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Learning a certain concept such as “molecules” requires more than just a single exposure to the idea.
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and in various contexts. o0 of the strengths of the learning cycle: the students have direct experience

with the concept, then they talk about it, and then

have even more direct experience. Reading, watching
videos, and listening to others’ thoughts contribute to a more solid un anding of the concept. This suggests
more than repetition. Each event allows the student to examine the concept from a—different perspective.

Ultimately this will lead to a substantive, useful understanding of the complexities and nuances of the conce
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Many companies confuse activities and results. As a consequence, they make the mistake of designing

a|process|that sets out milestones in the form of activities that must be carried out during the sales

cycle. Salespeople have a genius for doing what's compensated rather than what's effective. If your process has an
activity such as “submit proposal” or “make cold call,” then that’s just what your people will do. No matter that the calls
were to the wrong customer or went nowhere. No matter that the proposal wasn't submitted at the right point in the

buying decision or contained inappropriate information. The process asked for activity, and activity was what it got.

Salespeople have done what was asked for.‘:arbaqe in, garbage ou’they will delight in telling you.

PR——
=‘t’s not our problem, it's thisjdumb process

@ In seeking results, compensation is the key to quality.
(@ Salespeople should join in a decision-making process.
® Shared understanding does not always result in success.
Vtivities drawn from false information produce failure.
p

rocesses focused on activities end up being ineffective. @
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Learning a certain concept(such as “molecules") requires more than just a
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single exposure(to the idea)
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If a stLSent is going toVemember a science concept,| he or she should
2 o
experience it (multiple times/and in various contexts)
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That is one (of the strengths/of the learning cycle) the students have direct
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experience(with the concepi), then they talk(about it) and then,they have even
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more direct experience.
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Reading, watching videos, and listening to others’ E{)oughts contribute to a
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more solidhunderstanding (of the concept)

This suggests more than repetition.
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Each event allows the student to examine the concept (from a different
2 S=each,every » Ve[ B? / 522 1

perspective.)

[ examining / to examine ] : allowEAt ocat2iol 9l Voige?
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Ultimately/ this will lead to a substantive, useful understanding (of the
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complexities and nuancesZ)f the concept.)

e £3 CiYA, 01ggHAtol

Jo
(ot
Jm
aja

SV wepoINT | o

IR FE(EM) F - -

b T o i

o 10| T8 S Jloftas
@ 0f2f 1 127 Chosst Algol
=3
=2

ZedstoF stet.

[}

o 2
0x

i
rit
9'!
g
10
o
o]
M ot

oY I

270 &y

et
=L

ok
ki dlo
mo - |umd

o <
o © Mo mn
of
=

oy L1 9 ofy

0ok

rob 2y o |J
bt

n

9D, HICIQE &I, Ch2 AR
of M2tg S& e of Hus

JHE 2l ofstofl 2|0 Btct. -

dp
22
|o
Hu

o|%2 2Hgel 5%
{200 CHEH HE
tolsiZ o]0 A

b

0.
=]

o
Rl
40 i
ofo
et 4

o o ofl
22
Yl




@ Many companies confuse activities and results.
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@ (As a consequence) they make the mlstake (3f designing a process)( that ~sets
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out milestones/in the form of act|V|t|es‘)(that must be carried out during the
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@ Salespeople have a genlus(for domg whats compensated rather than what's
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@ If your prcSess # an activity(such as “submit proposal”/or “make cold call,")|
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then that's just [what youS)eopIe wiw. ]
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@ No matter that the calls were(to the wrong customer) or went nowhere.
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@ No matter that the proposal wasn't submitted (at the right point/{n the buying
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decision) or contained inappropriate information.
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and activity was [whatSVt.
[what / that ]

@ The process asked for activity,

Salespeople have done[wha as asked for.
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. molecule

. exposure

. multiple

. context

. contribute to
. solid

. repetition

. perspective

. ultimately
10. substantive
11. complexities
12. nuance
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. confuse

. as a consequence
set out

. milestone

genius

. compensate

. proposal

. cold call
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. go nowhere

10. inappropriate

11. Garbage in, garbage out.
12. delight in

13. dumb

o

Ct
[}
dIAISHTH

- 22IEQ A[AR]

Bl 2is, M

S4BTt

Ak

C(AE-AHIA SO THOHE QT Yolol A
. Ol2 XItT 28Tt

R
RO, SEY

W (o
& ol
Al

o fu

~

lo
>

CENO UL AWM R

e el
w N B o
GRUIE
u o> A
fu oz "
o @
g
ko)
ma
B
oF
3
ot
fr
2
&
we
fo
o
N
Uy
ﬂJI
N
4l

XXX 2L 2lLh2 !

=

X O|0JX| ALE &K 1.HX|5| 22| WHEY 2 HEFFI

S o

th 3.0MCEAIE 4. PIXABAY




	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6

