Workshop & Coaching
Revised Toolkit Selection

@SpringBiz
facebook.com/SpringCCRLtd

DRIVING PERFORMANCE

www.spring.uk.com/reading-list

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or transmitted, in any form or by any means, including photocopying or recording, without the prior
written permission of the copyright holder, Spring CCR Ltd & their sister company Coloured Square Ltd. You must not circulate this document or any part of it in any other binding or cover and you
must impose the same condition on any acquirer. In the case of misuse both copyright holders retain the right to recall their manuals/books/documentation and take any legal action we see
appropriate.

www.spring.uk.com

METHOD & TOOLS

BEHAVIOURS

SELF
LEADERSHIP &
MINDSETS

CONTENTS
Learning Logs

1-3

The Mind Platter – Wellness & Resilience – David Rock

4-7

Leaders Eat Last - Our Chemical Balance – Simon Sinek

8

Personal KPIs – Squeeze Your Time

9

Fixed Vs Growth Mindsets – Carol Dweck
Mindset Definitions & Choices with Identities

10
11-15

Communicating Feelings & Attitudes – Mehrabian

16

Turning Up The Radar – Observation skills

17

Thinking & Communication Styles

18-19

The Behavioural Dashboard

20

What I Know – Detective Sheet

21

The Change Formula – Bekhard & Harris

22

Clarity of Purpose

23

Designing a Bespoke Contact Strategy

24-25

The Structured Call Menu™

26-27

The Performance Potential Grid

28-29

GAMBITTS™

30-31

State of Play™ and NEWCI™

32-33

Question Menu

34

Actions & Contracting Forms

35-38

Reading List & Notes

39-43

LEARNING LOG
TOPIC

NOTES

1

ACTIONS

Ó Spring CCR Ltd 2010
www.spring.uk.com

LEARNING LOG
TOPIC

NOTES

2

ACTIONS

Ó Spring CCR Ltd 2010
www.spring.uk.com

LEARNING LOG
TOPIC

NOTES

3

ACTIONS

Ó Spring CCR Ltd 2010
www.spring.uk.com

SELF LEADERSHIP & MINDSETS
SECTION

Full free download available at www.mindplatter.com
The US government has revised the food pyramid - the diagram
that's been with us for decades that is supposed to remind
people how to eat well. The model needed a revision, and the
new version, called Choose my plate , is a big improvement.
However, there's a different epidemic happening out there
that's getting less attention, perhaps because it is less obvious
than the epidemic of obesity we're experiencing. We're entering
an era of an epidemic of overwhelm. A time when too many
people's mental well-being is being stretched through multitasking, fragmented attention and information overload.
The trouble is, we are short on simple, clear information about
good mental habits. Few people know about what it takes to
have optimum mental health, and the implications of being out
of balance. It is not taught in schools, or discussed in business.
The issue just isn't on the table. The result is that we stretch
ourselves in ways that may have even bigger implications than
an unhealthy physical diet.
The Healthy Mind Platter has seven essential mental
activities necessary for optimum mental health in daily life.
These seven daily activities make up the full set of ‘mental
nutrients' that your brain needs to function at it's best. By
engaging every day in each of these servings, you enable your
brain to coordinate and balance its activities, which strengthens
your brain's internal connections and your connections with
other people.
There's no specific recipe for a healthy mind, as each individual
is different, and our needs change over time too. The point is to
become aware of the full spectrum of essential mental
activities, and just like with essential nutrients, make sure that
at least every day we are nudging the right ingredients into our
mental diet, even for just a little time. Just like you wouldn't
eat only pizza every day for days on end, we shouldn't just live
on focus time and little sleep. Mental wellness is all about
giving your brain lots of opportunities to develop in different
ways.

In short, it is important to eat well, and we applaud the new healthy eating
plate. However as a society we are sorely lacking in good information about
what it takes to have a healthy mind. We hope that the healthy mind
platter creates an appetite for increasing awareness of what we put into
our minds too.
About the creators
The Healthy Mind Platter was created in collaboration by Dr. David Rock ,
executive director of the NeuroLeadership Institute and Dr. Daniel Siegel ,
executive director of the Mindsight Institute and clinical professor at the
UCLA School of Medicine.
As well as running their own educational programs, Dr. Rock and Dr. Siegel
are also both involved with The Blue School , which is building a new
approach to education, in downtown NYC.

A fun use of this idea is to map out an average day and see
what percentage of your time you spend in each area. Like a
balanced diet, there are many combinations that can work
well.

Used with the permission of David Rock
– since 2013
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Full free download available at www.mindplatter.com

Used with the permission of David Rock
– since 2013
5

www.spring.uk.com

WELLNESS & RESILIENCE
Marks Out Of 10
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Physical
Time

Focus
Time

/10

/10

/10

Time In

Connecting
Time

/10

/10

Down
Time

Play
Time

/10

/10

Used with the permission of David Rock
– since 2013
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WELLNESS & RESILIENCE

ADJUSTMENTS I NEED TO MAKE
Sleep

Physical Time

Focus Time

Connecting Time

Play Time

Down Time

Time In
Used with the permission of David Rock
– since 2013
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LEADERS EAT LAST

CIRCLE OF
SAFETY

Belonging
“The world around us is filled with danger – both real & perceived. The urgency to
meet expectations, the strain of capacity & other external pressures all contribute to
the constant threats that a business faces. These dangers are constant. They are
never going away and that will never change.
There are dangerous forces inside our organisations too. Job losses, politics,
intimidation, humiliation, isolation, feeling stupid or useless & rejection are all
stresses we try to avoid inside the organisation.
A goal of leadership is to set a culture free from danger from each other by giving
people a sense of belonging. By giving them the power to make decisions. By
offering trust and empathy. By creating a Circle of Safety.
A Circle of Safety reduces the threats people feel inside the group, which frees
them up to focus more time & energy on protecting the organisation from external
threats.
Only when we are in a Circle of Safety will we pull together as a unified team”

THE CHEMICAL COCKTAIL
Selfish Chemicals
ENDORPHINS

DOPAMINE

Selfless Chemicals
SEROTONIN

OXYTOCIN

The Runner’s High

An Incentive For Progress

Leadership Chemical

Chemical Love

•Masks Physical Pain
•Physical Endurance
•Exercise
•Manual Labour
•Laughing

•Progress & Completion
•Achieving Goals
•Highly Addictive
CAUTION…
•Nicotine, Alcohol,
Gambling, Drugs
•Emails, Texts, Social
Media
•Cheating

•Pride
•Respect
•Confidence
•Approval
•Accomplishment
•Recognition

•Friendship
•Deep Trust
•Warm & Fuzzy
•Human Connection
•Watching Backs
•Empathy
•Social
•Long Term

CORTISOL
This is fired off when we sense
threat. The stress it has on our
bodies is serious. It also starts
seeping through our veins if we
fear we’re not going to make the
numbers this year & layoffs are
round the corner: if people are
disengaged; if we don’t feel the
circle of safety. Cortisol also
inhibits oxytocin. This can literally
make us ill.
Inspired by & credit to: Leaders Eat Last – Simon Sinek
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MY PERSONAL KPI’S – FROM SQUEEZE YOUR TIME BOOK
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Made publicly available
from Mindset – Carol
Dweck
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Mindsets
“A habitual or characteristic mental attitude that determines how you
will interpret & respond to situations.”
wordnetweb.princeton.edu
“A mindset is simply the way you set your mind to look at things. Tell
your mind to look at things one way & it will notice, find & imagine a
whole host of evidence & reasons to support that perception”
“All the strategies designed to get breakthrough results will founder
when faced with a strongly held limiting mindset.”
John O’Keefe, ‘Business Beyond The Box’ 1998

That’s how we
do things here
Keep on
searching for
new ways

Inputs
Outputs

Sure & steady
growth is best

Ó Spring CCR Ltd 2010
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Accept

Think
things
through
well

Question

Treat this
seriously

Let’s get
on with it
- JFDI

Have some fun &
enjoy yourself

Customer

I’m going to
double my sales
this quarter
11

Shareholder

Mindset Choices

Ó Spring CCR Ltd 2010
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Mindset Shifts ‘Building the conscious ability to flex between each’

A frustation is that you can’t really affect Sell-Through

Sell-Through is one of my highest priorities

Build the business from new collections

Build the business from our customer buying histories &
depth of collections

Learn about their current business priorities

Show them our new collections

3-5 Face to Face Calls per day

10-15 Customer ‘Visits’ per day

Big customer c.4 visits p.a Small customer x2 p.a

My frequency of visits & customer contact vary a lot

Think hard about what to ask & how to advise

Get the customer doing the thinking & then really pay
attention

All my customers could be target or key, they all have
potential

I need to make a judgement on who has the most and
least potential, then prioritise

I have a unique insight & opportunity to help them look
at their business in a fresh way

It’s not my job to tell them how to run their business

It’s not my job to tell them how to run their business

The best business development professionals are trusted &
have a high permission space

Get them thinking, follow up on some analysis, increase
their sell through, make their life easier

Catch-up, present new collections, tidy up, any issues

Customers are short on time to spend with me

Customers spend as long as they want on things they value

Customers get excited about our brands’ new collections

Customers get excited about finding lines within our
collections that match what they want

Customer First, then Product

It’s easier Zoffany to Harlequin than H to Z

Visit Goals

Agenda items / To Do List

www.spring.uk.com
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Mindset Shifts ‘Building the conscious ability to flex between each’

It allows me to work closer with my customers &
understand their business better – so they might buy
more

Bring all the brands together & customers will buy less

More than double the product, with 25% less travel –
help, how will I cope?

This is a new way of working – time to be brave &
experiment

This won’t work – customers are used to having their
own Area Manager for each brand

This improves the customer experience and it’s far better
to work on the total ‘buy’ all together

I’m committed to all of our brands & want to personally
shape this change

Cut me and I bleed [insert brand!] – the other brands
are my competition

Do a Range Presentation

Do a Business Audit

Our customers are designers & creatives – ask
permission to talk figures

If we help our customers improve their business, then
they’ll have more freedom to be creative

Have a contact strategy & journey plan based on facts &
figures

Intuitively know my customer base & visit on that basis

Take as many samples as I can carry + more in the car
just in case – I won’t see them again for months

Today, I’ll just take a pad, a pen & my diary

Know product, design & colour trends

SWOT/ PESTEL / Industry, Competitor & Buying Trends

Match, pace & lead the customer

Match the customer

My customers tell me what they want

I understand their business so well, they ask me to
advise them

Differentiate & prioritise – Can’t sacrifice the great
customers by putting too much into the average ones

Make sure I keep everyone happy – be fair and equal in
my journey planning

www.spring.uk.com

14
ã Coloured Square Ltd 2009
The Mindset Process from Squeeze Your Time by Mark Dando & Doug Richardson

Identity Shifts ‘Building the conscious ability to flex between each’

Business & Relationship Expert

Brand & Product Expert

Friend & Sympathiser

Challenger & Coach

Area Manager & Thinking Partner

Presenter & Order Taker

Mentor

Brand Representative

Chatty Helper

Credible Advisor

Product Supplier

Growth Catalyst

Big Person

Small Person

Pitch Presenter

Design Expert

Brand Ambassador

Sounding Board

Candid Guide

Style Library Promoter

www.spring.uk.com
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BEHAVIOURS SECTION

Communicating feelings & attitudes
7%

Words

The actual words used & how many

38%

Music

The way they’re spoken:
Tone, Pitch, Pace,
Volume

55% Dance Facial Expression,
Eyes, posture,
body language,
energy, skin colour
& tone
Ó Spring CCR Ltd 2009 (After Albert Mehrabian, 1972)
www.spring.uk.com
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TURNING UP THE RADAR
SPECIFICALLY – WHAT DO YOU SEE THEM DOING & HEAR THEM SAYING – AND HOW?
7%

Words

38%

Music

55%

Dance

© Spring CCR Ltd 2015
www.spring.uk.com
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Thinking & Communication Styles
Promoters

Supporters

“Get talking & energising”

“Care about others & listen”

Enthusiastic, high energy, outgoing, sociable &
imaginative. Optimistic & animated. Minimal
details or follow-up, like the bigger picture. Don’t
do paperwork. Get bored quickly.

Expressive, warm & sympathetic. Good at listening
and easy to be with. Considerate of others’
feelings and avoid conflict. People-people. Share
emotions easily.

Extremes: Show-off, inconsistent, lack substance,
exaggerate, aimless
They don’t like: Being ignored or suppressed
They do like: Recognition, status, action, fun

Extremes: Walk over, can’t stay no, lightweight,
too sensitive, emotional
They don’t like: Being dominated, pushed
around
They do like: Relationships, team, agreement

Controllers

Analysts

“Take Charge & get going”

“Think it through then plan”

Achievement & task focused. Direct and to the
point. Demanding & authoritative wanting to get
the job done. Like an action plan & sticking to
timelines. They are purposeful, competitive, fast
paced & strong willed.

Thoughtful & detailed. Like facts & figures.
Systematic, planned, considered & reflective. Like
to assess & scrutinise thoroughly. Logical, factual
& deliberate – can be perfectionists

Extremes: Impatient, domineering, aggressive,
forget the people involved
They don’t like: Waffle & small talk
They do like: Results, efficiency, power

Extremes: Slow, process driven, nit-picking,
inflexible, unemotional, critical, aloof
They don’t like: Vagueness & exaggeration
They do like: Logic, objectivity, information

Ó Spring CCR Ltd 2009 (after Merrill and Reid, & The Ned Hermann Group)
www.spring.uk.com

18

Thinking & Communication Styles

WORDS
7%

MUSIC
38%

DANCE
55%

PROMOTERS

CONTROLLERS

SUPPORTERS

ANALYSTS

Fab, amazing,
great, superb, wow,
love it, fantastic.

Now, no,
unacceptable,
enough, achieve,
results, move on.

Ah, bless, lovely,
nice, how are you?
can you do me a
favour please.

How, why,
interesting, tell me
more, evidence,
facts

100 words when 10
would do.

10 words when 100
are needed.

Few words until
they’re listened to.

Lots of words or
hardly any.

Loud, lyrical, often
fast paced, lots of
variation in tone &
volume.

Strong, deeper
pitch, often medium
paced, direct,
talking like a text or
in bullets.

Quiet, often slow
paced, gentle, soft,
higher pitch, mmm’s
& ahhh’s

Can be monotone,
slow or fast rarely
medium, flat,
pauses between
sentences.

Up & moving about,
smiling, laughing,
exaggerated hand
gestures, taking up
a lot of space.

Straight, balanced,
shoulders back,
vertical hands,
pointing. Little facial
expression, frowns.

Sat down, side by
side, head on one
side, eye contact,
raised eyebrows,
encouraging nods,
tactile.

Less eye contact,
hand on chin,
looking away to
think, making
notes, scratching
head, little overall
movement

Ó Spring CCR Ltd 2009 (after Merrill and Reid, & The Ned Hermann Group)
www.spring.uk.com
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Behavioural Dashboard

Decisive
Decisive

Sociable

Warm

Thoughtful

Fun

Tough

Considerate

Integrity

Enthusiastic

Confident

Humble

Detailed

Which qualities do you need to dial up or down to get the outcome you want?
Set process goals to help you achieve this.
EG. For Toughness – Frown 3 times, disagree & talk in sentences of less than 10 words.

Ó Spring CCR Ltd 2015
www.spring.uk.com
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WHAT I KNOW

And perhaps don’t know yet…
Person
What’s important to them?
Competition
Mastery & Personal Growth

Career Progression
Enjoying their work
Being In Control

✓

Circle which 2 colours describe them
best?
Enthusiastic
High Energy
Outgoing
Show Off
All About Me

Expressive
Warm
Sympathetic
Emotional
People – People

Achievements
Tasks
Direct
Competitive
Impatient

Thoughtful
Detailed
Considered
Reflective
Critical

Career history:

Family:

Hobbies:

Car:

Clothes:

Responsibility
Projects
Performance & Productivity

People & Team
Governance
Status
Freedom & Autonomy
Getting into the detail
The bigger picture
The things I’d hear them saying:

www.spring.uk.com

On A Scale Of 0 – 6, Their Behavioural Dashboard Is…(6 is high)
Enthusiastic

0

1

2

3

4

5

6

Fun

0

1

2

3

4

5

6

Sociable

0

1

2

3

4

5

6

Confident

0

1

2

3

4

5

6

Tough

0

1

2

3

4

5

6

Decisive

0

1

2

3

4

5

6

Humble

0

1

2

3

4

5

6

Considerate

0

1

2

3

4

5

6

Warm

0

1

2

3

4

5

6

Detailed

0

1

2

3

4

5

6

Integrity

0

1

2

3

4

5

6

Thoughtful

0

1

2

3

4

5

6
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CHANGE FORMULA
Bekhard & Harris et al 1987

C = [D x V x C1 x C2 x FS] > R

The
Change
that will
occur

=

Dissatisfaction
with current
situation
(Mindsets)

X

Desirability
of vision or
end state

X

Capability
to change

X

Capacity

X

First
practical
step

>

Resistance
to change

Note: The key here is that each element multiplies – therefore you need the highest rating possible
at each of them to get the result you want.
•
•
•
•
•
•

How strong is the vision of the change you want? How can you step it up?
Is there enough dissatisfaction with the current situation? How can you increase dissatisfaction?
How desirable is the end state to the team and how do you make it more so?
Is the capability high enough & what do you need to do to get it higher?
Is the current capacity & available resource enough – what needs to happen?
What first practical steps have been taken or could be taken?

© Spring CCR Ltd 2011
www.spring.uk.com
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CLARITY OF PURPOSE = CLARITY OF DECISION MAKING = EFFECTIVENESS
We all have so much to do on our daily task lists that the skill of prioritising becomes vital. Knowing where to put
your time and energy helps you confidently invest yourself in the right work and the right relationships – so that
you, your team and your organisation benefit.
If you can easily summarise why your role even exists and what you’re there to deliver, then you can make far
stronger decisions about everything. It’s like using Logical Levels – especially the Purpose, Identity & Mindsets.
Simon Sinek in his book ‘Start with Why’ takes a similar view.
• Why does this company employ a [insert your job title]?

The 5-7 Key Responsibilities this role covers, that mean it adds value to the company?
•
•
•
•
•
•
•
Pull all the above into 2 or 3 sentences – Why am I really here doing this job? 30 words maximum:

23
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DESIGNING A BESPOKE CONTACT STRATEGY
‘CONTACT TYPE’ EXAMPLES
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Phone
Email
Text
Whatsapp
Linkedin
Twitter
Instagram
Letter
Handwritten card
Magazine
Newspaper
Online article
Sales reports
Business Plans
Face to face on their premises
Showroom Meetings
Roadshows at a central location
Joint Events a la Specialist Days
Message passed through another

‘VISIT STYLE EXAMPLES’
• 5 min spontaneous phone call, 10 min
drop in, 25 min planned phone call, 45
min presentation, 60 min lunch, 2 hour
meeting with follow-up
• Build the relationship & build credibility
• Understand their business plans
• Talk design trends & industry news
• Stretch & challenge their thinking
• Traditional, careful, play it safe
• Quick Coffee – with/without samples
• Deep analysis of their sales
• Light touch look at their sales
• Forecasting the year ahead
• Planned visit
• Unannounced visit while passing by
• Close the deal & win the business
• Anti-sell and avoid ‘closing’
• Take things up a gear
• Lunch for some headspace
• Present new collections

• REASONS TO BE IN TOUCH…
• “Saw this and thought of you”
• “What are your top priorities this season;
& with each of them, what do you want?”
• “I think this will help with your current
project/issues/plans/situation”
• ”This made me laugh – you’ll love it!”
• “How have you got on with x?”
• “Here’s our best sellers to help you
decide”
• “I was talking to Sally the other day & I
think the two of you would not only hit it
off, but also be able to help each other.”
• “Try subscribing to this blog – it’s right up
your street”
• “I’d value your input with this.”
• “Congratulations”
• “It’s been a while since we last spoke &
there’s lots to catch up on”
• “Let’s get clear in advance of meeting…”

Things to consider when designing a Bespoke Contact Strategy:
Size of the Customer and % of your business they hold (£’s)
Performance of the Customer (Rate of Growth/Decline)
Potential of the Customer (Growth/Brand representation/Their Mindset)
The Personal Behavioural Style of Customer (Colours & Behavioural Dashboard)
Time you allocate for different Contact Types (Time on the road/Time on the phone/Other types)

Ó Spring CCR Ltd 2009
www.spring.uk.com
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DESIGNING A BESPOKE CONTACT STRATEGY
SKETCHING OUT IDEAS
MONTH

Customer:

Customer:

January
February
March
April
May
June
July
August
September
October
November
December

Ó Spring CCR Ltd 2009
www.spring.uk.com
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STRUCTURED CALL MENU™

PLANNING
PRE-CALL CHECK

Get Them Talking
Top Line Probing

INTRODUCTION
STATE OF PLAY

Identify Priorities

Registered Design No. 4012276

Tell

Teach

DOWN TO BUSINESS

Sell

TIME OUT

Coach

Get The Goals

OBSERVE

PIN DOWN
CONTRACTING
POST-CALL CHECK

www.spring.uk.com
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STRUCTURED CALL MENU™
PLANNING

PRE-CALL CHECK

Introducing questions & thoughts to help me identify which people to connect with & when, depending on
behaviours & time required from me. Identifying objectives for the meeting or interaction (rather than agenda
items) & getting clear about what’s going to be important this time. Deciding on time to spend.
Stopping before I start, to get clear again on my goals, my focus areas & my behavioural approach, in order that I
don’t begin on ‘autopilot’ and instead, deliver an efficient & effective meeting/interaction.

INTRODUCTION

I do this to set the tone I want for the interaction & to sense where the individual is at. I may immediately modify
my approach, depending on what I notice. We ‘contract’ about the purpose, how long & how we’ll work.

STATE OF PLAY™

This clearly defined & crucial step enables me to get fully connected with the individual & current context. I listen
out for their mindsets & possible impacts on their situation. I get their sense of priorities & goals. I look for
opportunities to leverage their levels of drive & motivation to deliver the goals we agree.

OBSERVE

What and who am I observing… and why? I maintain a ‘Roving Focus’. I probably take notes which enable
detailed factual feedback. What am I noticing that tells me how this operation & team are being led & managed?

TIME OUT ™

This is the step that gives me real added value. It’s when I take a few moments to step back & think about what
I’ve heard and seen so far. Based on that, I re-focus & get clear about my strategy for the rest of the interaction. I
then ‘get back in’ to do that. It’s also where I may interrupt what’s happening, so I can help the individual be more
effective right now - here I need to choose whether Coach-Sell-Teach or Tell will get me the best result.

DOWN TO BUSINESS

I conduct a 1-to-1 with the individual to work on a particular issue or opportunity we’ve noticed today or already
planned to work on – it’s when we get into something meaty. If that’s not appropriate, we just summarise all the
outputs so far – in doing this, I make sure I balance short term fix & long term development.

PIN DOWN

Using a standard actions document, I select the ‘me’ I need, to ensure I’ve achieved complete clarity regarding
actions, who’s responsible for making them happen & specific timings. I make sure we both have a record.

CONTRACT

This is where I ‘seal the deal’ regarding those actions. I make sure each of us are clear about what (if anything)
we need from each other to make sure those actions happen. This gives me confidence that the actions we have
agreed will be completed & it also gives me more leverage if I need it later.

POST-CALL CHECK

www.spring.uk.com

Before I go onto the next meeting or interaction, I quickly review my Pre-Call Check plan to evaluate what I did,
what happened & my effectiveness. I identify my follow up plan & where to focus my attention next time. I
complete any admin or phone calls relating to the what we just covered & move on.
27
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PERFORMANCE-POTENTIAL GRID

BACKBONE

STARS

High Performers, Limited
Potential

High Performers, High
Potential

Keep Them Happy

Stretch & Challenge

Clearly agreed goals &
action plans

Very high expectations

PERFORMANCE

Build goodwill

Stretch goals

Low time investment

Close & Personalised
Contact

PROBLEM

POTENTIALS

Under Performers, Low
Potential

Under Performers, High
Potential

Take Immediate Action

Nurture & Build

Do what’s needed to quickly
move them out of the box

Seek to understand – invest
quality time
Guide & coach

0

Build the relationship

0

www.spring.uk.com

POTENTIAL
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BACKBONE

STARS

PROBLEM

POTENTIAL

0

PERFORMANCE

10

PERFORMANCE-POTENTIAL GRID

0
www.spring.uk.com

POTENTIAL
29
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GAMBITTS™ - PRE & POST CALL CHECK

www.spring.uk.com
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Strategy – Ploy – Manoeuvre – Scheme

GAMBITTS™

G

What do I want?
(Not ‘what do I need to do?’

A

What do I know about them?
(E.g. KPIs, Colours, Mindsets, Values, PP Grid)

M

How is my mind set?
(What might be more useful to achieve what I want?)

B
I

GOAL

AUDIENCE

MINDSETS

BEHAVIOURS
Based on that, what behaviours might I use?
(e.g. Colours, CHEFWIT, 5E’s, Voice, Pace, Energy
etc.)

IDENTITY
Which roles shall I play to get what I want?
(Which me?)

T

What topics do I want to cover?
(And what are the real priorities?)

T

How long do I want to be?
(And how do I make that happen?

S

What do I need with me?
(E.g. Tools, Materials, Data, Previous Actions)

www.spring.uk.com

TOPICS

TIME

STUFF
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STATE OF PLAY™

Get Them Talking

How’s it going?

Top Line Probing

Tell me more about …

Registered Design No. 4017859

Identify Priorities

Based on that, what are your top 3
priorities?

Get The Goals

Take the first priority… what do you
want?
… And if you get that, what will that
do for you?

REPEAT BACK WHAT YOU’RE HEARING, USING THEIR WORDS THROUGHOUT

www.spring.uk.com
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NEWCI ®
Registered Design No. 4018981

N

E

W

C

I

NEED

EXPECT

WANT

COULD

IMPOSSIBLE

How much do
you need to be
on target?

Where do you
expect to be?

Where do you
want to be?

If you really
pulled out all the
stops, what
could you do?

Beyond that,
what would be
really
impossible?

And what would
that do for you?

It’s ok… I’m not
going to hold
you to this?

So if that was the
target what
would you have
to do?

www.spring.uk.com
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Question Menu
The following set of questions, can all be used at different times as specific tools in communication. Notice which
ones you use and when - as they all generate very specific types of responses.

Leading:

Where
the desired answer is
within the question…

Prioritising: So if you had to summarise that in

So when will you try
that first? So you like
that then, do you?
That’s a brilliant idea
isn’t it? You would
agree that’s the best
option?

ten words?...What would the top 3 points be?...How
would you prioritise those?... On a scale of 1-10?

Ó Spring CCR Ltd 2009
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Chunking Up:

(to find
out values & motivators)

Chunking Down:

What do you want? What is
important to you about
[that]? If you get that, what
will that do for you?... And if
you get [that], what will that
do for you?
What’s the purpose of [that]
for you?

Specifically what do you
mean by that?
Would you give me an
example of that please…
Tell me exactly…

get into the detail)
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Actions & Contracting
ACTIONS – CLEARLY AGREE THEM

The actions captured

The owner

The deadline

Be really specific. Possibly break an
action down into several smaller
actions. Ideally the person who’s
action it is writes it down or types into
their device. Prioritise & only agree to
what you really want to get done –
otherwise drop it

Always allocate actions to
specific people. You
need to be clear on who
is responsible and/or
accountable for what

Go for dates & specific times.
Do not accept:
- Immediately
- ASAP
- Ongoing
- Week Commencing

CONTRACTING – SEAL THE DEAL
Issues, Obstacles, Excuses
This is intended to increase
commitment by getting people to
think about what barriers might stop
them from achieving the action. It
might mean you re-prioritise or drop
the action because it highlights a lack
of commitment or relevance. Or you
have to contract tighter!

Ó Spring CCR Ltd 2014
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Your part

Their part

What do you need from
me?

This is what I need from you…
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Actions & Contracting
ACTIONS – CLEARLY AGREE THEM

CONTRACTING – SEAL THE DEAL
Issues, Obstacles, Excuses
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Your part
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Their part

Actions & Contracting
ACTIONS – CLEARLY AGREE THEM

CONTRACTING – SEAL THE DEAL
Issues, Obstacles, Excuses
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Your part
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Their part

Actions & Contracting
ACTIONS – CLEARLY AGREE THEM

CONTRACTING – SEAL THE DEAL
Issues, Obstacles, Excuses
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Your part
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Their part

READING LIST SELECTION – for the full list: www.spring.uk.com/reading-list
First Know What You Want – Andrew Halfacre
Screw Work Let’s Play – John Williams.
The Power of Habit – why we do what we do & how to change - Charles Duhigg
The Dip – A little book that teaches you when to quit (and when to stick) – Seth Godin
The Journey – Debra Searle
Squeeze Your Time – Mark Dando & Doug Richardson
More Balls Than Most – Juggle your way to success – Lara Morgan
Getting More – You’re always negotiating – Stuart Diamond
Strength Finder 2.0 – Tom Rath
Drive – Dan Pink
How to win every argument – The use & abuse of logic – Madsen Pirie
David & Goliath – Underdogs, Misfits & The Art of Battling Giants – Malcolm Gladwell
Tough Choices - Carly Fiorina
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