
“Value- ”Marketing Programmes that Focus on the Evolving Potential of Marketers: 

o The Persuasive Marketer Programme.
o The Innovative Marketer Programme.
o The Politically Intelligent Marketer Programme.
o The Business Acumen Marketer Programme.
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INTRODUCTION
Make impact and create a 

SHARP awareness of topics. 

BODY
Topics that include special 

points of VALUE to the 
audience. 

CONCLUSION
Closing with a STRONG 

message.

It is important for all marketers to be able to deliver a very clear, 
inspiring and passionate presentation as it is one of the fastest 
and potentially effective methods of passing on your message to 
others. When managing any project, presentations are used as a 
formal method for bringing people together to plan, monitor 
and therefore persuade them about your opinion. In addition, 
marketers need to be able to effectively relate with a wide range 
of stakeholders and therefore need to master a range of 
presentation skills. After all, there is an old saying that those 
who fail to prepare, prepare to fail. As a good persuader you will 
invest time and effort into the preparation of the presentation 
of your ideas to others by clearly defining your objectives up-
front.    

This programme is suitable for all marketers who are involved 
in presenting ideas and concepts in a commercial business 
environment.

Who Should Attend ?

THE PERSUASIVE MARKETER PROGRAMME

What Is The Persuasive Marketing Executive ?

Why Is It Important ?

When marketers present ideas, concepts and facts to an audience, whether internally to top 
management or other departments, they devote the bulk of their attention to the words they will 
use and metaphors they will present. In many occasions, this is a challenging situation where the 
audience is more likely to notice the presenter's physical manner, their appearance and other 
non-verbal clues that tell them about the presenter's power, or lack thereof. If a marketer does 
not have sufficient presence and command of the audience then their words and the way they 
voice them may not be heard at all. Therefore, the Persuasive Marketer programme is designed 
for participants to master techniques to present their ideas, points of view and concepts in 
business meetings in a memorable manner with noticeable presence and impact.

Duration &
Design
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This is a 3 day workshop 
where participants will 
learn how to present 
powerful presentations 
using the diamond 
technique as 
explained 
below:
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Marketers will practice what they learn during the 
programme, through step-by-step experiential 
improvement, whereby faculty will video participants 
before each topic and ask them to make the necessary 
changes to their presentation according to what they 
have learned and then perform the presentation 
again.  This repeated practice, together with 
simulations and role plays will give participants the 
experience and confidence to deliver high impact 
presentations. By the end of the programme, 
participants will be able to:

What Is In It For You ?

Create an effective presentation and communicate 
their point across a diverse audience.

Decide on the purpose of the presentation.

Define the audience and their nature.

Understand learning styles and how these affect the 
impact of the message.

Plan and prepare presentations using the Diamond 
Rules. 

Begin presentations in an impactful way.

Maintain the audience's attention. 

Know how to, when to and when not to, use visual 
aids.

Overcome fear and stress.

Deal with difficult customers.

Close your presentation in a positive way.

Module 1: 
Impact of Diversity on Customers' 

Perceptions of Facts and Ideas:

Module 2: 
Preparing Your Presentation Using the 

“Diamond Rule”:

Module 3: 
Preparing Your Materials and Presentations:

How communication style can increase or hinder the 
meaning of our ideas and facts in meetings.

The different types of learners and audience and how 
each type thinks and perceives.

The components of an effective presentation.

Objectives and the nature of your audience.

Diamond rule in presentation - the diamond 
diagram to help formulate key points.

Structuring your presentation.

Considering the “what's in it for me” approach to your 
presentations.

Big-bang opening and introduction.

Structuring the main body. 

Closing the talk. 

Use of humour and the use of visual aids as a prompt. 

Using hand-outs effectively during the discussion period. 

Module 4: 
Managing and Controlling Your Anxiety and 

Nervousness:

Module 5: 
Verbal and Non Verbal Communication:

Module 6: 
Questioning, Listening and 
Handling Difficult People:

Tips and techniques to help you feel mentally positive.

Practical strategies to aid relaxation and get the body 
under control.

The neutral position: how to adopt the correct position 
for the first nine seconds.

Controlling body posture, face and movement to ensure 
a confident and authoritative stance. 

Positive ways to use space and general spatial 
awareness.

Practical exercises to reduce facial tension. 

How to maintain eye contact, especially with a large 
audience. 

Generating an exciting and interesting voice. 

Breath control and sustaining the voice - developing a 
varied pace of delivery. 

Why and how to use pauses to produce impact, increase 
resonance and put the message together. 

Eight questionnaire types.

Understanding the motivation 
behind questioners' behaviour.

Tactics to encourage questions.

Strategies for managing tricky situations.

Neutralising aggressive people and managing the 
awkward questioner.

How We Do It
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Innovative Marketer involves entities that are mostly able to pass their knowledge of 
marketing to their employees, within a financially risky and uncertain commercial 
environment. Practitioners of the field define marketing innovation as the implementation of 
new marketing methods that involve significant changes in product designs or packaging, 
product placement, product promotion or pricing. Marketing innovations are aimed at better 
addressing customer needs, opening up new markets, or newly positioning a firm's product 
on the market with the objective of increasing the firm's profitability. Consequently, an 
innovative entrepreneurial marketer should be a fully engaged individual that achieves its 
marketing goals through its people and makes the impossible possible. Innovative 
entrepreneurial marketers are frequently very effective observers, and they are identified by 
their ability to recognise the right opportunities at the right time, to dare to take risks and to 
make meaningful results out of them!   

The innovative entrepreneurship for marketing managers differentiates as well as distinguishes those 
virtuous and performing organisations from other less productive organisations. The importance 
behind such an organisation is that it offers marketers the chance to be creative and innovative in order 
to tackle the challenges and seize the opportunities they encounter. Driving the organisation along an 
innovative path, it offers the organisation an accountable, competitive advantage over its competitors. 

The innovative  marketer programme is designed for marketers 
whether brand specialists, managers or directors and it will help 
them boost their creative and innovative approach to marketing.

Who Should Attend ?
This is a 3 day programme is available only as an in-
company, customised solution. 

Duration

THE INNOVATIVE MARKETER PROGRAMME

What Is The Innovative Marketer All About ?

Why Is It Important ?

Furthermore, one may say that it offers the organisation an unmatched value proposition. Therefore, it is fair to say that through this chaotic 
environment we live in, the organisations that will make the difference are the ones that use innovative tools and techniques, from a 
marketing point of view, to compete with other companies. These organisations have a need to shape creative and visionary leaders that will 
take risks and drive the company to success. These are the engines of sustainable and long term organisational growth, persisting successful 
product promotions and ensuring survival in this uncertain global economy.
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Enhancing personal and organisational competi-
tiveness through innovative entrepreneurship as a 
marketer is key for the organisation to maintain 
sustainable and competitive performance in the 
market. One of the most essential skills that managers 
within this field will be able to develop, is creativity 
through innovation. As this is considered to be a skill 
and not a gift one may say that this may be learned and 
developed by marketing managers, boosting their 
ability to be part of the promotion process that will 
keep up with competition in the market according to 
the changing needs of customers.

Participants will have a unique opportunity to develop 
skills and behaviours including among many, the 
following:

What Is In It For You ?

Display self confidence while creating strategies by 
employing new tools, techniques and marketing 
approaches.

Understand and anticipate organisational problems 
and challenges before they occur and be able to 
creatively tackle and manage them through a 
number of creative approaches.

Develop effective skills of observation and reflection 
and be able to rapidly produce solutions for your 
customers in order to enhance positive results.

Understand the importance of learning through day 
to day interaction and experience with customers.

Know how to look enthusiastic and be able to 
encourage your customers to be innovative and try 
new products.

Module 1: 
Changing Business Environment and 
Innovative Entrepreneurial Approach 

for Marketers:

Module 2: 
Understand the Different Thinking Styles 
and the Impact They Have on Innovation:

Participants will become familiar with the key 
challenges of his/her industry and the reason why 

organisations need to adapt to an innovative 
approach in order to nowadays be differentiated 

and remain competitive.

Why is it important to be innovative?

What does being innovative mean for 
entrepreneurs?

What are the behavioural challenges that indicate 
innovation according to the daily activities of 

managers?

Participants will become familiar with the 
different cognitive thinking preferences as well 

as the Whole Brain Thinking Model®.

Encode the relationship that exists between 
innovation, creativity and stress and how these 
influence yourself and others through a selling 

approach.

Develop and acquire new skills that will boost 
your self-confidence and motivate you to try new 

things and new approaches towards your 
customers. Learn how to acclimatise yourself 

with the innovative entrepreneurial approach.

Module 3: 
Develop a Different Mind-set that 
Will Give you the Ability to Think 

Creatively (Mind Mapping):

Module 4: 
Barriers and Accelerators for the 

Innovative Entrepreneurial 
Marketing Mind-set:

Encode the six step model for 
creative problem solving.

Develop the ability to identify the root of the 
problem before it appears and define it.

Understand the concept of the creative process 
and mind mapping and learn how to use them in 

your daily marketing activities.

Identify and develop your creative skills.

Develop your personal development plan.

Cognitive dissonance of marketing activities and 
creativity limitations.

Clear communication and innovative creativity 
for marketing managers.

Multiordinality and creativity of marketing 
processes.

How We Do It 
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Marketers drive many initiatives in the organisation to implement them through interaction 
with various stakeholders internally and externally. Therefore, marketers often use their 
political intelligence to help them to think and act in such a way as to help them positively and 
diplomatically influence others to achieve their set of goals and to implement their strategies. 
This will be done by using a set of skills and behaviours that increases the chances of both 
parties' satisfaction and helps build a long lasting relationship. More importantly it will not only 
provide an awareness of the political landscape, it will also supply the appropriate skills, 
behaviours and strategies required to manoeuvre through the political minefields in order to 
achieve organisational goals.  

It is fair to say that being politically intelligent is an essential behaviour for marketers and that it 
helps them in many parts of their job. It may help them when identifying the right people and 
organisations to connect with or when building effective and long-lasting coalitions. Also, 
marketers should have highly developed political intelligence skills in order to competently deal 
with any open opposition to change. Marketers also need to understand and respond positively 
to avoid any issues concerning mistrust which can easily become harmful to both the company 
and to individuals alike.

This programme is designed for marketers who set strategies and 
actions for implementation by others within the organisation. 
Heads of marketing, directors, managers and specialists can always 
benefit from attending this programme to understand the 
importance of influencing organisational politics to achieve their 
own goals in marketing.

Who Should Attend ?
This is a 3 day programme, available only as an in-
company, customised solution. Therefore, we will be 
available to discuss your requirements beforehand and 
will then customise the workshop accordingly.

Duration

THE POLITICALLY INTELLIGENT MARKETER PROGRAMME

What Is A Politically Intelligent Marketer ?

Why Is It Important ?
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This programme is action based and is designed with a 
direct, usable outcome in mind. It will support 
marketers to better exhibit the appropriate, politically 
intelligent behaviours such as how to build credibility 
and diplomacy, knowing how to approach their 
colleagues and customers in different situations and 
what to say and when to act in a particular way. This as 
a result, will directly impact upon the way they balance 
their personal results and the customer's anticipated 
outcomes.  At the end of the two days, participants 
will be able to successfully use “state of the art” 
negotiation tools and techniques such as: 

What Is In It For You ?

Understanding the complexity of political 
intelligence and its role in reaching a mutual win-win 
situation.

Behavioural analysis and how to deal with different 
behaviour styles using political intelligence:

o  Ability to measure through behavioural 
analysis,  others' credibility,  trust-
worthiness and power from within 
and outside of the organisation.

o  Choose between a number of politically 
intelligent and influential strategies and be 
able to adjust the appropriate one to your 
situation. Also learn how to avoid making 
mistakes during negotiation.

o  Personal power and how to amplify it.

Understanding and managing the organisational 
politics of your marketing department. 

Proactively map your stakeholders and practice co-
operatively working with them in a politically 
intelligent way. 

Module1: 
Organisational Politics and the Case for 

Politically Intelligent Marketers:

Module 2: 
Knowing Your Political 

Intelligence Profile:

Module 3: 
Politically Intelligence Marketers and 

Authentic Influence:

 

Organisational politics in a competitive 
marketing environment.

What is political intelligence and why is it 
important for all marketers?

The definition of political intelligence and how 
marketers respond to organisational politics in a 

positive manner?

Political intelligence and how it impacts the way 
we act, as well as how we interact with others. 

Know other people's political intelligence 
preference and gain the unique ability to switch 
your own style to match another's preference.

Understand how to influence others in a positive 
manner.

Political intelligence and authentic influence.

Familiarise yourself with and know when to use, 
different types of influencing strategies.

Advantages and disadvantages of using the build 
and direct approaches. 

How to combine them according to the situation.

Module4: 
The Credible Marketer  Strengthening 

Credibility and Power in the 
Organisation:

Module 5: 
Preparing and Building Coalition:

Module 6: 
Build Networks and Cooperative 
Relationships Within Your Team:

Credibility is about perception  how to assess 
your credibility.

Factors that influence your credibility rating.

Select the best approach based on your rating.

Avoid taking it too personally.

Experience the six steps in coalition building - 
the SPLASH Model.

Practice where to start as well as 
how to plan and prepare.

Understand the organisational politics 
involved in the marketing of your plan 

in order to build your own coalition.

Definition of the term “Networking”. 
What are its appreciations, advantages and 

disadvantages from a marketing perspective? 

Access and audit your network  how to identify 
and approach new people.

Set network code of conduct.

How We Do It
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Business Acumen has a wide variety of definitions. Our own answer to the above question is as 
follows: it is the ability to deeply understand the business consequence decisions as they are taken. 
It is the aptitude to predict with great accuracy the outcomes of business decisions. One is said to 
possess a high level of business acumen when he / she foresees the different forces (internal and 
external) that will influence the end result of making the difficult calls.

Two of the main characteristics in today's business environment are change and volatility. In 
recent years multinational and global firms have mass migrated from a bureaucratic style to 
become lighter, more agile organisations and have made great efforts to streamline business 
processes.  All this organisational change is really about:

     

Marketers need to develop the skills of business acumen in order to broaden their scope of 
understanding about their contribution to the organisational and business goals and strategies. 
One of the key learnings of this programme is the capability to make fast decisions based on a 360 
degree vision of the value chain or the organisation. This capability will allow you to get where you 
want to be in terms of bottom line results and organisational excellence.

This programme is designed for all managers that seek to develop the 
appropriate business acumen skills in order to achieve their goals.

Who Should Attend ?
This is a 5 day workshop available only as an in-company, 
customised solution. Therefore, we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

THE BUSINESS ACUMEN MARKETER PROGRAMME

Why Is It Important ?

What Is Business Acumen For Marketers ?

Survival.
Effectiveness.
Efficiency.
Profitability.
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Participants will have a unique opportunity to 
undertake experiential learning with highly flexible 
simulation software that can be adjusted to the 
preference of the target group. Participants will also 
experience flexibility in presentation formats to 
overcome specific marketing issues and they will have 
the opportunity to learn more about how to build or 
empower their teams with particular learning 
concepts and activities. Additionally, it is important to 
outline that the business acumen simulation regarding 
ROI reduces out-of-office time and provides high 
levels of intensive learning. Some of the key 
experiences include:

What Is In It For You ?

Developing business strategies and consequences 
on active implementation. 

Assessing decisions in respect to being customer and 
market driven.

Understanding demanding market environments 
(adaptable to major markets and customer 
requirements).

The importance of decision-making and dealing with 
organisational and customer diversity.

Understanding organisational inter-relationships 
and dynamics.

Cultivating a cross-functional approach to optimise 
results. Understanding what builds value in an 
organisation and the key drivers for business 
success.

Understanding financial performance measurement 
and performance management at all levels.

Utilising performance management (including the 
Scorecard principles) as a management tool rather 
than just as 'performance measurement'.

Linking “hard” business skills with “soft” issues, i.e. 
interpersonal skills and leadership.

Developing an entrepreneurship orientation and 
taking ownership of business units.

The business acumen simulation is an 
advanced business skills intervention that 
uniquely integrates hard business skills with 
interpersonal and leadership skills.

Using experiential learning as a learning 
methodology, the business acumen simulation 
is designed to provide participants with hands 
on experience about the management of a 
business unit.

K e y  f u n c t i o n a l  b u s i n e s s  a r e a s  a r e  
comprehensively dealt with from a systems 
approach.

The business acumen solution mimics the 
perfect environment that allows members of 
different departments to experience each 
area of expertise.

All this is conducted in a safe, virtual 
environment whereby mistakes are allowed 
thus ensuring maximum return on learning.

Furthermore, the business acumen simulation 
is intended for participants to experience the 
ill effects of the silo culture. By using this 
methodology the learning is deeply anchored.

The Business Acumen Simulation Process

T h e  i n s t r u c t i o n a l  d e s i g n  p r i n c i p l e s  
underscoring the simulation process identify 
clearly defined learning objectives in each 
module, the flow of which is linked in a 
progressive manner to the overall programme 
objectives, work experience of participants 
and organisational requirements.

BUSINESS RESULTS

The business management simulation process follows a well-researched, logical flow in the business 
management decision-making process. This not only resembles real-life situations, but allows for 
participants to draw on their own personal experience as well as learning interventions undertaken 
previously. Note that participants will work in small groups reflecting a management team (with 
specific responsibilities) and will also interact with facilitators through role-play. This ensures a 
serious learning environment rather than “just playing a game”.
  
The business acumen experiential learning process takes participants beyond knowledge and into 
performance. It allows them to interact with problems, investigate options, consider possible 
outcomes and of course implement solutions and evaluate the actual outcomes. This process 
includes the practical utilisation of appropriate inter-personal and leadership skills that will typically 
be required (i.e. negotiating budgets, setting performance standards, optimising team performance, 
motivation and leadership). The programme structure is such that it leads from one learning area to 
another, always building on previous learning experiences.
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The process was designed around a carefully planned set of interactive sub-processes which vary between balancing "hard" 
business issues, performance requirements and the interpersonal and leadership requirements for successful achievement 
of the company philosophy.
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