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e Framework: £  Desired: HHJ!"Tj, T 55t

. Process: x{2|3}c}, 2k » Rehearse: 91&-5tC}

e Internalize: LHO4Z}SICH . Permanently FJHHe s

» Experiment with: ---& A3l « On demand: Y#[E=3]
Ch * Transfer: BiGtA|7|C}

» Analyze: ELAGICE e Intuitive: 2/2t2{0]

- Yield: 4FESiCf « Automatic: 2F-z%<Ql

» Conscious: 2|49l . Serve as: ---0| 9I&H2 B}C}
* [dentify: &7A5ICE * Perfect: % Z5|Ck

e Element: 2.4



Brain research provides a framework



a framewaqrk (for
understanding how the brain pytZe\ssgs

and int}é;i{es athletic skills).




In practicing a complex movement such

as a golf swing,



we experiment with
different grips, positions and swing

movements,



analyzing each in terms of

the results It yields.



This 1s a conscious, left-brain process.



Once we identify those elements of the
Q E‘:J— -'él—l:id ...-5,_\:3
swing (that produce the desired results),




we rehearse them over and over again In
HE27HM
an attempt to record them permanently In
AT ARE, 23| SiH
muscle memory.




In this way, we Internalize the swing as a
kinesthetic feeling (that we trust) to

recreate the desired swing on demand.




This Iinternalization transfers the swing
from a consciously controlled left-brain
function to a more Intuitive or automatic

right-brain function.



This description



, despite being an
oversimplification of the actual processes

Involved,



This description

serves as a model for the
Interaction between conscious and

unconscious actions in the brain,



This description

serves as a model for the
Interaction between conscious and
unconscious actions in the brain, as it learns

to perfect an athletic skill.
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 Profitable: $2AJo| Ql= «Under-the-table: H|ZZ]

 Probably: o0& =
« Tremendous: &Lt *Inform: ¥{FLf, YHE
. 2r
*Business people: Af47}F T F _
=3 e Strategic: #12F40|
* Supplier: A|-ZA} * Push: ZY25lCf, 2 +GfC}

» Marketing campaign: of *Hold off (on): O &L}
A% A=k e Launch: AFE 24|



You're probably already starting to see
the tremendous value of network analysis

for businesspeople.



In the business world, information iIs money:



a tip about anything from a cheap supplier to
a competitor's marketing campaign to an
under-the-table merger discussion can
Inform strategic decisions that might yield

millions of dollars in profits.



a tip about anything from a cheap supplier to
a competitor's marketing campaign to an
under-the-table merger discussion can
Inform strategic decisions that might yield

millions of dollars in profits.



a tip about anything from a cheap supplier to

a competitor's marketing campaign to an

under-the-table merger discussion



Can

Inform strategic decisions (t?at might yield
millions of dollars in profits.




You might catch it on TV or In the
newspaper, but that's information

everyone knows,



The most profitable information likely

comes through network connections (that

S

provide “inside” information.)



And it isn't just information that travels
through network connections — it's

Influence as well.
s




If you have a connection at another

company,



you can possibly ask your
connection to push that company to do
business with yours, to avoid a competitor,

or to hold off on the launch of a product.



you can possibly ask your

connection to push that company 0 d

business with yours, tg aveid a competitor,

or to}ék\off on the launch of a product.




So clearly, any businessperson wants to

Increase their personal network.



