DNA Behawvor’

Vg

Business DNA®
Behavioral

Insights Series:

Creativity Factor
E-Booklet

DNA Behavior International
June 2015



Business DNA® Training: Creativity Factor

About DNA Behavior International

DNA Behavior International is the worldwide leader in delivering proprietary behavioral intelligence
solutions for organizations to “Know, Engage and Grow” every employee and client online.

These solutions have been designed to reliably uncover every facet of a person’s DNA wiring (talents,
communication and decision-making style) using the “Platinum Standard” for behavioral discovery and
performance development.

The objective of this e-booklet is to provide you with more insight and understanding into how the
Creativity Factor can be effectively used for behavioral management and performance development.

Introduction to the Creativity Factor

Every participant in the Business DNA Natural Behavior Discovery Process has a Creativity Factor Score
which is measured based on their responses to the 46 Forced Choice Questions. The Creativity Factor is
the eighth of 8 primary behavioral Factors that are measured by DNA Behavior International in its
Business DNA Natural Behavior Discovery Process.

You can review a summary of each of the 8 primary behavioral Factors in Appendix A, along with the
behavioral traits associated with them. This will give you a greater understanding of how the Creativity
Factor fits into your overall DNA behavioral style. From DNA Behavior International’s perspective,
behavior refers to the way a person most naturally operates or acts, and is seen by others.

It’s important to set the Creativity Factor into context. The Creativity Factor indicates people’s desire to be
Original, Imaginative, Abstract front and center of new ideas. Their need to learn through storytelling,
using diagrams, illustrations, demonstrations, gestures, and feelings, is a key part of who they are and how
they work to present themselves. The natural performance outcome of those on the Creative trait side of
the Creativity Factor is the ability to be resourceful and inventive; to work with abstract concepts and
understand theoretical ideas to drive out solutions. They become bored quite easily when required to
operate within a set of rules

Each of us will have some level of these motivations depending on whether the measured score is on the
Creative trait side (right-hand side with a higher Creativity Score), Mid-Range or on the Anchored trait
side (left-hand side with a lower Creativity Score).

Our approach is that there are both strengths and struggles from the Creative and Anchored trait sides of
the Creativity Factor. The Creativity Factor Table below provides a summary of these strengths and
struggles from the Creative and Anchored traits of the Creativity Factor. The intensity of these strengths
and struggles will be increased the stronger the participant’s score is on the Creativity Factor.
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This factor indicates a person’s capacity to be innowvative and
work with new ideas

Consistent, Expenence Criginal,
Driven,Tied ToOld  «ff= Motivation =  Imaginative,
Ways Abstract
Anchored [ WeRawe ]  Creative
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Becoming more effective and efficient in any role often requires a person to adapt their own behavioral
style to build enhanced relationships and meet the performance needs of a specific situation. This means
having the personal insight and then the understanding of how to moderate a Creativity Factor desire
either to be Creative or Anchored.

There may be a tendency to think some behavioral styles are inherently more suited for making life or
business decisions than others; however, that is not the case. Each person may approach the same situation
differently and with a differing perspective because of their different Creativity Factor level (and because
of their scores in the other 7 factors). All behavioral styles are equally valid, and all are needed. All styles
and all people have strengths and struggles. The key point to remember is that people can be the most
successful when they understand and maximize the positive aspects of their own unique natural styles and
operate in an environment that will enhance their natural talents and balance their areas of struggles.

Every business needs to have a variety of talent, communication style and business behaviors to deliver
service to a wide range of customers or clients. Those who would describe themselves as Creative revel in
new experiences, sensations and phenomena. They are energized by interesting people and stimulated by
imaginative conversations.

As with all behaviors there is a flip side; much depends on the reaction others have to Creative people.
Importantly, those with this profile need to be a right fit for the culture, business and the role they are
called to perform.

Creative people are often viewed as romantics or fantasists; people who easily get caught up in their own
world. But behind the outward appearance of being random they are in fact, generally highly intelligent,
deep thinkers who use their emotions, rather than logic to make decisions.

1]
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The History of the Creativity Factor

Historically, the Creativity behavioral trait has its roots in the ancient four humors theory. It was the
Greek physician Hippocrates (460-370 BC) who developed it into a medical theory. He believed certain
human moods, emotions and behaviors were caused by an excess or lack of body fluids (called “humors”):
Next, Galen (AD 131-200) developed the first typology of temperament in his dissertation De

temperamentis, and searched for physiological reasons for different behaviors in humans.
http://en.wikipedia.org/wiki/Four_temperaments

David Cox Neuropsychiatric Researcher at Cambridge University writes: The enduring question with
creativity has always been whether the defining Factors come from nature or nurture. Everyone can learn
to be Creative to some degree, but new research has revealed that the extent to which we're born Creative
may be greater than previously thought.

Two years ago Kenneth Heilman and his team at the Department of Neurology and Neuroscience at
Cornell University discovered that the brains of artistically Creative individuals have a particular
characteristic that may enhance Creativity.

The brain is divided into two halves, or hemispheres, that are joined by a bundle of fibres called the
corpus callosum. Writers, artists and musicians were found to have a smaller corpus callosum, which may
augment their Creativity by allowing each side of their brain to develop its own specialisation. The
authors suggest that this "benefits the incubation of ideas that are critical for the divergent-thinking
component of creativity".

This does not tell the full story, however. Creativity is not only about divergent thinking but also
generating endless associations. Recent findings suggest that the secret to this lies in our DNA.

"Creativity is related to the connectivity of large-scale brain networks," says Szabolcs Keri of the National
Institute of Psychiatry and Addictions in Budapest. "How brain areas talk to each other is critical when it
comes to originality, fluency and flexibility."

In highly Creative individuals this connectivity is thought to be especially widespread in the brain, which
may be down to genes that play a role in the development of pathways between different areas. These
genes reduce inhibition of emotions and memory, meaning that more information reaches the level of
consciousness.

However, while the discovery of such "creative genes" indicates that certain people may have a natural
propensity for divergent thinking; this does not tell the whole story. A lot depends on how your genes are
expressed and this is where the environment can play a defining role.

So, are we born Creative or not? While Factors such as upbringing play a crucial role in your brain's
development, the work done by scientists in Scandinavia, Germany and the US has shown that having the
right genetic makeup can make your brain more inclined towards Creative thinking. The rest of us have to
"learn” to be Creative.

http://www.theguardian.com/science/blog/2013/sep/19/born-Creativity-study-brain-hemingway

Wikipedia defines the meaning of Creativity as follows:

Creativity is a phenomenon whereby something new and in some way valuable is created. Although the
benefits of creativity to society as a whole have been noted, social attitudes about this topic remain
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Business DNA® Training: Creativity Factor

divided. The wealth of literature regarding the development of creativity and the profusion of creativity
techniques indicate wide acceptance, at least among academics, that creativity is desirable.

There is, however, a dark side to creativity, in that it represents a "quest for a radical autonomy apart
from the constraints of social responsibility”. In other words, by encouraging creativity we are
encouraging a departure from society's existing norms and values. Expectation of conformity runs
contrary to the spirit of creativity. Ken Robinson argues that the current education system is "educating
people out of their creativity".

Nevertheless, employers are increasingly valuing creative skills. A report by the Business Council of
Australia, for example, has called for a higher level of creativity in graduates. The ability to "think outside
the box  is highly sought after. However, the above-mentioned paradox may well imply that firms pay lip
service to thinking outside the box while maintaining traditional, hierarchical organization structures in
which individual creativity is condemned. http://en.wikipedia.org/wiki/Creativity

The Creativity Factor table at Appendix B illustrates how the Creativity Factor (though often called by
other names) has been recognized since 450 BC.
Managing the Creativity Factor — Creative Trait

ANCHORED i CREATIVE
_Cnnsistent< 8. Creativity Original
Experience Imaginative

Driven Abstract
Tied To Old Ways

The DNA Discovery Process also uncovers the sub-Factors that form a part of the Creativity Factor. These
are important components of the primary Creativity Factor that are each separately measured. They
provide an additional level of depth in terms of revealing the behaviors of a person. While a person may
have the same Creativity Factor score, their mix of sub-Factor scores could be different. This will mean
that their behavior is different. Having this additional level of information is a critical starting point to
understanding a person’s strengths and predicting the areas they will perform at a higher level.

1]
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The bell curve graph below shows the degree to which scores on the right, left or in the middle uncover
extremes of behavior and the degree to which they are strengths or struggles. The closer the scores move
toward 20 and 80 respectively, the stronger the behavior. Put another way, the strengths will be greater as
will be the corresponding struggles. Strengths over used without behavioral awareness can become blind
spots.

» Strengths - Behaviors that come naturally and should be used.

» Struggles — Behaviors that can be managed with greater awareness of your natural behaviors.

Struggles not managed can become weaknesses.
+ Mid-Range Scores - Tend to be more flexible in these factors and are easier to move left or right.

Mean

Left - 1/3 Right - 1/3

@ S o =0 n.—-g'>

+2sd

113
e r -+ r sy sy |
Scores 20 30 40 45 50 5 60 70 80
Cumulative : oo oo :
Percentages 2% 16% 31% 50% 69% 84% 98%
Rounded
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The following summary provides insight into how a person with a strong Creativity Factor score on the
Creative side might work with a colleague who has a stronger Creativity Factor on the Anchored side.

Creative

Strengths and Struggles
Original

Imaginative

Abstract

Moderating Behavior

mie-

Anchored

Strengths and Struggles
Consistent

Experience Driven

Tied to old ways

Relies on intuitive thoughts

May undervalue proven
methods

Present ideas in a
structured way. Be
organized and not random
in thinking.

Don’t assume tried and
tested methods don’t work
think about ways to add
value to what already
exists.

Orthodox approach

May discount unconventional
ideas

Likes to brainstorm

May lack focus

Keep free thinking in the
real world. Share what’s
doable rather than illogical
suggestions.

Stay on topic; explain
thinking and why
suggestions are worth
consideration.

Focuses on practical realities

May overly rely on proven
procedures

Develops new methods

Difficulty with following set
procedures

Ensure new approaches
aren’t counterproductive.
More likely to be listened
to if propositions don’t
reject current processes
entirely. Suggest steps and
staging to introduce
anything new.

Follows established procedures

May procrastinate on open-
ended tasks

Open to unusual ideas

Can become bored easily

Support plans with
evidence.

Be patient and allow time
for thinking through new
schemes. Give time for
them to get on board and
be prepared for questions
and discussions.

Operates using evidence

Can be hesitant to act on new
ideas

Copyright © 2001-2015 DNA Behavior International
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Imagines new possibilities Ensure new possibilities Consistent implementation and
and suggestions are execution

Sometimes forgets reality informed. Support
proposals with plans for Can be overly conservative
execution.

Keep ideas middle of the
road to begin with.
Anything too
unconventional will cause
close down in terms of

receptivity.
Works with abstract concepts Most Anchored people are | Deliberate and persevering
not averse to abstract
Fails to make ideas concrete thoughts and suggestions. Can overlook some possibilities

It takes them time to work
through such proposals and
when they see the value of
the submissions often take
them on board and add
structure to them.

Agree in advance that you
want to be able to
introduce abstract concepts
and negotiate with
Anchored colleagues their
commitment to think them
through rather than reject

instantly.
Highly curious Ensure curiosity and Handles tangible issues well
questioning doesn’t invade
Difficulty with consistent others privacy. Understand | May look to past experience
execution boundaries. Accept ‘the instead of future potential

need to know’ principle.
This approach will ensure
your Creative ideas are
taken seriously as you
determine to act in a
professional manner.

Anchored people are open
to Creative ideas and input
providing it’s presented in
a structured way.
Haphazard thoughts turn
them off.
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The following summary provides an insight into how a leader with a strong Creativity Factor on the
Creative side might communicate with someone with a stronger Creativity Factor score on the Anchored

side.
Creative How to Communicate Anchored
.-
Communication Need Modification/Approach Communication Need
New methods Remember that you have a | Proven methods
Ideas driven highly active and intense Solution driven
Connect “dots” need for conversation and | Evidence — facts, figures
Explores possibilities questioning that makes Experience preference
Brainstorming process others weary. Execution focus
Innovative Provide the steps
A good idea for Creatives
Communication Challenge is to brainstorm ideas on Communication Challenge
paper before having
Difficulty with following set conversations with more Can be hesitant to act on new
procedures Anchored colleagues. This | ideas
will ensure your thoughts
Communication Key: don’t wander and also that | Communication Key:
Encourage brainstorming new ideas are realistic and | Keep it tangible and
deliverable. provide the logical steps
Choose the time and place
and the audience that you
want to brainstorm with.
Make sure someone is
capturing the ideas so they
won’t get lost.

In Summary — The Creativity Factor on the Creative side

People on the Creative side of the Creativity Factor are lively and open-minded. They are quick thinking
and see potential before others, though often present it in a random ill thought through way.

Many businesses would advance more quickly if the Creatives in the business were given opportunities to
share their thoughts. When a serious issue needs to be resolved, those on the Creative side of Creativity
Factor present out of the box solutions. If these are picked up by Anchored people they are able to add
structure to the suggestion and produce a resolution to the problem.

Those on the Creative side of the Creativity Factor are intense questioners and observers; they tend to
notice everything going on around them. When this inherent talent is either not noticed, rejected as too
random or underused they become bored and eventually stop sharing their Creative suggestions.

Their creative skills, original thinking and resourceful approach are ideally suited to new projects.
Creative people are often drawn to R & D departments where there is stimulation and a welcoming of their

Copyright © 2001-2015 DNA Behavior International
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ideas. Creative people don’t get offended if their ideas are not taken up; their ‘buzz’ is the conversation
and idea sharing that takes place when brainstorming.

Creative people can transform the workplace; though it’s important to position them in an environment
where their skills will create new products that change customers’ lives. They have the ability to
revolutionize the way businesses work.

Happiness lies in the joy of achievement and the thrill of creative effort. Franklin D Roosevelt
Creativity is just connecting things. When you ask creative people how they did something, they feel a little

guilty because they didn't really do it, they just saw something. It seemed obvious to them after a while.

That's because they were able to connect experiences they've had and synthesize new things. Steve Jobs
http://www.brainyquote.com

Managing the Creativity Factor — Anchored Trait

The following summary provides insight into how a person with a strong Creativity Factor score on the
Anchored side might work with a colleague who has a stronger Creativity Factor on the Creative side.

Anchored Moderating Behavior Creative

Strengths and Struggles .- Strengths and Struggles

Consistent Original

Experience Driven Imaginative

Tied to old ways Abstract

Orthodox approach Every business can benefit | Relies on intuitive thoughts
from listening to Creative

May discount unconventional people. May undervalue proven

ideas methods

Rather than close down
what seems like haphazard
thinking see them as a
resource and listen to their
ideas.

You have the ability to
pick out the good ideas and
turn them into strategies.

Focuses on practical realities Suggest brainstorming Likes to brainstorm
when decisions are to be

May overly rely on proven made; take a backseatand | May lack focus

procedures allow the exchanges.

Select the thoughts that can
be built on to advance the
business. This is a win-win
approach.
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Follows established procedures | Take time to invest into Develops new methods
Creative people. Explain

May procrastinate on open- exactly what you are trying | Difficulty with following set

ended tasks to achieve, give them a procedures

timeline and suggest some
potential outcomes and
then let them loose.

These people think
differently. Structure and
process can be added to
their ideas. They can’t do
this. But they can be taught
to deliver within timelines.

Operates using evidence Take time to get to know Open to unusual ideas
Creatives and build

Can be hesitant to act on new relationships. Can become bored easily

ideas

They will be a useful
resource if they know
where they fit in the
organization. They don’t
need accolades they just
want to be ‘allowed’ to use
their inherent Creativeness.
Consistent implementation and | If Creatives have a place in | Imagines new possibilities

execution business (and this is
dependent on the Sometimes forgets reality
Can be overly conservative organization) use them but

support them with others
who can turn their
thoughts, ideas, and
suggestions into structure.
Deliberate and persevering Don’t be opposed to Works with abstract concepts
abstract thoughts and
Can overlook some possibilities | suggestions. Explain that it | Fails to make ideas concrete
takes time to work through
such proposals, but when
you see the value of the
submissions you’ll take
them on board and add a
framework to them.

Listen to Creatives and
cherry pick from their
conversations. Their
thoughts often stimulate
additional thoughts for
Anchored people which
ends with a solution or
decision being made.

1]
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Handles tangible issues well

May look to past experience
instead of future potential

Creatives are unlikely to be
concrete in their thought
processes. When they offer
a thought that interests you
get them to put their
suggestions into context.
This approach produces
useful outcomes.

Highly curious

Difficulty with consistent
execution

The following summary provides an insight into how people with a strong Creativity Factor on the

Anchored side might communicate with people with a stronger Creativity Factor score on the Creative

side.

Anchored

How to Communicate

.-

Creative

Communication Need

Proven methods
Solution driven
Evidence — facts, figures
Experience preference
Execution focus

Provide the steps

Communication Challenge

Can be hesitant to act on new
ideas

Communication Key:
Keep it tangible and
provide the logical steps

Modification/Approach

Explain where and how
Creative thinking fits into
the business.

Be prepared for a
scattergun response if you
ask them to resolve an
issue or begin a project.
Advise them how to
structure the work you
have given them.
Creatives are very
teachable and they want to
please.

They want to be valued and
seen as a worthwhile part
of the team.

Communication Need

New methods

Ideas driven

Connect “dots”
Explores possibilities
Brainstorming process
Innovative

Communication Challenge

Difficulty with following set
procedures

Communication Key:
Encourage brainstorming

In Summary — The Creativity Factor on the Anchored Side

Those on the Anchored side of the Creativity Factor are Consistent, Experience Driven and tend to be Tied
to Old Ways. They approach decision making and/or new projects with logic and calculated reasoning.
They immediately see, and question inconsistencies.

They handle complex and difficult challenges well, but need time and to do so. When all the information
has been considered they make fast and accurate decisions.

Unlike their colleagues on the Creative side of the Creativity Factor, they typically work through problems
and issues in a systematic way. They reference what’s gone before, experiences and information, to set up
new processes and procedures. They need structure.

Anchored people are rooted in a sense of reality and see Creative people alternating between imagination
and fantasy. However, it’s important to understand that those on the Anchored side of the Creativity
Factor who have insight into their behavioral style will include Creative people into their business world.

Copyright © 2001-2015 DNA Behavior International
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Anchored people wisely understand and recognize the importance of out of the box thinking to advance
business; they use their Consistent thought processes to select ideas and then expand on them.

Rosabeth Moss Kanter a professor of business at Harvard Business School observes: “After years of
telling corporate citizens to ‘trust the system,’ many companies must relearn instead 1o trust their people -
and encourage their people to use neglected creative capacities in order to tap the most potent economic
stimulus of all: idea power”.

Those on the Anchored side of the Creativity Factor when they see the evidence of ‘idea power’, not only
accept it they are then able to add value to it and strategize how best to use Creative suggestions in their
businesses.

Wikipedia references Anchored as this:

Anchoring and adjustment is a psychological heuristic that influences the way people intuitively assess
probabilities. According to this heuristic, people start with an implicitly suggested reference point (the
"anchor") and make adjustments to it to reach their estimate. A person begins with a first approximation
(anchor) and then makes incremental adjustments based on additional information. These adjustments are

usually insufficient, giving the initial anchor a great deal of influence over future assessments.
http://en.wikipedia.org/wiki/Anchoring

It could rightly be argued, that when an Anchored person reaches this point they are activating their
Creative trait as they introduce new thought concepts into the way they do business.

Creativity Factor — Creative Trait Case Study

The Challenge: Gemma worked for Mark whose company sold furniture. The business was a well-
established and much respected family business. Over the years customers had come to expect a high level
of service and quality product. Gemma, working her way through University, worked for Mark and her
responsibility was to keep the furniture displays clean, well presented and clearly marked with costs, color
and fabric options.

Gemma knew that sales were down which surprised her as a new sub division of quality homes had been
built close to the store but people were not buying their furniture from Marks Company.

Gemma had worked for Mark for two years and during that time made a number of suggestions about the
floor lay out. Mark wasn’t impressed and often dismissed her ideas before she had even finished outlining
them.

Gemma realized that she was becoming inhibited by fear of judgment. Her Creative talents were
constantly being shut down. She began to opt out of sharing thoughts and suggestions at University as well
as at work and realized that Marks attitude to her Creative traits was impacting every aspect of her life.

She needed the money to be able to complete University and so persevered even though she knew the
environment was causing her problems.

Engagement Scope and Approach: Gemma attended a lecture at University on Behaviors in the
Workplace given by a representative from DNA Behavior International. The focus was about how leaders
needed to understand the importance of and appreciate different behavioral styles. In particular the DNA
Representative focused the presentation on the importance of leaders understanding inherent talents and
behaviors of their teams and learning how to managing the differences. The presenter used the example of

Copyright © 2001-2015 DNA Behavior International
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a person who initiates innovative solutions to a problem in a staid and formal environment; highlighting
the importance of developing communication interaction, so that innovation was not closed down while
guarding against compromising tried and tested ways.

After the lecture Gemma shared her work place challenge with the DNA Behavior Representative. As part
of the conversation she became quite emotional and revealed her concern that her Creative Traits were
closing down. DNA Behavior agreed to profile her and to give her some keys to managing her workplace
experience. They also suggested she spoke to Mark about her concerns and provided her with some
structured questions to use when speaking with Mark.

DNA Behavior concluded from Gemma’s conversation that Mark was probably resistant to, not just
Gemma but, anyone who demonstrated Imaginative and even Abstract thinking.

A further recommendation to assist Gemma was that she creates a portfolio of proposals and ideas about
how to re-organize the furniture display in the shop. In addition DNA Behavior told her to support it with
statistics and evidence to back up her plans.

Result: with a new found confidence Gemma arranged time with Mark and showed him her portfolio.
Using, and referring to her DNA Ultimate Performance Guide as a basis for the conversation, she told him
how his rejection and dismissal of all of her input had impacted her. She kept her emotions under control
and calmly explained why her ideas might improve business and supported her conversation with
evidence. She left Mark to consider her suggestions. Two days later Gemma walked into the store to find
her floor plans in place and signage inviting customers in to spend time in the ‘rooms’ in order to get a feel
for how the furniture would fit their lifestyle.

Your Performance Strengths | Your Performance Struggles

=Open to unusual ideas =Difficulty with following set
=lmagines new possibilities procedures
=Highly curious =May fail to make ideas concrete

Your Performance
*Expectfencourage my
out-of-the-box thinking
*Encourage me to brainstorm

*Recognize my desire to
investigate ideas

Within four months Marks business turned around significantly. Families loved Gemma’s suggestion of
rooms to try before buy.

The broader pay-off was: DNA Behavior provided a system so that customers and their families could
complete the DNA Discovery Process and determine individual behaviors and styles and preferred
environments. Based on this information porters re-arranged room settings so families could establish their
favored room settings.

Mark offered Gemma a senior marketing position after she completed University. The role gave her
complete autonomy to use her Creative talents to show case the business.

Copyright © 2001-2015 DNA Behavior International
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Creativity Factor — Anchored Trait Case Study

The Challenge: Des owned a consultancy company providing strategic planning, finance, marketing
advice and a range of business services to startup companies. Craig, having completed due diligence
bought into Des consultancy as a partner. Having taken early retirement from his position as the CEO of a
very successful travel company Craig was looking for an investment opportunity to grow a business.

Des and Craig moved in the same circles but were not intimate friends. Des enjoyed golf, attending
conferences, socializing and collecting awards. Craig was a private man, stable, dependable, Anchored. He
socialized in a small inner circle of friends and confidants.

The current success of the consultancy came from repeat business. No new clients had been added to the
company for a number of years. Craig realized that to get a return on his investment and to expand the
business significantly there needed to be a considerable shift away from ‘socializing’ to ‘selling’.

Craig identified at least ten potential startup businesses that were willing to use their services. Before
Craig signed them up, he needed Des to be on the same page as him in terms of behaviors.

Engagement Scope and Approach: With Des’ agreement Craig hired DNA Behavior International to
take them both through the Business DNA Behavior Discovery Process. The results revealed Des to be far
less Consistent in his behavior than Craig. The results of the process revealed that Des was comfortable
with the status quo; he enjoyed socializing and being the ‘front” of the business and was less interested in
completing sales and chasing new business. Craig, on the other hand was revealed to be driven through
experience, preferred to follow established procedures, and logical steps to build the business. He
considered socializing a low priority unless it was directly linked to delivering sales.

Working with the DNA Behavior Facilitator they began by agreeing that the business was tired and both
wanted to build it up to be significantly larger. They established roles and responsibilities; they dug deeply
into their preferred operating and communication styles to allocate specific tasks. They used their DNA
Ultimate Performance Card contained inside their Business DNA Natural Behavior Summary Report as a
basis for conversations.

With their knowledge of inherent behavior and communication styles they allocated prospects to each
other based on the best match to the potential client.

Result: Within a year the number of startup companies they supported, invested into and served doubled.
Business flourished because they both understood and respected each other’s inherent talents and
behaviors. If ever there was disagreement they referred to their DNA Ultimate Performance Guide as a
basis for conversations and to find solutions.

Copyright © 2001-2015 DNA Behavior International
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Your Performance Strengths | Your Performance Struggles

=Follows established procedures =Can be hesitant to act on new

=Operates using evidence ideas

=Handles tangible issues well =May overly rely on proven
procedures

Your Performance
Environment Keys
=Show me the logical steps

=Tell me past experiences
-Keep the ideas practical

The broader pay-off was: Des and Craig introduced the DNA Behavior Discovery Process into their
business. Each potential client was required to complete the process before any discussion about

investment or provision of service was discussed. This ensured that communication, behaviors, and talent
were discovered before any agreement was entered into.

—

DNA Beha%
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Business DNA Behavioral Factors Appendix A

Below is a summary of each of the 8 primary behavioral Factors measured by the Business DNA Natural
Behavior Discovery Process, along with the behavioral traits associated with them.

COOPERATIVE TAKE CHARGE
Practical sznunsag
Hesitant ecisive
Diplomatic Blunt
RESERVED QUTGOING
. Retecie e e
0C!
Withdrawn Talkative
FAST PACED PATIENT
Logical Understanding
ha i Tolerant
Critical llenging Lenient
SPONTANEOUS PLANNED
_Instinctive Systematic
Flexible Particular
Unfocused Rigid
SKEPTICAL TRUSTING
‘Questioni "
Guarded Recepiive
Wary elieving
Forgiving
CONTENT 6. Pior||aari PIONEER
Satisfied #" ng_ Goal Orientated
Balanced Ambitious_
Easy-going Driven
CAUTIOUS - TTE RISK TAKER
ConeeSRlculatea ‘ 7.Risk ’ paing
onserval ourageous
Needs Certainty Ove?‘ ‘Confident
AMCHORED T CREATIVE
. Consistent| ‘;_ chm N _;’ Qriginal
Experience Imaginative
Driven Abstract
Tied To Old Ways
20 40 50 60 80
Traits intensify as you move
+ <_ leftand right from center _’ +

—
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The Discovery of the Creativity Factor Appendix B

Date Founder Spontaneous e, Free Thinker
‘c. 450 BC ||Classical elements Hair |
‘c. 400 BC ||Hippocrates's four humours Hblood |
‘c. 190 ||Galen's four temperaments Hsanguine ‘
c. 1025 Avicenna's four primary temperaments*? L?::poizgsig,o;'i;zszgfsie}ggﬂg :Sr;:ue(ljﬁ:rgy,
‘c. 1900 ||Ivan Pavlov's four temperaments Hsanguine (Lively) ‘
‘c. 1900 ||Alfred Adler's four Styles of Life HSociaIIy Useful ‘
c. 1928 William Marston and John G. Geier DiSC Influence

assessment

‘c. 1947 ||Erich Fromm's four Types of Character HMarketing ‘
‘c. 1948 ”California Psychological Inventory CPI 260 Hlnnovator ‘
1058 IMBTI codes |ESFP, ENFP, ESFJ, ENTP |
[c. 1958 [william Schutz, FIRO-B |
c. 19605 E#:rt Atkins LIFO's four Orientations To Adapting-Dealing
‘c. 1960s ||David Merrill, "Social Styles" HExpressive ‘
‘1964 ||BIake—Mouton Managerial Grid Model HTeam Type ‘
‘c. 1966 ||Temperament by LaHaye HSanguine ‘
‘1973 ”Jay Hall Conflict Management™ HSynergistic; Win/win ‘
‘1974 ||Thomas—KiImann Conflict Modes™® HCoIIaborating ‘
c. 1984 REQJPaOernigle System(Five Sanguine
‘c. 1995 ||Wor|ey Identification Discovery Profile HSanguine ‘
‘c. 1996 ||Tony Alessandra Personality Styles HSociaIizer ‘
‘c. 1998 ”Hartman Personality Profile HYeIIow ‘
‘c. 2001 ”Linda V. Berens' four Interaction Styles HGet Things Going ‘
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http://en.wikipedia.org/wiki/Air_(classical_element)
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http://en.wikipedia.org/wiki/Four_humours
http://en.wikipedia.org/wiki/Blood
http://en.wikipedia.org/wiki/Galen
http://en.wikipedia.org/wiki/Sanguine
http://en.wikipedia.org/wiki/Avicenna
http://en.wikipedia.org/wiki/Temperament
http://en.wikipedia.org/wiki/Temperament
http://en.wiktionary.org/wiki/vigour
http://en.wikipedia.org/wiki/Fatigue_(medical)
http://en.wikipedia.org/wiki/Energy
http://en.wikipedia.org/wiki/Somnolence
http://en.wikipedia.org/wiki/Pulse
http://en.wikipedia.org/wiki/Fatigue_(medical)
http://en.wikipedia.org/wiki/Ivan_Pavlov
http://en.wikipedia.org/wiki/Sanguine
http://en.wikipedia.org/wiki/Alfred_Adler
http://en.wikipedia.org/wiki/DiSC_assessment
http://en.wikipedia.org/wiki/DiSC_assessment
http://en.wikipedia.org/wiki/Erich_Fromm
http://en.wikipedia.org/wiki/California_Psychological_Inventory
http://en.wikipedia.org/wiki/MBTI
http://en.wikipedia.org/wiki/Fundamental_Interpersonal_Relations_Orientation
http://en.wikipedia.org/w/index.php?title=Social_style&action=edit&redlink=1
http://en.wikipedia.org/wiki/Managerial_Grid_Model
http://en.wikipedia.org/wiki/Two-factor_models_of_personality#cite_note-15
http://en.wikipedia.org/wiki/Two-factor_models_of_personality#cite_note-16
http://en.wikipedia.org/wiki/Five_Temperaments
http://en.wikipedia.org/wiki/Five_Temperaments
http://en.wikipedia.org/wiki/Hartman_Personality_Profile
http://en.wikipedia.org/wiki/Interaction_Styles
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Research References Appendix C

Belbin Team Roles and Personality Types Theory

Benziger Personality Assessment Model

Bernstein, P. - Against the Gods — The Remarkable Story of Risk, 1996 (John Wiley & Sons, Inc)
Brown A and Maydeu-Olivares (2011). How Item Response Theory Can Solve the Problems of Ipsative
Data. University of Cambridge Psychometrics Centre.

Buckingham, M & Coffman, C — “First Break all the Rules, 1999 (Simon & Schuster)
Businessballs.com

Carl Jung's Psychological Types

Charles Handy - Motivation Calculus

Costa, P.T. Jr, & McCrae, R.R. - “The NEO Personality Inventor” (1985). Odessa, FL: Psychological
Assessment Resources

Costa, P.T. Jr, & McCrae, R.R. - “The NEO Personality Inventor” (1985). Odessa, FL: Psychological
DALBAR, Inc. - “Quantitative Analysis of Investor Behavior Study”, 2010.

Discover Your Inner Economist

Dixon, M., Freeman, K., Toman, N. - Stop Trying to Delight Your Customers, 2010 (Harvard Business
Review)

Douglas N. Jackson, Victor R. Wroblewski & Michael C. Ashton (2000). The Impact of Faking on
Employment Tests: Does Forced Choice Offer a Solution? Human Performance Volume 13, Issue 4, 2000.
Dynamics of Personality Type : Understanding and Applying Jung's Cognitive Processes (Understanding
yourself and others series) by Linda V Berens

Ellis, Lee — “Leading Talents, Leading Teams”, 2003, (Northfield Publishing)

Emotional Intelligence (EQ)

Eriksen, K. and Kvaloy, O. - “Myopic Investment Management”, 2009

Erikson's Psychosocial Theory of Human Development Charisma

Financial Planning Standards Board.

Firo-B® Personality Assessment Model

Gallup Consulting - The Economics of Wellbeing, Tom Rath and Jim Harter, 2010 (Gallup Press)
Gallup Consulting - The Next Discipline: Applying Behavioral Economics to Drive Growth and
Profitability, 2009

Gardner's Multiple Intelligences

Hans Eysenck's Personality Types Theory

Herzberg's Motivational Theory

Heuristics and Biases: The Psychology of Intuitive Judgement

Thinking and Deciding

Behavioural Finance: Insights into Irrational Minds and Markets .

Hogan J., Barrett P., Hogan R., Personality Measurement, Faking and Employment Selection. Journal of
Applied Psychology, 2007, Vol. 92, No 5, 1270-1285.

Influence: The Psychology of Persuasion

Nudge: Improving Decisions about Health, Wealth, and Happiness*

Why Smart People Make Big Money Mistakes

Breakdown of Will

Ipersonic

Johari Window Model and Free Diagrams

Judgment in Managerial Decision Making

Jung, C.G. — “The Essential Jung”, 1983, (Princeton University Press)

Kahneman, D and Riepe, M — Aspects of Investor Psychology, 1998, (Journal of Portfolio Management)
Kahneman, D. and Tversky, A. - “Prospect Theory — An Analysis of Decisions Under Risk”, 1979

Copyright © 2001-2015 DNA Behavior International

Page 18 DNA Beha r

k-


http://www.businessballs.com/personalitystylesmodels.htm#belbin team roles descriptions
http://www.businessballs.com/benzigerpersonalityassessment.htm
http://www.businessballs.com/personalitystylesmodels.htm#carl jung's personality types
http://www.businessballs.com/charleshandy.htm
http://www.amazon.com/Discover-Your-Inner-Economist-Incentives/dp/B0013VZI84?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Dynamics-Personality-Type-Understanding-Cognitive/dp/0966462459/ref=cm_lmf_tit_4
http://www.amazon.com/Dynamics-Personality-Type-Understanding-Cognitive/dp/0966462459/ref=cm_lmf_tit_4
http://www.businessballs.com/eq.htm
http://www.businessballs.com/erik_erikson_psychosocial_theory.htm
http://www.businessballs.com/charisma.htm
http://www.businessballs.com/personalitystylesmodels.htm#firo-b_personality_assessment_model
http://www.businessballs.com/howardgardnermultipleintelligences.htm
http://www.businessballs.com/personalitystylesmodels.htm#eysenck's-personality-inventory
http://www.businessballs.com/herzberg.htm
http://www.amazon.com/Heuristics-Biases-Psychology-Intuitive-Judgment/dp/0521796792?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Heuristics-Biases-Psychology-Intuitive-Judgment/dp/0521796792?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Thinking-Deciding-Jonathan-Baron/dp/0521680433?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Behavioural-Finance-Insights-Irrational-Markets/dp/0470844876?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Influence-Practice-Robert-B-Cialdini/dp/0205609996?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Nudge-Improving-Decisions-Health-Happiness/dp/014311526X?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Smart-People-Money-Mistakes-Correct/dp/1439163367?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Breakdown-Will-Ainslie-George/dp/0521596947?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Breakdown-Will-Ainslie-George/dp/0521596947?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.businessballs.com/johariwindowmodel.htm
http://amzn.to/f00opN
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Katherine Benziger, The Art Of Using Your Whole Brain (1995)

Katherine Benziger, Thriving In Mind (2000)

Frieda Fordham, An Introduction To Jung's Psychology (1953/59/66)

Maggie Hyde, Introduction To Jung (1992)

Carl Jung, Psychological Types (1921)

David Keirsey, Please Understand Me li (1998)

Stephen Montgomery, People Patterns - A Modern Guide To The Four Temperaments (2002)

Isabel Briggs Myers & Kathryn Briggs, Mbti Manual: A Guide To The Development And Use Of The
Myers-Briggs Type Indicator® (1962)

Isabel Briggs Myers, Gifts Differing (1980)

William Moulton Marston, Emotions Of Normal People (1928)

R Meredith Belbin, Management Teams, Why They Succeed Or Fail (1981)

Katherine Benziger's Brain Type Theory

Keirsey's Personality Types Theory (Temperament Sorter Model)

Kolb Learning Styles

Kouzes J.M. & Posner, B.Z. — “The Leadership Challenge”, 2007, (John Wiley & Sons)

Love and Spirituality in Management and Business - Bringing Compassion and Humanity to Work
Lumina Spark

Makransky G.M. (2007). Using the Master Person Profile to Provide an Enhanced Picture of Decision-
Making Style. In press.

Martin B.A., Bowen, C.C, & Hunt, S.T (2002). How Effective are People at Faking on Occupational
Personality Questionnaires? Personality and Individual Differences, 32 (2002) 247-256.

Maslow's Hierarchy of Needs

Massie, H. - “Financial DNA — Discovering Your Financial Personality for Living a Quality Life”, 2006,
(John Wiley & Sons)

Maxwell John Beyond Talent. Everyone Communicates Few Connect. Winning With People Developing
the Leader within You

Mcclelland's Achievement-Motivation Theory

Morgeson et al- “Reconsidering the use of Personality Tests in Personnel Selection Contexts”. by
Morgeson et al, 2007 in the "Personnel Psychology" Journal,60, 683-729 (Blackwell Publishing)

Myers Briggs® Personality Types Theory (Mbti® Model)

Narramore, Kevin — “Personality on the Job”, 1994, (Servant Publications)

Neil D. Christiansen, Gary N. Burns & George E. Montgomery (2005). Reconsidering Forced-Choice
Item Formats for Applicant Personality Assessment. Human Performance Volume 18, Issue 3, 2005.

Nudge Theory - Discover the Hidden Influential Factors in People's Thinking
Personality Type (Jung on the Hudson Book Series) by Lenore Thomson

Peters, T. - The Influence of Women on the Customer Service Experience, 2007
Pictures of Personality : Guide to the Four Human Natures by John Lopker
Pink, D.H. — “A Whole New Mind”, 2005, (Riverhead Books)

Please Understand Me 11: Temperament, Character, Intelligence by David Keirsey
Please Understand Me: Character and Temperament Types by Marilyn Bates
Portraits of Temperament by David Keirsey

SEI, The Relationship Business: Expect the Unexpected, 2010

Stress and Stress Management

Survival Games Personalities Play by Eve Delunas

The 16 Personality Types, Descriptions for Self-Discovery by Linda V Berens
The 'Big Five' Factors Personality Model

The Birkman Method®

The Four Temperaments/Four Humours
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http://www.businessballs.com/personalitystylesmodels.htm#benziger brain-types and personality theory
http://www.businessballs.com/personalitystylesmodels.htm#david keirsey temperament sorter
http://www.businessballs.com/kolblearningstyles.htm
http://www.businessballs.com/love.htm
http://www.businessballs.com/personalitystylesmodels.htm#lumina-spark
http://www.businessballs.com/maslow.htm
https://www.johnmaxwell.com/store/products/Everyone-Communicates-Few-Connect.html
https://www.johnmaxwell.com/store/products/Winning-With-People-%5BPaperback%5D.html
https://www.johnmaxwell.com/store/products/Developing-the-Leader-Within-You.html
https://www.johnmaxwell.com/store/products/Developing-the-Leader-Within-You.html
http://www.businessballs.com/davidmcclelland.htm
http://www.businessballs.com/personalitystylesmodels.htm#myers briggs types indicator MBTI
http://www.businessballs.com/nudge-theory.htm
http://www.amazon.com/Personality-Type-Jung-Hudson-Series/dp/0877739870/ref=cm_lmf_tit_2
http://www.amazon.com/Pictures-Personality-Guide-Human-Natures/dp/0970581009/ref=cm_lmf_tit_12
http://www.amazon.com/Please-Understand-Temperament-Character-Intelligence/dp/1885705026/ref=cm_lmf_tit_9
http://www.amazon.com/Please-Understand-Me-Character-Temperament/dp/0960695400/ref=cm_lmf_tit_13
http://www.amazon.com/Portraits-Temperament-David-Keirsey/dp/0960695419/ref=cm_lmf_tit_6
http://www.businessballs.com/stressmanagement.htm
http://www.amazon.com/Survival-Games-Personalities-Play-Delunas/dp/0931104351/ref=cm_lmf_tit_3
http://www.amazon.com/The-Personality-Types-Descriptions-Self-Discovery/dp/0966462475/ref=cm_lmf_tit_5
http://www.businessballs.com/personalitystylesmodels.htm#the_big_five_factors_personality_OCEAN
http://www.businessballs.com/personalitystylesmodels.htm#birkman-method
http://www.businessballs.com/personalitystylesmodels.htm#four temperaments four humours
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Think Twice: Harnessing the Power of Counterintuition

Identity Economics: How Our Identities Shape Our Work, Wages, and Well-Being

Animal Spirits: How Human Psychology Drives the Economy, and Why it Matters for Global Capitalism*
Predictably Irrational: the Hidden Forces that Shape our Decisions*

The Irresistible Pull of Irrational Behaviour

Advances in Behavioural Economics

Behavioural Game Theory: Experiments in Strategic Interaction

Behavioural Economics and its Applications

Explaining Social Behaviour: More Nuts and Bolts for the Social Sciences

Ulysses and the Sirens: Studies in Rationality and Irrationality.

Toth C., Stokes G, Ellis L., Noble B., (1998). “Using Personality to Differentiate Between Holland’s
Occupational Groups” in the American Psychological Association Magazine on August 14, 1998.
Transactional Analysis - Eric Berne and Early Theory

Transactional Analysis - Recent Theory

Tuckman's Forming Storming Norming Performing Model

Tversky, A. and Kahneman, D. -“The Framing of Decisions and the Psychology of Choice”, 1981
Understanding Yourself and Others, An Introduction to Temperament - 2.0 by Linda V Berens

Was That Really Me?: How Everyday Stress Brings Out Our Hidden Personality by Naomi L. Quenk
What Type Am I? Discover Who You Really Are by Renee Baron

Wikepedia

William Moulton Marston's Disc Personality Theory (Inscape, Thomas Int., Etc)

Working Together: A Personality-Centered Approach to Management, Third Edition
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http://www.amazon.com/Predictably-Irrational-Hidden-Forces-Decisions/dp/006135323X?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Sway-Irresistible-Pull-Irrational-behaviour/dp/0385530609?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Advances-behavioural-Economics-Roundtable/dp/0691116822?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Advances-behavioural-Economics-Roundtable/dp/0691116822?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/behavioural-Game-Theory-Experiments-Interaction/dp/0691090394?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/behavioural-Game-Theory-Experiments-Interaction/dp/0691090394?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/behavioural-Economics-Applications-Peter-Diamond/dp/0691122849?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Explaining-Social-behaviour-Bolts-Sciences/dp/0521777445?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.amazon.com/Ulysses-Sirens-Rationality-Irrationality-Cambridge/dp/0521269849?ie=UTF8&tag=farnamstreet-20&link_code=btl&camp=213689&creative=392969
http://www.businessballs.com/transact.htm
http://www.businessballs.com/transactionalanalysis.htm
http://www.businessballs.com/tuckmanformingstormingnormingperforming.htm
http://www.amazon.com/Understanding-Yourself-Others-Introduction-Temperament/dp/0966462440/ref=cm_lmf_tit_1
http://www.amazon.com/Was-That-Really-Me-Personality/dp/0891061703/ref=cm_lmf_tit_10
http://www.amazon.com/What-Type-Discover-Who-Really/dp/014026941X/ref=cm_lmf_tit_7
http://www.businessballs.com/personalitystylesmodels.htm#DISC personality systems
http://www.amazon.com/Working-Together-Personality-Centered-Approach-Management/dp/1877808016/ref=cm_lmf_tit_11

