
According to a report  by 
Claire Schooley of Forrester          
Research, there are three 
trends that are making         
informal learning a necessary          
component of workplace 
learning today. 
 
 

1.  Information overload in the 
workplace 

2. The immediacy with which 
information is desired  

3. Work style of the Millennial 
generation 
Is your organization part of 
this training evolution? Are 
you    harnessing the power of        
informal learning, and moving 
from a training organization, 
t o w a r d s  a  l e a r n i n g                
organization? 

In this month’s issue of T&D 
Magazine by the American   
Society for Training &           
Development, the article, 
“Knowledge    Delivered in Any 
Other Form Is …Perhaps 
S w e e t e r , ”  b y  A p a r n a         
Nancherla, discusses one of 
t h e  i n d u s t r y ’ s  h o t t e s t              
topics – informal learning and 
its role in the evolution               
o f  e m p l o y e e  t r a i n i n g             
practices and strategies. 
 
In the article, Tony Karrer, CEO 
o f  T ec h Em po we r ,  an d              
e - learn ing  tec hno log is t ,        
describes the shift from training 
to learning. He suggests that 
companies not utilizing and 
adapting to informal learning       
practices will be marginalized. 
Jay Cross, widely recognized 
as the industry’s informal  

learning guru, and author of the     
Informal  Learn ing Blog,          
suggests that many companies 
will retire the verbiage “training”         
altogether, in favor of workplace 
learning. While formal learning 
is very much alive, research 
shows that informal learning is 
a critical element of learning in 
the workplace. There is a       
current disconnect that many 
organization’s are struggling 
with. Research shows that at 
least 80% of all workplace 
learning is informal in nature.         
Unfortunately, our experience 
indicates that the typical         
organization spends 80% or 
more of its learning and           
development budget on formal 
learning activities, which        
account  f o r  l ess  than            
20% of the learning that occurs 
i n  t h e  w o r k p l a c e . 
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When to Blend Informal Learning Into Your Existing Training  
Program & How to Use It Effectively 

In blending informal learning into 
your existing training program, it’s 
important to consider who would 
benefit the most from informal 
learning. For what learner group 
is informal learning a most natural 
and obvious fit (i.e. IT Mangers, 
new-hires, etc)? You’ll also need 
to determine how and when     
informal learning can best       
enhance your learning and      
development initiatives for these 
target groups.  
 
We suggest that informal learning 
be used: as support tools, for 
information sharing, to replace 
formal learning inefficiencies, and 
as referenceware. 

Informal learning is a great tool to 
support your existing formal 
l e a rn i n g  a c t i v i t i e s .        
I n f o r m a l  l e a r n i n g          
resources such as         
discussion threads, web 
searches are great        
supplements to formal 
training courses for        
furthering comprehension, 
w h i l e  p r o v i d i n g              
collaboration opportunities 
among a group of learners. 
Learner groups should be        
encouraged to engage in          
information sharing when they 
come across helpful resources 
that support their learning        
initiatives. 

It’s also important to recognize 
that since the majority of      

learning occurs organically 
and informally as a part of 
our workflow – and outside 
of the classroom – many      
challenges your organiza-
tion is currently handling 
with formal training, may be 
better addressed through 
informal learning activities.  
 

Take a look at some of your 
training objectives and goals. Is 
formal learning required to meet 
these goals? Perhaps informal 
learning would be a more      
natural fit and effective way to 
tackle these challenges.  

www.elearningforemployees.com 
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ABI HR Helpline 

Greg is experiencing what is called 
“presenteeism.”   It’s like absenteeism 
but the person is actually showing up 
for work.  The likely cause is stress 
over the economy and the results of 
cut-backs and layoffs.  In tough eco-
nomic times everyone is stressed and 
may be worrying about their own jobs 
even if they are still employed.  In 
addition, they may have family or 
friends who have lost jobs so that 
adds to their concerns. 
 

Much like the emotional rollercoaster 
that people who have lost jobs ride, 
the surviving employees may have 
these same feelings.  With apologies 
to Elizabeth Kubler-Ross (author who 
identified stages of grief on which 
these are based) here is a list of some 
of the feelings employees may have: 

1. Anger – those “dirty so and so’s” 

2. Depression – like being in a pit - 
dark thinking 

3. Revenge – get back at them, why 
work, it might amount to nothing 

4. Vulnerability – my family and my 
plans for the future could be gone 
tomorrow 

5. Loneliness – the people I saw more 
hours than my family are gone, my 
friends are gone 

6. Self doubts –what if I can’t per-
form, I might fail too 

7. Embarrassment – how do my kids, 
spouse, family, friends, enemies 
view me and my company? 

8. Resignation – feeling sorry but 
accepting the situation 

9. Resolution – I can come out of this 
possibly for the better 

The biggest problem employers face is 
that the “trust” contract they had with 
their employees has been violated.  
Even when employees know business is 
not good, they are often in denial about 
the possible consequences. 
 

What can Greg and other employers 
do? 
 

First. Understanding the feelings and 
not overreacting to them is key.  If 
Greg has had a good relationship with 
his employees he is likely to know how 
they usually act and it may allow him to 
have some patience.  It often helps to 
listen and allow the employees to vent 
about their feelings.  This may no be 
comfortable for some managers but it is 
important to let employees ask ques-
tions and express their emotions.  It 
shouldn’t be a grievance session but 
rather a discussion even initiated by the 
manager or supervisor.  Greg could get 
his people together and say, “As you all 
know, times are tough right now and 
business is down.  I’ve had to make 
some changes that have made people 
feel angry or anxious or fearful for the 
future.  I understand since I have some 
of those feelings, too.”  Expressing  
empathy and understanding is the first 
step. 
 

Next, he needs to start communicating 
as much as possible about what is going 
on.  Over-communicating is better than 
not saying enough.  Think about it, if 
you feel out of control and unsure about 
the future, the amount of information 
you have from the source—the boss—
the better.  A lack of accurate           
information leads to bad information 
and rumors.   Developing and          
communicating a clear plan for how the 
business will operate going forward is 
very critical for people to stay engaged.  

Workplace absenteeism vs. presenteeism 

Greg was really stressed.   Business was slow, very slow.  He’d had to cut back hours for some employees and laid 
off one of his technicians.  That was all bad enough but now it seemed like the remaining employees were not 
“really” working very hard.  They were coming to work, but he was having more problems with people calling off at 
the last minute, just what he didn’t need with a smaller staff.  Some of his best employees were making more         
mistakes and others were getting to be chronically late.  Just when he needed them most, his people seemed to be 
there physically but not mentally.  Shouldn’t they be happy that they still had jobs?  Shouldn’t they be working 
harder? 

Telling the truth is also critical as is not 
promising that “this is the last layoff” 
since no-one can predict the future. 
 

Third, Greg should keep in mind the 
fact that if people are feeling that they 
have no control, if he can provide them 
with some level of control; it might 
make them feel better and more focused.  
If he can honestly engage the employees 
in finding ways to make the company 
and the work better, everyone wins.  It 
has to be a genuine involvement and he 
may want to even “reward” employees 
with special recognition or a small 
monetary reward.  A suggestion program 
or a contest for finding ways to save 
money or make more money may be a 
way to go.  Allowing the employees’ 
participation in how the jobs will be    
re-structured to make up for the lost 
worker can give input and control as 
well as ideas that may be more effective 
than Greg’s own ideas.  After all the 
people in the jobs usually know them 
best! 
 

Next, he could make some significant 
gesture like cutting his own pay or      
working longer hours or not taking that 
trip to Hilton Head this year.  This     
allows him to develop credibility with 
the employees as he shares in the pain. 
 

Remembering the families of employees 
in his communication may be important, 
too.  Sending a letter to families’ home 
address to explain the current business 
situation and thank them for their        
support during this time. 
 

Greg’s most important task at this time 
is to face the issues and the problems 
with communication and action.  The old 
saw about if you ignore something it will 
go away is not true in a down economy. 
 

Phyllis G. Hartman, SPHR 
 HR Consultant 
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Strategies for Winning:  World-Class Salespeople 
Spotting the 20% Who Sell the 80% 

5. They are Competitive 

They don’t like second place, and they’re not good 
losers. Sure, they know they must act like good 
losers from time to time for social reasons. But  
deep down they need to win, and losses just 
strengthen their resolve. They can’t be kept in 
second place for long. 
Is your team too good at losing? 

 

6. They are Obsessed with the Next Step 

Everything they do is aimed at getting to the next 
step—the next level of commitment that will 
gradually instill in the customer the trust and  
confidence needed for a Yes! World-class      
salespeople think solely in terms of specifics such 
as where, when, how, and how much. Concepts 
like sometime, in the future, later, and whenever, 
are simply not in their vocabularies. The most 
successful salespeople at Profiles know that their 
success is inevitable, but they still drive to 
“accelerate the inevitable.” Are your salespeople 
driving their cases forward at least one step with 

every customer or prospect contact? 

 

7. They Know that They—and Their Prod-

ucts—are World Class 

Quiet confidence oozes from top salespeople, and 
unbridled enthusiasm for the company—and its 
products and services— gushes from them at 
every meeting. No one is left untouched by the 
passion they exhibit when they talk about       
themselves, their companies, or their products 
and services. They evangelize. Have your people 
been to the top of the mountain? 

 
Continued... 

 

Who would have predicted that Vilfredo Pareto’s famous 80-20 rule, formulated more than 100 years 
ago, would still apply to sales organizations today? 
 

Research consistently demonstrates that more than half of those in professional sales 
lack the basic attributes required for success in this difficult profession—attributes that 
world-class salespeople possess naturally, or develop through training or single-minded 
focus. Of the remaining half, 50% have the potential for success in some form of sales 
but are currently selling the wrong products or services. That leaves about 25% to sell 
about 80% of the world’s products and services. 
 

Enlightening, isn’t it? 
 

That’s why it’s important for you to be keenly aware of the attributes of world-class 
salespeople. If you can recognize them, you can hire more of them! You can also tell 
when salespeople on your team need training and support, and you’ll have a good idea 
of how to help them. 
 

Measure your salespeople by this list of the ten attributes shared by world-class salespeople: 

1. They Possess an Irrepressibly Positive     

Attitude 

All of their glasses are half full and every cloud 
they encounter has a silver lining. Knock them 
down nine times and they stand up the tenth. 
Without this iron optimism, a life in sales is a 
stressful and daunting existence. Do your sales 
heroes live in a partly cloudy or partly sunny 

world? 
 
2. They Understand that Sales is a Numbers 

Game 

They don’t lose their cool when a call goes badly, a 
deal goes south, or a first contact ends in refusal—
they simply focus more clearly on the next call. 
They know their hit rate from past experience. 
They know how often they’ll have to take No!     
before they get one Yes! Do your salespeople know 
the value of their calls? 

 

3. They Live to Prospect 

World-class salespeople are prospecting all the 
time, especially when things are going well. They 
know that sales success depends directly upon 
continually filling their pipelines with well-qualified 
prospects. Prospecting is their obsession. They 
never stop. 
Is prospecting 24/7/365 in your organization? 

 

4. They Are Totally Sales Driven 

These people live for the chase that results in        
a closed deal; they are internally motivated to     
go to whatever lengths they must to win.        
They seem to have unceasing energy. Once      
they decide to act, nothing slows or stops         
t h em  un t i l  t h ey  have  su c ceeded .  
Are your salespeople in top gear? 
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8. They Qualify Hard Before Investing 

Time and Energy 

World-class salespeople know that their time 
is too precious to waste on people who don’t 
need what they provide. They understand 
their products and services inside and out, 
understand the needs they address,           
understand why their offerings are so much 
better than those of their competitors, and 
know enough about their prospective        
customers to rarely find themselves in front 
of someone who is not a genuine prospect. 
Do your salespeople look before they leap? 

 

9. They Expect to Hear No! 

Once they know they are in front of the right 
people, these champions are confident that 
they have considered every possible No! 
situation that might arise, and they           
understand how to address these objections 
in a way that builds the confidence and trust 
of their prospective customers. Are your front 
people always ready to handle key 

objections? 

 

10. They Sell Through Customer      

Knowledge 

Ask customers of world-class salespeople 
what sets them apart and they’ll tell you, 
“They understand us.” These people never 
stop trying to find out more information 
about their customers and their customers’ 
needs. They know that the only way they can 
deliver sales is through partnership and      
problem solving. How much do your       

salespeople know about their customers and 

prospects? 

 

You must look for these attributes when     
hiring salespeople. It sounds simple enough, 
but how do you objectively measure these 
attributes? 
 

Effectively Spot the 20% 

We can analyze your existing salespeople to 
produce a profile reflecting what it takes to 
be a successful salesperson in your           
organization. Using your prospective       
salesperson’s responses to a 15-20-minute 
online survey, we can objectively analyze the 

p e r s o n  f o r  t h e s e  a t t r i b u t e s : 
 

• Competitiveness 

• Self-reliance 

• Persistence 

• Energy 

• Sales Drive 

By comparing these results with the profile of 
your most successful salespeople, our Sales 
Indicator can predict on-the-job performance 
in these critical sales disciplines: 
 

• Prospecting 

• Closing Sales 

• Call Reluctance 

• Self-starting 

• Teamwork 

• Building and Maintaining Relationships 

• Compensation Preference 

All seven disciplines are essential to the       
success of the top performing 20% of       
salespeople responsible for 80% of all sales.  
 
We can guide you in selecting salespeople as 
well as for effectively managing and training 
existing salespeople so that they can reach the 
performance levels of your top performers.  
 
Take action today to move all of your team 
into the 20% zone, and watch your sales soar. 
 
Contact Jim Hazen for a FREE consultation on 
successful employee selection and retention. 
Toll Free:  1.866.746.4713 
Email   :   jim@appliedbehavioralinsighats.com 
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“The simple act of paying positive 

attention to people has a great     

deal to do with productivity.”  
 

– Thomas J. Peters, management consultant 


