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OBJECTIVES

Learn/review the basics of St 1™ type

Understand the relationshi» vetween
Step | and Step Il type

Read your own resuns

Understand the Step Il facets



TODAY’S AGENDA

MBTI® Step |" results
MBTI Step Il results

How to read your repc(

Understanding th«: f=.cets
Putting it all togeter

Reflecting on your results



MBTI® STEP II" RESULTS

Show the distinctive ways you express
your MBTI Step | type

Help clarify unclear preferen--s

Suggest ways to use all rans of
your personality

Help you better uraa.stand others
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ACTIVITY

INTRODUCING THE FACETS

Arrange yourselves this way

T AC1 ITATOR /

RIGHT

PN
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RELATIONSHIP BETWEEN STEP ™

PREFERENCES AND STEP 11" FACETS

oo

EXTRAVERSION

INTROVERSION

Initiating
Expressive
Gregarious

Active
Enthusiastic

o

THINKING

Receiving
Contained
Intimate
Reflective
Quiet

o g?@

FEEL

<
Q

¢
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INTUITION

Concrete
Realistic
Practical

Experiential
Traditional

o

JUDGING

CrEnsinG
Ny

Abstract
Imaginative
Conceptual
Theoretical
Original

N4

PERCEIVING

Logical
Reasonable
Questioning

Critical

Tough

Empathetic
Compassionate
Accommodating
Accepting
Tender

Systematic
Planful

Early Starting
Scheduled
Methodical

Casual
Open-Ended
Pressure-Prompted
Spontaneous
Emergent

itation,
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INITIATING OUT-OF-PREFERENCE

EXTRAVERSION

Directing energy toward the outer world
of people and objects

VERSION

cting energy toward the inner world

experience and ideas

OUT-OF-PREFERENCE MIDZONE IN-PREFERENCE
INITIATING RECEIVING
Sociable, congenial, L Reserved, low-key,
introduce people are introduced
5 4 3 @ 0 1 3 4 5

Ways to connect with others Play the social initiator role when Are comfortable initiating in a small group or
INITIATING circumstances require it. when the people are interesting to you.
out-of-preference Focus on putting others at ease with each Take the lead when you know people in the

other and with you.

group.
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mbti.
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LEVEL AND KIND OF £A
ENERGY e

ENTHUSIASTIC . @ QUIET
O
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THE FIVE E-I FACETS TOGETHER DO Eb}
NOT EQUAL THE E-| PREFERENCE PAIR o

@ EXPRESSIVE-
CONTAINED
GREGARIOUS-— EXTRAVERSION-

INTIMATE
INTROVERSION
PREFERENCE PAIR
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APPROACH TO £

TRADITIONS ot

TRADITIONAL

. 6®ORIGINAL

2

m Introducing MBTI® Step I/™ Results. Copyright 2004, 2016 by CPP, Inc. All rights reserved. If you have duly purchased this slide deck from CPP, then CPP grants you limited permission to reproduce and distribute this work for your purposes. Reproduction or distribution for 48
- any other use, including (without limitation) resale, licensing for profit, or other i itation, is strictly prohibi Except for certain portions of this work which CPP has specifically designated as editable, you may not alter or modify this work. Myers-Briggs Type
=P ndicator, Myers-Briggs, MBTI, Step |, Step I, and the MBTI logo are or registered ks of The Myers & Briggs Foundation in the United States and other countries. The CPP logo is a k or regi: d of CPP, Inc., in the United States

and other countries.



ACTIVITY

IDENTIFYING YOUR STEP 11" NAME

YOUR STEP II™
INDIVIDUALIZED TYPE

Enthusiastic

Abstract Out-of-Preference
Casual Scores

@ +

Your Best-Fit Type
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WHICH IS IT?

SENSING

Focusing on what can be perceived
using the five senses

\'4

INTUITION

Focusing on perceiving patterns
and interrelationships

IN-PREFERENCE

CONCRETE
Exact facts, literal,
tangible

REALISTIC
Sensible, matter-of-fact,
seek efficiency

PRACTICAL
Pragmatic,
results oriented, applied

EXPERIENTIAL
Hands-on, empirical,
trust experience

TRADITIONAL
Conventional, customary,
tried-and-true

%)

ABSTRACT
Figurative, symbolic,
intangible

IMAGINATIVE
Resourceful, inventive,
seek novelty

CONCEPTUAL
Scholarly, idea oriented,
intellectual

THEORETICAL

trust theories

ORIGINAL
Unconventional, different,
new and unusual

Seek patterns, hypothetical,

Imaginative, Conceptual, Original Sensing Type?
Concrete, Experiential Intuitive Type?
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TOUGH (T)-TENDER (F)

You must implement a decisici: that is

being questioned by the ¢in'n) that has to
carry it through.

How do you handle tng?
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