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© 2015-2018 The Coaching Experience Ltd. All rights reserved. No part of this publication may be reproduced, stored in a 

retrieval system, or in any form or by any means without the prior permission in writing from the Publisher.  

Disclaimer:  

To the fullest extent permitted by law, The Coaching Experience Ltd are providing this written material, its subsidiary 

elements and its contents on an ‘as-is’ basis and make no (and expressly disclaim all) representations or warranties of any 

kind with respect to this written material or its contents including, without limitation, advice, recommendations, 

warranties or merchantability and fitness for a particular purpose.  

The information is given for private study, education and entertainment purposes only.  

In addition, The Coaching Experience Ltd do not represent or warrant that the information accessible via this written 

material is accurate, compete or current. To the fullest extent permitted by law, The Coaching Experience Ltd or any of its 

affiliates, partners, directors, employees or other representatives will not be liable for damages, losses or any suffering 

that arises out of or in connection with the use of this written material and audio and visual supplementary materials. This 

is a comprehensive limitation of liability that applies to all damages of any kind, including (without limitation) 

compensatory, direct, indirect or consequential damages, losses, income or profit, loss or damage or suffering to property 

and claims of third parties.  
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Your Core Ideal Quiz 

 

 
This quiz will help you to discover the core ideal that underpins your 

business. 

 

 

The top five fundamental human values 

Studies on human values typically narrow the list of core human 

values down to a shortlist. Higher performing businesses narrow that 

down to just one. 

 

Several studies I looked at blend core needs and values down to: 

 

• To be happy – experiences of happiness, joy, wonder and 

possibility 

• To connect with others – enhancing the ability for people to 

connect, relate and engage in meaningful ways 

• To explore, discover and grow – enhancing people’s ability to 

discover and explore new possibilities and experiences 

• To be proud, respected and revered – giving people increased 

confidence, stability, strength or a sense of security 

• To make a difference or an impact – enhancing the lives of 

people (and society) through meaningful and focused 

contribution 

  

One of those is your core ideal. 
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Here’s a snapshot of well-known brands and what I think might be 

their core ideal: 

 

To be happy To connect, 

relate and 

engage 

To learn, 

explore, 

discover and 

grow 

To be proud, 

respected and 

revered 

To make a 

difference 

Coca-Cola Blackberry Amazon Heineken Accenture 

Emirates FedEx Apple Hugo Boss IBM 

Lindt Starbucks Google Target Innocent 

Moet Natura Samsung Mercedes Dove 

Disney Pizza Hut EBay Jack Daniels Dent 

 

Obviously, Apple, Amazon and Google are all about learning, 
exploration and discovery. They might share the ideal of joy as well 

but the dominant ideal is to explore. 
 

Once you know your ideal then words, stories and values linked to 

your ideal, seem to magically appear. And you start to resonate with 

your target customers. 

 

 But which one are you? 
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Finding your ideal 

I have to admit that after reading over 143 articles and books I was 

frustrated at the end because while I had a sense, I was still not 

entirely certain what my core value was. Several references were 

super enlightening on core ideals, brand values and needs. But I was 

still confused about which one was me. Successful businesses know 

what they stand for and I want to stand for something and I want my 

business to succeed for the right reasons, too. 

 

But there didn’t seem to be an easy way to be sure. Being psych 

qualified I have created many diagnostic and psychometric tests for 

clients. So, I created a beta version quiz.  

 

Basically, I bunched a big list of words and phrases under those core 

headings, scrambled them up, and then let people sift and sort 

through the lists. Then the quiz reconstitutes your answers to reveal 

the dominant trend: your core ideal. 

 

On the next two pages is the quiz that will help you identify your core 
ideal. It works because hundreds of people have taken this quiz and 

said they found their core value. They found their core brand ideal 

and their voice. And almost to a person they say they feel totally 

clear, totally relieved or both.  

 

In most cases they have spent a lot of money with branding or 

marketing experts and ended up with a persona that they feel is just 

not them.  

 

But after doing this quiz they identified their core ideal, found the 

voice and tone for their marketing and it seemed to start working a 

lot better.  
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Importantly, you will find the key question that shapes your 

messaging. You don’t want to get that wrong. 

 

Later I’ll include some case studies of clients who went through this 

exercise and illustrate what worked. 

 

Can I emphasise DO NOT CHEAT.  

 

Do not be tempted to skip ahead because you will confuse matters. 

Take your time to answer Part 1 honestly and thoughtfully BEFORE 

you go to Part 2. 

 

So, enough talk, let’s get into it. 
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Part 1  

Read each row and circle or underline the one word or phrase option 

that best describes what your business is all about.  

 
Line  A B C D E 

1 

 

Happiness, 

happy 

Connecting, 

connections 

Visions, 

dreams 

Building confidence 

Building esteem 

Improving, 

innovating 

2 Community Self-expression Access Relating Wonder 

3 Feelings Engaging others Immersive 

experiences 

Passion Causing change 

4 Possibilities,  

what-if? 

Empathy  

Genuine concern 

Learning 

Knowledge 

Expecting more 

Expecting the best 

Easy interface, 

compatibility 

5 Reaching 

Touching 

Emotions, 

emotional 

Curious, 

curiosity 

Caring for others Well known, 

identity 

6 Tools Relationships Stimulation Accomplishment Effectiveness 

7 Together, team, 

bonding 

Strategies 

Tactics 

Harmony, 

harmonious 

History, 

 tradition 

High standards 

Pride 

8 Perfection Revolution Wellbeing Stimulating Exploring 

9 Sustainability Security Journey Care, caring Joy, fun 

10 Reinvent 

yourself 

Environmental, 

Green 

Best practice Imagining 

What if …! 

Relationships, 

relating 

11 Create, creative, 

problem solving 

Nothing but the 

very best 

Functions 

better 

Shared, sharing 

socialising 

Thrilling, 

delighting 

12 Challenging Conscious Realigning Changing Improving 

13 Systems Travel Discovery Open access Exciting 

14 Networking 

Get-together 

You need to 

change! 

We want a 

revolution! 

Premium, 

High end 

Deep 

Deeply caring 

15 Protecting, 

Safeguarding 

Rebel, 

renegade 

Ensuring, 

insuring 

Individual, 

integrity 

High performing 

excelling 



© 2015-2018 ANDREW PRIESTLEY/TCELtd +44 (0) 7879 330060  www.andrewpriestley.com   

 
7 

Now circle the numbers that match your answer. 
 

Line/Row A B C D E 

1 1 2 3 4 5 

2 5 4 3 2 1 

3 1 2 3 4 5 

4 1 2 3 4 5 

5 2 1 3 5 4 

6 3 2 1 4 5 

7 5 3 2 4 4 

8 4 5 2 1 3 

9 5 4 3 2 1 

10 3 5 4 1 2 

11 3 4 5 2 1 

12 5 5 5 5 5 

13 3 3 3 3 1 

14 2 3 5 4 1 

15 5 4 5 4 3 

 

 

Now tally up. How many 1s, 2s, 3s, 4s and 5s? 

 

How many? 1s 2s 3s 4s 5s 

Your tally >      

Your Core 

ideal 

To be happy To connect, 

relate and 

engage 

To learn, 

explore, discover 

and grow 

To be proud, 

respected and 

revered 

To make a 

difference,  

an impact 

Your Key 

Question 

Why not? Who? How? Why us? When? 
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Your dominant Ideal and your Back Up Ideal 

In the first place you might have one ideal that is the strongest. If it 

feels right, fantastic.  

 

If it doesn’t, your choices are to reflect on what aspect does feel 

right … and what doesn’t. Treat it as a conversation starter. 

 

I recently worked with a client who didn’t want the result to be right. 

He came out as connection brand … but wanted to be impact.  
Yet every example he cited was  … connection. 
 

So, sit with the result … and talk it through. You can always repeat 

the quiz. 

 

You might find – as I did – that you have two ideals that score very 

similar or the same result. If this is the case you need to explore 

which feels most like your dominant ideal and which is the 

secondary, overlapping or backup ideal.  

 

Importantly, consider the order that makes the most sense?  

 

For example, Jeff found Impacting and Exploring scored the same 

amount. The question I asked Jeff was: do you make an Impact …  

so you can Explore? Or do you Explore … so you can make an Impact? 

 

In his case he explores to make an impact. Logically, he cannot make 

an impact - unless and until he explores the problem. So, he explores 

to make an impact.  
 

But here’s the thing. Jeff’s marketing had a really strongly worded, 

hard-hitting and edgy ‘Let’s make an impact!’ message - but it jarred 

with his clients … and importantly, with Jeff and his staff! 
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Jeff is actually a very sensitive, grounded, take-your-time and let’s-
work-through-this-carefully type of a guy. And I’ve known Jeff a long 

time and he loves exploring. He tinkers and unpacks and analyses. He 

focuses on things other people miss and goes off on tangents. But he 

always discovers a more appropriate solution. 

 

Here’s another example.  

 

A law firm’s marketing was all about making an impact but it just 

didn’t feel right. It felt heavy handed and clunky. Importantly, no one 

on staff liked the website or their brochures 

 

They did the quiz … and to a person they all love to connect.  
Everything they do is about relating and making long lasting solid 

relationships. Bonding. Once they realised they connect to make an 

impact … it felt right.  

 

Subsequently, the law firm changed their marketing message to be 

consistent with their core ideal – connection.  
 

Their new website talks about taking time to get to know a client, 

and finding the right people to help them resolve their legal issues. 

 

I want to emphasise that both had spent vast sums of money with 

branding agencies that had driven the look and feel of the companies 

towards impact probably because the branding agencies core ideal is 

to make an impact, rather than their clients! 
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