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» A systematic effort to enable information and knowledge to grow,
flow, and create value.
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 To institutionalize and promote knowledge-sharing practices.
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2.4+ % i@ & (Social Computing)
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4.78 %% 32 Bk (Mobile and Video)

"show me , don't tell me" 3 ‘T"\ﬁvideo 3k ¥ Youtube % Eﬁ? ) Wi A = S G N
$2 g r i *video "# RCEO#E"m 2 » FH LB 2 FHREEFFHZ L3 T 9\
Source: APQC (Amerlcan Productivity & Quality Center )2011
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1o g 1 5w EF % 4 (Have KM ready
at the teachable moment)

2.1 fEinfe e ¢ I ara (Manage
Knowledge Above and In the Flow of
Work)

Source: APQC (American Productivity & Quality Center )2011
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Workers = Learner

» Greatesi Generation/Traditionalists: (6os)
» Honor, hard-work, compliance
# Goal- To build a legacy
~ Communications— Telephone and letters/mail
~ Baby Boomers: (50s)
» Personal growth, youthfulness, equality, ambition, collaboration
~ Goal - To put their stamp on things
» Communications — Voicemail and email
Generation X: (40s)
» Independence, pragmatism, results-driven, flexibility, adaptive
~ Goal - To maintain independence in all areas of their lives
~ Communications — Chat/IM and groups '
» Millennial: (30s)
~ Confident, optimistic, civic minded, innovative, diversity focused, techno-savvy
» Goal - To find work and create a life that is meaningful
~ Communications — Text and networks
» Gen 2020 (20s)
~ World citizens
» Goal - To connect
~  Communications - Crowdsourcing
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{Adopred from: n-gen People Performance & Workforce 2o20)
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Elements for Constructing
. Social Learning
i Environments
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Any time
Any where
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the workforce in 2014; one common
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characteristic to the Millennials is their desire B R e pemmunes

to collaborate |
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Comparing Generations &=z
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Size

Core values and attributes

Work ethic

e

Skepticism, fun,
informality, balance,
education, pragmatism,
adaptable, manager
loyalty, independent
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1945 - 1964
76 million

Optimism, involvement,
anti war, equal rights,

involvement, work ethic

Build a single career

Command and control

value ambition and
ﬁ‘" A

teamwork
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- Strategy 1: Job shadowing

- Strategy 2: Communities of practice

- Strategy 3: Process documentation

- Strategy 4: Critical incident
mterviews/questionnaires

- Strategy 5: Expert systems

- Strategy 6: Electronic Performance
Support Systems

e P BRI EIRAF

0 iCo Knowledge Services Co.,Ltd

- Strategy 7: Job aids

- Strategy &: Storyboards

- Strategy 9: Mentoring programs

- Strategy 10: Storytelling

- Strategy 11: Information exchanges
- Strategy 12: Best practice studies or

meetings

William J. Rothwell, Ph.D., SPHR
Professor

Penn State University and
President

Rothwell & Associates, Inc.
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1.Jotp Shadowing 2.CoP  3.Process Docwmentation
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5.Expert Systems

Competency

Proficiency
Level
Expert
Competent
Functional
Conceptual *E';
gl Communities Y =
Aware Of Interest ;ﬁ
Time to
Expertise
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Viial Disney World | Disneyland | Disney Cruige Line | Disney Vacation Club | AulaniHawai'i | Adventures by Disney | Disneyland Paris

In or Create an Account w

Let the Memories Begin

Shanghai Disney Rezort | Hong Kong Disneyland | Tokyo Disney Resort

Mow. share Yyour favorite Disney vacation

memories and enjoy the memories

have shared

b See and Share Now
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e Best Practice

ASTD
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THE GREATEST VALUE
YOU BRING TO THE TEAM:

Your infectious energy for learning.
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Finding Your Experts: Talent Management
BiRESANER: ATEHE

-

A New Way to Categorizing Employees

Typical Ways to Categorizing Employees

STAR PROBLEM HiPro LoPro
CHILD Hi Professional/ Problematic
In-House Expert Professional
High High :
L
Importance of Q
Technical b
Future mm &
Potential gxpacia_imd
RERS CASH COW DEADWOOD PPN Pro NoPro
zHEERE Professional No Special Expertise
i
Low -f___gﬁc_:;?? Low
ee
o)
High Low High Low
Present Performance Performance
B L b
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Finding Your Experts: Definitions of HiPro
BiREARANER: TR

-

Those who are in-house experts on:

Focus on:

ELTHEARASBERE:

Specific problems, challenges, or issues that confront
the organization.
AR - Do - SRR

Their ability to solve specific problems.
fh MR ERERYRED

»

Their specific knowledge about how to weave through
Unique, important organizational work processes. ‘ complicated, and even byzantine, work processes to get
HEMAEENTERE results, despite obstacles that may be thrown up.
fit{MaY ERERR R E R TEREL RiER

Specific technical or functional competencies of the ‘ Their exceptional ability in only one area of specialized

organization. work.

AR TE TR A/ Bl AR MR E L ERMAYERHAED

The history of the organization and how the The HiPro as a repository of institutional memory,
organization overcame past. ‘ meaning what has happened in the organization’s history.
AV ESE ~ BURMM AR A AR kM Ra Ay 5ol

Source : Mitch Chu
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Finding Your Experts: The Model
BiRASANER: ARSBRIL/TH
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Make the commitment

FERACE

Continuously assess knowledge gaps,
evaluate the action strategies taken to
address them, and the results achieved
1S IRR R ARG RS - R STRIRE
REEE

Consider how to maintain and transmit
specialized knowledge and who needs

Clarify what work processes are key to
the organization’s mission

ERLTFRERIERAREGME

it to ensure the efficient and effective
continuity of operations
RN S R E LS TR - L
B EEEE R E R AT
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Clarify who possesses specialized
knowledge about those key work
processes

A R T FRENERE

Capture and distil the specialized Clarify who'sa sk forlosst the
knowledge about those work processes organization

that is possessed by those with special | Clarify ""-’:l"’ th":E work Prﬂ-l::-'s.ie:- are B TR R ENER

K led f:;?;md:vt 0se possessing

Source : Mitch Chu
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SHARPEN CLIENT FOCUSH

Real Work Drives Real Learning
TU109

Paula Cushing

Director, Sales Learning
ASTD 2012 ICE

May 8, 2012

SHARPEN CLIENT FOCUS

Slide No_ 1 © 2012 1BM Corporation
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SHARPEN CLIENT FOCUS

Sharpen Client Focus (SCF) reinforces foundational
sales skills focusing on client interaction.

The Challenge:

Sellers with two or more years of selling at IBM need deeper insight and more
sophisticated execution of foundation selling skills.

— Preparing for and making consultative sales calls
— Executing the Client Value Method to create client value and drive sales forward

— In depth questioning, financial qualification, and differentiation

The Solution:

A multifaceted program which:
— Improves client facing skills through practice and feedback from experienced call takers.

l h-

——
=

— Moves real opportunities forward by applying best I
practices to opportunity plans and call plans. !

— Integrates strategic plays: Smarter Planet, cloud
computing, BAO

— Connects sellers through social networking tools.
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SHARPEN CLIENT FOCUS

Program Activities
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SHARPEN CLIENT FOCUS

SCF Client Call Reflection Report

ACTION OVERVIEW
Describe your opportunity and the actions you took
Call Objective(s)

Preparation Completed:
Describe how you prepared for the call to sharpen client focus

Actions Taken:
Describe what yvou did dunng the call to connect with yvour client

Reflections

Document your reflections on the action you took

Lessons Leamed
Describe the key lessons you leamed preparing for and executing this call

| Did your preparation help you meet your objective(s)? If so. what part of your preparation contributed
most? If not. what would you do differently?
What questions did you ask that moved the conversation forward? What questions didn't work well?
When did you feel most comfortable in the call? What was happening?
When did you feel most uncomfortable in the call? What was happening?
What will you do differently on your next call?
What will you continue to do?

N EEMBMBISRHERAR o, =
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| followed the guidelines from
the course and | shortened the
time to close the deal in 4Q11.

The Opportunity Plan helps
because it helps you to better

organize and know what you
need to do.

ITS Client Rep, Spain

| had an opportunity that was very
complex. SCF helped me focus
on lots of different stake
holders with different
motivators... Each stake holder
needed fo be progressed
separately. We closed the deal
in 4Q11.

Sales Specialist, Canada

?q B HEARIEE O EIRAR

'Real Results from SCF

With a stalled opportunity and an
unmotivated client, an Inside

Sales rep in Dallas, took a
deeper look at his opportunity
during SCF. The compelling
reason to act was not clear and

he had the wrong power sponsor.

After refocusing his research,
he moved up the chain to the
ClO and connected the
opportunity to the client's
business requirements. This
server refresh had not been
important to the company before
he asked the right questions,
tied it to their business vision,
showed how critical it was to
the company's success and
closed the deal.

iCo Knowledge Services Co.,Ltd
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» SCF drives opportunities . ..

| proved to my client they didn't
need another supplier. SCF
helped me involve more customer
executives especially from finance.
| focused on what was important
to the client by finding
something they recognized as
value not necessarily the IBM
equipment

Temitory Sales Rep, Ukraine

| use IBM resources and
tools more effectively.
2H11 was my best half
everl

Mid-market Sales Spedialist, Chile
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Q&A Thank You!

For More Information : sharon@icokm.com.tw
www.icokm.com.tw
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