usually don’t wait for direction from others. They
are pro-active and self-motivated. They usually don’t need or ask for
permission or approval. They often make things happen – for
themselves, others or the project at hand - without having to be asked
or told what to do.
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Leadership Competencies:
 

Relat ing : Meeting/connecting with constituencies (colleagues,
employees, customers, supply chain and business partners); building
trust, respect.
 

Inspiring: Activating, inspiring, nurturing, empowering and developing
others.
 

Express ing : Communicating clearly and consistently (listening,
speaking, writing, presenting, etc.).
 

Visioning: Developing and executing strategy (creating, defining and
focusing on the big picture); thinking big/globally.
 

Developing : Growing professionally; adopting new, relevant habits
(staying fresh and connected to what is happening in the world).
 

Resourc ing : Identifying and sourcing needs, opportunities and
resources (talent, alliances and funds); appropriately delegating.
 

Solving : Identifying and resolving problems; managing crisis.
 

Deciding: Being decisive, making (tough) decisions; being comfortable
in conflict.
 

Delivering : Demonstrating value; delivering quantifiable results.
 

Rank Leadership
Competency

No Of
Combined
Responses

1 Relating 40
2 Inspiring 33
3 Expressing 22
4 Visioning 18
5 Developing 11
6 Resourcing 10
7 Solving 9
8 Deciding 7
9 Delivering 4
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Here are your strengths and weakness and the responses to the
projective exercises directly from the feedback.
 
 
Strengths: 

1. She covers all the details 2. She is so pleasant and kind that
working with her if fun. 
Ablity to handle many projects at once 
Commitment to her goal/project 
Distilling large quantities of information 
Enthusiasm 
Finding the best in people or situations 
Her ability to create instant raport with another person. Incredible
listener and communicator who quickly connects with people. 
Her passion and tenacity. 
Her people skills - building relationships 
Her sincerity and genuine personality 
Highly organized and motivated 
I think she is a very organized and motivated person who belives in
the projects she gets involved with. 
Jill has a gift of making people feel comfortable and at ease. 
Jill’s greatest strength is her time management skills, allowing her to
accomplish important social, professional, physical, intellectual,
ethical and personal goals. 
Marketing 
Passionate 
Personal commitment to any decision she makes. 
Poised and calm under pressure.  Handles stress and chaos well.
Able to stay focused and unfrazzled when times are turbulent. 
Understanding team dynamics 
Works long hours, dedicated to job & company 
ability to get along with others 
commitment 
good communicator 
her empathy and passion for others 
her positive outlook and can do attitude 
optimistic, outgoing, friendly, easy going 
reliable 
she cares and is goal oriented 
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she is energetic 
sincerity 

 
Weaknesses: 

? 
???? 
Allocating enough time for employee to do project 
At times becomes emotional when trying to defend her position,
rather than supporting her stand with reasoning based on factual
analysis. 
Avoids speaking her mind sometimes 
Can be focused so much on planning that execution is delayed. 
Commitment to a project/job 
Controlling others use of her time. 
Dealing with conflict 
Havevn't seen Jill make authoratitive (non-consulted) decisions, but
this may be a matter of context. I climb with Jill -- I haven't seen her
lead in a work environment. 
Her greatest weakness is that she sometimes takes on more
responsibilities than time allows. 
I'm not sure 
I'm not sure, I don't know you well enough 
Jill has great intentions but I think she takes on too much, therefore
her timeliness is sacraficed 
May take on more responsibility(ies) then time permits 
Not a closer 
Not always seeing the incredible person that she is. Self-doubt at
times. 
Occaisonally procrastinates in getting something completed 
Over committing, not thinking out all the steps & consequences 
She lacks specific technical skills.  She is comfortable with the basics
of computers and other such electronics, but is not exstensivly
proficient with them. 
Taking on too many things at once? 
can be too quiet 
delegation 
dont' know that I've ever seen her just do nothing and not sure she
knows how 
lack of confidence, lack of taking charge / demonstrating leadership 
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lack of planning and too busy 
not as organized as she could be, maybe scattered 
priorising 
professionally I am not sure how much long-term thought she has put
in 
she will defer ... allows others to stand in her light - it's a bloody crime 

 
Responses to Projective Exercises:  
 
If you were a type of car, what car would you be? 
 

A VW bug convertable,: Jill is quick to action, realistic, able to work
around situations, and has a fun side to her personality.  She enjoys
the outdoors. 
An Acura MDX - style, quality and functional utility. 
Ford Explorer--practical, dependable, while still ready & looking for
adventure 
Highlander Hybrid. It's awesome, innovative design, attractive, eco-
friendly, accomodates a family or a group of friends, 
Honda Accord = Reliable, dependable, worth the cost & keeps its
value. 
Hybrid, because it is adventurous, smart, and inspiring 
Hybrid- SUV,  she would want to do her part to help out the
environment, have plenty of room for gear and be able to have a car
that could get into the mountains 
I see Jill as a dependable 4-wheel drive hybrid vehicle that can take
her through an ordinary busy day as well as into the mountains for a
day of skiing, hiking or climbing. 
Jill would be a Chevy Blazer.  Practical and efficient. 
Jill would be a Subaru outback, she's enjoys the outdoors and isn't
flashy 
Land Rover.  Quality, not overly flashy, and able to handle anything
thrown her way. 
Mountain-climbing SUV - good endurance, finishes projects to end;
even when get difficult 
Mustang convertable- a classic 
SUV 
Scion - peppy but economical 
She would be a Jetta- fun, sporty yet reliable 
Something a little sporty and fun, but very safe. 
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Subaru Outback, dependable 
Toyota Corolla, dependable, high quality 
Toyota Highlander. High Quality, versatile, attractive. 
VW Bug 
VW Jetta. Dependable, works great but not the most innovative,
fastest, and industry leader 
Volvo cross country wagon.  adventurous, can and will go anywhere,
practical, and a bit spiffy 
Volvo-because she is very reliable & it she has so many talents to
brag about 
a honda - so reliable, solid and incredibly well built; a product that
holds its value 
chevy       reliable and dependable not to flashy 
convertable mustang 
ev-1, its a responsible car 
miata, fun, energetic person 
toyota - runs well and very reliable 

If you were a breakfast cereal, what cereal would you be? 
 

Frosted Flakes 
Fruit Loops- Fun and bright, cereal that makes you smile 
Grape nuts. A little sweet with substance. 
Honey bunches of oats because she is healthy, sweet, and a little
nutty. 
I cannot imagine Jill as a breakfast cereal. 
I don't eat cereal! 
Jill would be Total because she is totally enjoying life, with all of its
challenges and fun. 
Jill would be cranola, sweet and keeps you regular 
Kaishi - Healthy, great-tasting, all-natural & good for you. 
Kashi Go Lean--she's a health nut and all the people in their ads
remind me of her! 
Kashi almond clusters - substantial, is "there" for you for a long time 
Muslix, She sees food as a means and makes healthy selective
choices in her personal life. 
Raisin Bran, hearthy healthy, fun, dependable 
Rice Krispies- she has the snap, crackle, pop energy 
Something sweet, but healthy for you! 
Sorry, don't eat cereal; can't comment 

Reach Communications Consulting,Inc www.reachcc.com

 @2000-2009,ReachCommunication Consulting .Inc.All Rights Reserved.Reach and where Branding gets personal   
are trademarks of Reach Communication Consulting.All other marks are owned by their respective companies. 12 of 29



-
-
-

-
-
-

-
-
-

-
-
-
-
-

Special K, healthy 
Special K- healthy and wholesome 
Total with Strawberries-Jill is very fit and it inspires you want to do the
things she has done and she is a sweetheart 
Wheaties - so many wonderful things in one box! 
Wheaties - the breakfast of champions 
Wheaties.  She takes care of herself, so she'd be eating a relatively
healthy cereal.  And I'd just like to see her on the cover of Wheaties
climbing a mountain or something. 
cheereos - because she is happy and well rounded 
cheerios     healthy and good for you 
frosted mini wheats. lots of layers of goodness (fiber!) topped with the
best part, frosting. 
frosted miniweats, it has two sides, one healthy one sweet 
granola - the type of nuitrition that keeps a body afloat 
granola, healthy, interesting 
rice krispies - peppy + economical 
wheaties, high energy, athletic, always on the go 

 
Questions for you:
 
Do you see a connection between your brand personas and your skills?  

 
Are the responses to the projective exercises consistent with the brand
personas and skills that were identified? For example, if the cars
identified were Honda and Toyota and the brand personas identified
were reliable, dependable, trustworthy, you will see there is consistency.

 
If you are having trouble answering these questions, speak with your
coach or mentor.
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3.Category of Respondent_________________________________________________________

This analysis is meant to show how your brand is perceived among the

different groups in your brand community. We show your top five brand

personas, and leadership competencies and top two team roles for each

of the categories of respondent.
 

Please note: Refer to the scoring column and give all items with the

same score the same weight regardless of where they appear in the

table. You will notice that if you have several brand personas,

leadership competencies or team roles with the same total rank (in the

last position), they will be shown in the table in alphabetical order,

separated by commas.
 

Client: 2 out of 30 - 7%
 

Strong brands have a

thread of consistency

throughout all their

results, regardless

of their relationship

to the person who

provided the input.

Rank Brand Persona No of
Combined
Responses

1 Rock 2

2 Calmer, Charmer,
Connector, Evangelist,
Expert, Fan, Gymnast,
Judge, Optimist,
Structurer, Thrill
Seeker, Truth-teller,
Wonderer

1

Leadership
Competency

1 Relating 3

2 Deciding, Inspiring 2

3 Expressing,
Resourcing, Solving,
Visioning

1

Team Role

1 Doer, Project Manager 1
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Colleague/Peer: 4 out of 30 - 13%
 

Rank Brand Persona No of
Combined
Responses

1 Judge 4

2 Athlete, Expert,
Optimist, Thrill Seeker,
Truth-teller, Wonderer

2

3 Ambassador,
Backgrounder, Calmer,
Confidence Emitter,
Connector, Diamond
Cutter, Discerner,
Evangelist, Fan,
Gymnast, Mover, One-
of-a-Kind, Rock, Self-
starter, Structurer,
Visionary

1

Leadership
Competency

1 Relating 5

2 Inspiring 4

3 Visioning 3

4 Expressing,
Resourcing, Solving

2

5 Deciding, Developing 1

Team Role

1 Administrator, Doer,
Facilitator, Project
Manager

1
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Employee: 4 out of 30 - 13%
 

Rank Brand Persona No of
Combined
Responses

1 Charmer 4

2 Extrovert 3

3 Creator, Gymnast,
Judge, Rock, Thrill
Seeker, Truth-teller

2

4 Athlete, Connector,
Diamond Cutter, Driver,
Giver, Mover, One-of-a-
Kind, Optimist, Self-
starter, Smiler,
Wonderer

1

Leadership
Competency

1 Relating, Visioning 6

2 Developing 4

3 Expressing 3

4 Inspiring 2

Team Role

1 Creator 2

2 Facilitator, Project
Manager

1

Reach Communications Consulting,Inc www.reachcc.com

 @2000-2009,ReachCommunication Consulting .Inc.All Rights Reserved.Reach and where Branding gets personal   
are trademarks of Reach Communication Consulting.All other marks are owned by their respective companies. 16 of 29



Friend/Relative: 15 out of 30 - 50%
 

Rank Brand Persona No of
Combined
Responses

1 Evangelist, Optimist,
Truth-teller

9

2 Thrill Seeker 8

3 Caregiver, Giver,
Mover

6

4 Extrovert 5

5 Athlete, Believer,
Connector, Expert,
Motivator, Rock, Self-
starter, Structurer

4

Leadership
Competency

1 Relating 20

2 Inspiring 18

3 Expressing 12

4 Solving, Visioning 6

5 Developing 5

Team Role

1 Motivator 7

2 Doer, Leader 2
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Manager: 0 out of 30 - 0%
 
Professor/Teacher/Mentor: 0 out of 30 - 0%
 
Other: 5 out of 30 - 17%
 

Questions for you:

 

Was there consistency among the different groups of respondents?  

 
Where was there congruence and where was there none (with which
brand personas, skills, etc.)?

 
If there are differences among the groups, why do you think that is? 

 

Rank Brand Persona No of
Combined
Responses

1 Athlete, Smiler 4

2 Judge, Self-starter 3

3 Confidence Emitter,
Driver, Evangelist,
Expert, Fan, Mover,
Thrill Seeker, Truth-
teller

2

4 Achiever, Assertor,
Charmer, Competitor,
Entrepreneur, Giver,
Optimist, Spark,
Wonderer

1

Leadership
Competency

1 Inspiring 7

2 Relating 6

3 Expressing 4

4 Resourcing 3

5 Visioning 2

Team Role

1 Creator 3

2 Doer, Project Manager 1
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If you are having trouble answering these questions, speak with your

coach or mentor.
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4.Value Assignment_________________________________________________________ 

This data is provided so you can evaluate the brand personas that were

associated with you and determine which are emotional and which are

rational. Rational brand personas are those that are valuable and

foundational to doing what you do. Examples of rational brand personas

are 'truth-teller' and 'rock.' Rational brand personas are essential. No

one will consider you for a job or hire you as a consultant without a base

of solid rational brand personas. 
 

Emotional brand personas are those personality characteristics that get

people interested in you. They make you attractive and get people to

want to know you. Examples of emotional brand personas are 'world

citizen', 'optimist' and 'performer.' Emotional brand personas that

differentiate you from your peers and are relevant and compelling to

your target audience will help you stand out and reach your career or

business goals. 
 

Further clarification on emotional and rational brand personas
 

The categorization of brand personas between emotional and rational

can be different depending on your job title and goals. For example,

'creator' is most often an emotional brand attribute. Being creative is

interesting and appealing. But if you are an Art Director at an advertising

agency, ÔcreatorÕ is more of a rational brand persona because you

absolutely need to be perceived this way to hold this position.
 

Conversely, Ôtruth-tellerÕ is typically a rational brand persona. But for

Finance Directors these days, following the accounting scandals of

many companies, being a truth-teller could be an emotional brand

persona.
 

If you have a rational brand persona that is incredibly strong, it makes

you stand out. If you are the most honest person or the most ethical,

this can also be emotional because it differentiates you by the degree to

which you are associated with those underlying attributes.
 

As you can see, there is no hard and fast rule for determining which of

your brand personas are emotional and which are rational. You will

need to look at the data in the context of your goals, your peers and the

people who are making decisions about you and make up your own

mind.
 

HereÕs a reminder of your top ten brand personas. Decide which are

emotional and which are rational for you:
 

In this part of the

analysis, we show

you how to assign

value to your resuts.

Reach Communications Consulting,Inc www.reachcc.com

 @2000-2009,ReachCommunication Consulting .Inc.All Rights Reserved.Reach and where Branding gets personal   
are trademarks of Reach Communication Consulting.All other marks are owned by their respective companies. 20 of 29



. 

 

Top Ten Brand Personas Emotional or Rational?

Truth-teller

Thrill Seeker

Optimist

Evangelist

Judge

Athlete

Mover

Expert

Rock

Self-starter
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1.

2.

3.

5. Self Assessment Comparison_________________________________________________________

This analysis shows how you see yourself relative to how others see

you. This data is extremely important because it shows the congruence

(or lack thereof) between your authenticity and how you are seen in the

world. Below you will see the Ôself versus othersÕ comparison of brand

personas, leadership competencies and team roles. You will see items

that are congruent highlighted in red.
 

There may be fewer or more than ten brand personas/five leadership

competencies listed here. This happens when: 
 

The attributes/skills selected were combined into a smaller number of

brand personas/leadership competencies;

Some of the attributes were written in and they are not listed as brand

personas (refer to your summary or self-assessment summary to see

these attributes); or 

Multiple brand personas/leadership competencies received the same

score and therefore have the same ranking (and are listed together). 

In this part of the

analysis, we show you

the similarities and

differences between

your self assessment

and the consolidation

of input from your

respondents.
Top Ten Brand Personas-
Self

Top Ten Brand Personas-
Others

Optimist (1) Truth-teller (16)
Driver (1) Thrill Seeker (15)
Evangelist (1) Optimist (14)
Expert (1) Evangelist (13)
Creator (1) Judge (13)
Rock (1) Athlete (11)
Thrill Seeker (1) Mover (10)
Mover (1) Expert (9)
Charmer (1) Rock (9)

Self-starter (9)

Top Five Leadership
Competencies-Self

Top Five Leadership
Competencies-Others

Visioning (2) Relating (40)
Relating (2) Inspiring (33)
Expressing (1) Expressing (22)
Inspiring (1) Visioning (18)

Developing (11)

Top Team Role-Self Top Three Team Roles-
Others

Facilitator (1) Motivator (7)
Creator (6)
Doer, Project Manager (5)

Reach Communications Consulting,Inc www.reachcc.com

 @2000-2009,ReachCommunication Consulting .Inc.All Rights Reserved.Reach and where Branding gets personal   
are trademarks of Reach Communication Consulting.All other marks are owned by their respective companies. 22 of 29



1.
2.
3.

6.Prioritized Results_________________________________________________________
Now you must make a determination as to what brand personas and
leadership competencies will help you reach your goals. Look back at all
the data in the previous sections of this report and make a list below of
those brand personas, leadership competencies and strengths that are:

 
Authentic to you
Differentiating from your peers
Relevant and compelling to the people who will help you expand your
success

 
Brand Personas
 
----------------------------------------------------------------------------------------
 
Leadership Competencies
 
----------------------------------------------------------------------------------------
 
Team Role
 
----------------------------------------------------------------------------------------
 
Questions for you:
 
How can you incorporate your strengths, competencies and personas

into what you do every day?

 

Also take a look at the weaknesses that were identified. Will any of these

weaknesses get in the way of your success? If so, what do you need to

do to eliminate this weakness (i.e. take a class, hire a career coach, talk

to your mentor).

 

WhatÕs the one most important insight your have gained from this

assessment?

 
If you are having trouble answering these questions, speak with your
coach or mentor.

This data is meant to 

help you make 

priorities that will 

support your career 

or business goals.
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7. Commitments_________________________________________________________
This section of the report allows you to make commitments to yourself.
 
If you used 
 
If you used “Step 8. Make commitments to yourself based on your
results” from the 360°Reach Main Menu, you need not document your
commitments here. The commitments that you entered into 360°Reach
will be sent to you at the frequency you requested.
 
How will you use this data to increase your success and fulfillment?
How will you express your brand personas? What actions will you take
to build an even stronger reputation around what you have learned?
How will you use your strengths to advance your career or business?
What changes do you need to make to diminish or eliminate
weaknesses? 
 
Now, think about the five most important actions you will take as a result
of this assessment and document them below:
 
Commitments:
 

----------------------------------------------------------------------------------------
 
----------------------------------------------------------------------------------------
 
----------------------------------------------------------------------------------------
 
----------------------------------------------------------------------------------------
 
----------------------------------------------------------------------------------------
 
Post this page where you will see it often as a reminder of the
commitments you made to yourself.
 
Congratulations, having completed this 360°Reach assessment and
reviewed this analysis, you have taken a major step in your career or
business advancement.
 

This data is interesting,

and when you take

action on what you 

have learned, it

becomes valuable.

Reach Communications Consulting,Inc www.reachcc.com

 @2000-2009,ReachCommunication Consulting .Inc.All Rights Reserved.Reach and where Branding gets personal   
are trademarks of Reach Communication Consulting.All other marks are owned by their respective companies. 24 of 29



8.Summary Data_________________________________________________________
Here is your complete summary of raw data.
 
Summary data 
 
Attributes: 
 

Skills: 
 

This is the raw data

that we used to

prepare this report.

Adventurous (13) Sincere (11) Energetic (10)
Physically Fit (9) Positive (9) Enthusiastic (8)
Trustworthy (8) Cheerful (7) Loyal (7)
Collaborative (6) Generous (6) Intelligent (6)
Likable (6) Organized (6) Outgoing (6)
Self-motivated (6) Ethical (5) Flexible (5)
Honest (5) Optimistic (5) Passionate (5)
Reliable (5) Confident (4) Dependable (4)
Diplomatic (4) Easygoing (4) Supportive (4)
Ambitious (3) Bright (3) Interested (3)
Pro-active (3) Spiritual (3) Community-oriented

(2)
Competitive (2) Curious (2) Extroverted (2)
Funny (2) Giving (2) Healthy (2)
Inspiring (2) Loving (2) Motivating (2)
Precise (2) Quirky (2) Risk-taking (2)
Accomplished (1) Adaptable (1) Assertive (1)
Charming (1) Connected (1) Creative (1)
Discerning (1) Driven (1) Enterprising (1)
Happy (1) Humble (1) Inventive (1)
Kind (1) Modest (1) Religious (1)
Self-assured (1) Spirited (1) Strategic (1)
Wise (1) open-minded (1)

Relating to
others/Building
relationships (19)

Communicating(liste
ning, speaking) (12)

Organizing (content,
activities) (10)

Brainstorming (7) Developing ideas (6) Inspiring others (6)
Learning (6) Prioritizing (6) Building consensus

(5)
Growing
professionally (5)

Motivating (5) Presenting (5)

Teaching (5) Team building (5) Managing projects
(4)

Managing time (4) Seeing the details
(4)

Meeting/Exceeding
success targets (3)

Solving problems (3) Training (3) Writing reports (3)
Creating (2) Empowering (2) Identifying problems

(2)
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-

-

-

-

-

-

-

-

-

-

Team Role: 
 

Comments: 
 

Any of these in Section V apply. I know that's too many, but I see Jill
as having parts of all these characteristics and the ability to shift into
whatever gear/mode is called for at the time.
I admire Jill's knowledge, loyalty and poise in the workplace.  I think
she has an opportunity to be tougher and challenge co-workers when
appropriate so that she doesn't take on too much herself.  I'd
welcome any chance to work with Jill.
I picked motivator for Jill's team role because she inspires me.
However, I could see her doing well in a lot of different roles.
(facilitator, creator, etc...)
Jill could be more assertive in getting her ideas out.  A "bigger voice".
Yet it is her gentle nature which is also her strength.
Jill enjoys most every aspect of life, applies what she learns each
day, and genuinely connects with all types of people.
Jill has always impressed me as being high energy, willing to help
whenever and wherever she can.
Jill has many friends, possesses strong people skills, and is an
effective communicater.  She has mastered multi-tasking, is
passionate on her personal and business commitments, competitive
and a risk taker who accomplishes whatever goals she establishes.
Jill is an inspiration to those around her and motivates others to
achieve high standards as well.
Jill is an outstanding person.  There should be more Jill Alm's in the
world and it would be a better place.  Jill is so adventurous, intelligent,
caring, and driven.  She will accomplish anything she puts her mind
to.
Jill is the sort of person you want to get to know better and better. If
you've worked with her once, you'll want to work with her again. She

Managing crisis (2) Public speaking (2) Running meetings
(2)

Visioning (2) Coaching (1) Counseling (1)
Designing (1) Facilitating groups

(1)
Interviewing (1)

Investigating (1) Making decisions (1) Managing conflict
(1)

Mediating (1) Negotiating (1) Performing analysis
(1)

Reporting (1) Researching (1) Selling (1)

Motivator (7) Creator (6) Doer (5)
Project Manager (5) Facilitator (3) Leader (2)
Administrator (1) Care Giver (1)
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-
-

-

-

-
-

is what she says she is and does what she says she will do.
Jill is very professional and a balanced manager. She has solid skills
that will carry her a long way in her career. She is always a pleasure
to work with. She should be careful to not allow others to consume
too much of her time.
Jill sometimes seems over extended - too busy.  Slow down a bit.
My time with Jill has been limited to an environment where she lacked
a good direct leader with appropriately defined expectations and
timelines. I believe that she can accomplish more, with better
leadership and mentoring to build her experiences and confidence.
Jill needs better insight into the big picture and then enhanced
planning and time management skills to optimize the talent taht she
possesses
On the projects I have had the pleasure of working on with Jill, I have
seen her to be a driven and thoughfull person.  She personally helps
to drive the project from beginning to end and has been heavily
involved with all aspects of our collaborations.
Overall impression: Jill loves her job and the field she's in. She works
very hard to get the skills necessary to become a strong Marketer via
on-the-job training and education.
She's motivated, a hard worker, doesn't give up easily at all, can
tough difficult situations out, while sti l l being friendly and
approachable.
 
Be sure to keep that. When Jill does have a strong competency, she
shouldn't self doubt herself too much but stand her "man". Jill tends to
back down and question her skills if being challenged. This makes her
look less experienced and erodes her confidence.
focus at what you do best and excel in that area.
wow, the section V question is a tough call - jill is an outstanding pm
because she has the ability to see the big picture and can juggle lots
of balls - she's also a wonderful cheerleader and every project needs
those kinds of folks to keep a team on task and finally, she's a
wonderful communicator and facilitator ... so what do you choose?
she's a wonderful complilation of lot of those descriptors

 

Self Assessment Data (as on Summary Page)
 
Attributes: 
 

Likable (10) Energetic (9) Adventurous (8)
Dependable (7) Creative (6) Bright (5)
Passionate (4) Driven (3) Self-motivated (2)
Positive (1)
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-

Skills: 
 

TeamRole: 
 

- Facilitator
 
Strengths: 
 

- Dedication
 
Weakness: 
 

- Over committing
 
Projective Exercises: 
 

Type Of Car: 
 

- Land Cruiser because it is high quality/high performance, but tough
and rugged and gets you where you want to go regardless of the
conditions.
 
Type Of Cereal: 
 

- Kellogg's Smart Start because it is healthy, packed full of essential
vitamins/minerals to get you through your day, but tasty too! 
 
Comments: 
 

Hi! This is the second time I filled this survey out. I think the first one
timed out and did not record my input. I hope it works this time.
Looking forward to going through this process! Jill 
 

Seeing the details
(6)

Brainstorming (5) Organizing (content,
activities) (4)

Relating to
others/Building
relationships (3)

Developing ideas (2) Communicating(liste
ning, speaking) (1)
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9.Resources_________________________________________________________ 
Other Resources from Reach
 

To learn  more  about  personal  branding,  the Reach Branding
Club  provides   online   learning   and  social   networking  to  help  you
understand  your  brand,  communicate  it  to those  who need  to know 
about you and build relationships with others. Learn more at:
www.reachbrandingclub.com

If you are currently in  a  job  search and  want to accelerate the process,
the  special  Job  Search  Edition  of   the  Reach  Branding  Club will be
extremely helpful to you:  www.reachbrandingclub.com/job_search.php

Career  Distinction: Stand   Out  by  Building  Your  Brand, by
personal branding  guru, William  Arruda  and  Kirsten Dixson,
has been called the bible of  personal branding and has been
a career’s bestseller since it was released.
www.careerdistinction.com

What does Google say about you?

Find out with this complimentary  Online  ID Calculator:
www.onlineidcalculator.com You  are your  Google  results to
those  who don’t know you  personally. Make  sure you  know
what people  are  learning about you. This free tool helps you
understand  your current  online reputation and gives you tips
on how to improve it.

These resources are

provided to help you 

take what you learned

in this assessment and

use it to advance your

career or business.
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