53trategieso
HelptheTypeProfessional
ClarifyClientType

by
VickyJoVarner

Iffitthasn’tthappenediolyou@lready,litiwill.[ TheMBTI®Feports@nelthing,but
thelclientfsmnsure.Thelcodeldoesn’tit(perfectly.Andbymowyou’relboth
confused.Maybelyou’restuckinfparalysis@nalysis’Wwithholendlnsightfor
revealinglyour(client’sbest(fit.[OrperhapsltSeemsikeyou’veldugyourselflnto
alhole@ndreverythingyousayoridojustldigsiyoulinideeper.Don’tyoulhatehat
helpless(feeling?

Followinglis@adistiofstrategies@andSupplementalinaterialsidesignediolpopyou
outlofthatthole@ndevealthepersonalityfypelcodethatlbestSuitsiyouriclient.

Oneloralcombinationoftheselstrategiesshould@nsurelyour@bilityfolcorrectly
identifyabestfittypelcode.

Strategy@#1—UselGoodDescriptions

Remember,iheMBTIls@ccurate75%ofhetimeatbest™, Solit’s[quitematural
thatleven(theleastSkepticalclientimaylgquestiontheirabulatedresult.(Keepln
mindhat,ethically,[onemeveriells@clientivhattheiriypels—it’smotevena
goodlideatosuggest@aiypeforithem.(Studies SshowthatclientstendioSskew
theirlchoices@olmatchihefypelcodeoftheirfype@dministrator!Certainlyive
don’tiwant(clientsi€hoosingiheirfownbestfitdypetolpleasels, molmatterthow
flatteringhatimaySeem.)Biasls@lways@nobstaclefol@accuratelypeSelection—
whetherhegativelorpositive!

Thelbeststrategyforiovercomingthatichallengelisfoprovidelyourlclientiwith
wellDOwrittenmaterials@and@rantihem$pacefofigurelitioutontheirownising
alSelfOdiscoveryprocess.Theffinestiypeldescriptionsive’vel@comel@acrossarelin
UnderstandingYourselfland(Others:DescriptionsforSelfCDiscoverybylinda
Berens@ndDariolNardi.[Theselportraits@reSuperioribecause:

ThelauthorslnterviewedTealpeopleliniorderiocreatedhecomposite
portraits.[{(Thismeansthedescriptionsaren’tthypothetical,butbased
on(realllife(peoplelintheirowniwvords.)
Theldescriptions@areoffered3 Wways:

1. abriefffsnapshot”

2. howweSeelthatliype

3. howthatiypelSeeslitself

(Thisdframework[provides@a360°wiewofleachofihel6dypes.)

Ourlexperiencelisthatlclientsrelateofheseportraitsibetterthan@anyother
descriptionsive’velcomefacross.This@lonelgreatlylncreasesithelikelihoodof
theirdecidingon@abestfit!



Strategy#2—Avoid®PartsTalk

Sometimes(thelclientfeelsdimitedbytheiriypelcode,@speciallyif(itfis
presentedohem@sfalphabet3Soup.”Whatdimeanbyihatlsfoomuch
emphasisontheldichotomies—telling@clienthey@reSs”orNs”or{Thinkers”
orlfFeelers”—couldprovoke(resistance.Thelclientimaylinstinctivelyrecognize
thatthisframeworkdisownsvaluablelpartsioftheirSelf.dtlsmorehelpful o
emphasizehat a//[thefunctions@representinouripersonality,andivenerely
favorsomeoverothers.(That’siwhy@hey’relcalled preferences.)dnfact,there
areBiprocesses’Wwelallaccessto@@greateroriesseridegree.Todearninore
aboutpersonalityypeslincorporatingall8dynamicprocesseslinihe
descriptions,wefecommend UnderstandingYourselfland©Others:[An
IntroductionitothePersonality(TypeCodebylindaBerens@andDarioNardi.[The
descriptionsicontainedthereldescribeltheXoleeachoftheBprocessesplays
withineachofihel16personalityfypes.Byacknowledgingallofiheir(processes,
alclientimayfeeliorelpositive@boutiheiricodechoice@andpromoted@sa
wholeperson.[Andthisfeeling€anlinturniieadyourcliento@ibetterfit.

Strategy[3—ConsultTemperament

Ifiyouriclientlsstrugglingofigureoutiheirfunctionipairs{S/N,T/F),lthelps
tolhavethemlcrossOreferencewith(Temperament.[Temperamentlisbasedon@n
ancientimodel@fpersonality@ypethatlincidentallytmapsioihesamefourlletter
typelcodedheMBTIprovides.

It’sivorthdlearningtheTemperamentimodel@horoughlybecauseltibringsa
richnessomnderstandingiype,butlyoultan@lwayscutcorners@andsimplythave
thelclientreadhe2 OpageTemperamentidescriptionsin Understanding
Yourselfland©thers:[AnlintroductiontoTemperament(2.0bylindaBerens.[This
strategyhelpsiclarifythequestionfromaibroaderscope@andietsihelclient
guidelyoutohelettersthatbestBuitithem.{(Thebackoftheirdbookcontainsa
key{hatinapsthefour(Temperamentsioypelcodes.)lChoosingonelofihese
Temperamentswillclarifyatdeast(2 ettersfnyourclient’stypelcode.

Strateqy@#4—Consultlnteraction$tyles

Ifiyouriclientthasdifficultysettlinglonanyofthe@ttitudes{l/E,J/P),havethem
crossOreferenceWwithlnteraction(Styles.(Thislis@modelbasedonthetheoryof
“SocialStyles,”andwasdevelopedispecificallyiol@omplementiype.dt’s@fun
andeasytoOuselmodelhatslices@nddicesypelin@mMiniqueiay—and@ven
helpsdefeatimanyoutdatedStereotypesihatofteniget@ssociatedwithhese
outermostietters.Asbefore,lt’sworthwhile@odearnihisimodelforitsown
value,butlyoulcanSimplyhavelthelclientfeadihe2 Opageldescriptionsiin
UnderstandingYourselflandOthers:[Anintroductionitollnteraction(Stylesby
LindaBerens.[Thisthelpsihelclientldiscovertheiribestfitfrom@abroaderscope
andrhelpsyoulguidethemoihelcodefhatfitsbest.(Thebackofthisbook
contains@keyhatapsthefourlinteractionstylesfohefypelcodes.)Selecting
oneofthesestyleswill@larifyatdeast2 detterslinyourlclient’sfypelcode.

Strategy@#5—DelvedntoFacets

TheMBTIStepdl® bringsiwithlit@mwholehewSetofchallenges. Afterall, fit
features@0variablesol@ontendwithlinstead [0f(8.[AlwaysfemembertheStepdl
isiscorediwice—firstforihelgeneralpersonalityfypecode,@and@BSecond@ime




forithefacets.dfthese@odesidomotimatch,you@andtheltlientmustFeconcile
theldifferencesioldeterminewhichypesuitsihemibest.

Foriclarifyinghe(first@ypecodeltesult,iwepointyoultoourprevious®
strategiesforideriving@bestfiticode. Thatleavesihefacets, whichcanibe
confusingl@ndoverwhelmingioldealwith.Welike@oprovideclientsivithhe
workbook FacetsiofiTypelbyMargarettandGaryHartzler,iwhichlincludes
activitiesdolhelpyourclientlexploreiheirpreferencesthroughihefacetliens
andldelvelmoreldeeplylintoiwhatimakestheir(personalitylinique.ITolgetthe
mostoutofiheStepdiexperience,fit'sworthwhilefolhaveihelclientselfCselect
andvalidateeachofthe205ubCscaleslindependently,the3amewaymostofus
aretaughtioldowith@heloriginal@ichotomies.OThislinOdepth@xplorationteads
tolaichermnderstandingand@appreciationofthelclient'sniquelbehaviors.

Summary

When@ncientimarinersheededioldeterminefheirdocation@tSea,theylised@
methodcalledftriangulation.”SimplyfindingtheNorthStariwasmhoteénough—
theymsediwoladditionallcompasspointsolestablish@heirprecisedocation.One
pointfonlitsfownwasnreliable.

Personalitydypelissimilar.[Alloo@ften(peopletely@nonelfstar’—usuallyIMBTI
results—toldetermine@abestfitdypelcode. Theydomhotakelintolaccountihat
theMBTI@ndsimilarinstrumentsarefardfromfoolproof.

Whenwelexplorelypefromimorethan@nel@ngle,Wwelincreaseihelikelihoodof
getting@bestfit.Wsingdriangulation,Wwelpinpointouripositionwith@reater
accuracybydefiningmultiplereferencelpoints.Triangulation@lsothelpspeople
discover@aspectsofithemselvesdifferentlyihrough@achimodel.lUsingthe
InteractionStylesimodellin[@onjunctionwiththe(Temperamentinodelds@a
provenmethodforderivingallfourdettersofihepersonalityfypelcode
independentofitheMBTI@ssessment.SoMisingthesefoolsiogetherearly
guaranteesyourichancesofigettinghelcodeTight!

Welhopeltheselfivestrategiesprovesuccessfulforiyoufohelpguideyourlclient
totheirtbestCfitiype.df(youlhave@nyguestions, feelfreefocontactms at
info@Typelnsights.com.

Happyyping!
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* Manual:[AGuidetotheDevelopment@andlseofitheMyersBriggsTypeindicator®,1985,ConsultingPsychologists
Press,nc.(Page(209
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