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What’s 
New in 2018?
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THANK YOU TO ALL OF 
OUR CLIENTS FOR MAKING 
2016 THE BEST YEAR EVER!  
We’d like to share with you a few of the 
changes as we grow in 2018. Want to 
know more? Get in touch with 
joshua@knowmium.com 

WHAT'S 
NEW? 

New Branding: We’re growing. With 
that growth 1221 Consulting has 
expanded beyond its original mission 
to something larger, and with it 
acquired a new name:  Knowmium. 
What does that mean? Knowmium is 
the element of knowledge. Same team, 
same client focus, same passionate 
delivery: just with a new name for our 
learning brand that captures its 
expanded energy and platform.* The 
logo itself is the international maritime 
flag for the letter K, which universally 
signifies “I want to communicate with 
you.” And we do. 

New Mobile App: With our growing 
brand we have expanded our pre, post, 
and in-session tools, which are now al 
mange through our own mobile app— 
Knowmium Learning. What does the 
new app mean for you and your 

learners? Better engagement, better 
tracking, and higher completion rates 
with stronger follow through due to 
our just in time micro-learning 
methodology. Best of all? It is all 
included within our existing rates. 
Want to try it out on your browser or 
phone? Send us a message and we’ll 
set you up with a demo. 

New E-learning: As part of our 
expanded brand we have partnered 
with Learning Heroes to upgrade our 
existing micro-learning with an 
expanded e-learning suite delivered 
through our Knowmium app. What 
does this mean? No boring point and 
click modules that no one watches. 
Want a demo? Let us know you’re 
favorite communications topic and we 
will set you up to give it a try. And 
again— this comes at no added cost to 
you or your learners. 

New Interactive Workbooks: We 
have gone fully digital and green 
replacing workbooks that sit on shelves 
and are easily lost with interactive 
trackable workbooks complete with 
embedded videos, quizzes, and 
learner-centered note taking delivered 
right through our mobile app. Still 

want traditional workbooks? We have 
them (for a small printing fee to our 
green printing partner Green Pagoda 
Press). 

New Follow Through Resources for 
Individuals, Teams, & Managers: In 
addition to our app, we have upgraded 
our resource banks for individuals, 
adding great templates and ongoing 
monthly Q&A webinars. For groups our 
buzz group (action learning groups) 
materials are better that ever– helping 
cohorts of participants to run their own 
internal follow up sessions. Lastly, we 
have improved our manager coaching 
guides to make it even easier for 
managers to participate before and 
after workshops in helping bridge the 
knowing-doing gap. 

New Virtual Sessions: Popular client 
demand has lead us to expand our 
sessions to include VC/Virtual options 
for both the main session as well as for 
follow up sessions designed to check in 
and expand on delegate learnings.  

New Advanced Analytics: For our 
executive coaching and by request in 
other programs, we now offer 
advanced transcription and analysis— 
basically taking recordings of speech, 
Q&As, or negotiat ion/influence 
simulations and transcribing them 
before running them through various 

*For those who are concerned with technical details for invoicing and 
business registration and such— we are still 1221 Consulting Ltd. We 
just have a shiny new learning brand. Steady on.
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sentiment analyzers to measure tone 
and structure from a quantitative 
perspective.  

New Formats: Our leading edge 
mixed intensive format (which 
combines whole classroom training 
with small group coaching) has been 
expanded to other topics. On top of 
this , for ful ly 70-20-10 ready 
organizations we are on board and 
ready to run entirely flipped training 
classrooms by leveraging our app 
platform and follow through tools. 

New Assessments: In addition to our 
existing suite of assessments, we have 
added Hogan in all of its versions as 
well as being one of the first licensed 
evaluators of the Bates ExPI, a 
comprehensive Executive Presence 
assessment. 

New Programs/tailoring: We’ve 
worked with our clients to expand our 
offerings in the last year to better 
reflect their learning needs. Look for 
new programs on building better 
meetings, upgrading subject matter 
expert training delivery, interpersonal 
skills, innovation, as well as tailoring 
options for niche markets— VC 
presenting, equity research and many 
more. Looking for something special? 
We are happy to customize a program 
just for you! 

New Partnerships: To provide the best 
programs to you we are proud to 
announce that we are now the first 
licensed partner in Asia of The Story 
Studio, allowing us to integrate their  
best in class storytelling training 
resources with our own tailored 
solutions. 

New Support for L&D Partners: We 
aim to be an end to end support for 
you, and to help with this we have 
expanded our capacity to do for you 
learner needs analysis as well as 
resource sourcing. What does that 
mean? Need something we don’t 
offer? We will do our best to connect 
you: no charge and no commission. 
Just a desire to connect quality 
partners with quality people and 
content. 

New Learning Lab & Locations: 
We’ve moved to a larger space to allow 
us to beta test sessions, tools, and 
interactions. Want to be the first to try 
new learning materials for free? Let us 
know and we’ll add you to our beta 
tester mailing list which holds 
quarterly get togethers at our learning 
lab. In addition to moving our 
headquarters, we are making inroads 
in more markets, covering now 14 
countries in APAC, as well as adding 
office locations in Singapore and 
Beijing. 

New Staff & Trainers: Our growing 
brand has brought on board new full 
times trainers, partnered associates, 
research staff, and client managers  to 
make the job of our L&D and HR 
partners less complex and overall 
support you and your learners better. 
See anything we’re missing? We love 
feedback! Our goal is to deliver a 
seamless experience, so please do feel 
free to let us know how we can work 
with you better. 
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We can’t 
w a i t t o 
team-up 
with you 
in 2018!



Key Programs

1. Speak to Persuade 1         

2. Speak to Persuade 2 

3. Mastering Impromptu / Q&As                   

4. Building Better Influence                            

5. Building Better Negotiations                           

6. Innovate to Great                         

7. Telling isn’t Training                            

8. Facilitate to Great                           

9. Building Business Stories                            

10. Better Writing/Email Excellence                          

11. Collaborate to Great                           

12. Managing Brand You                            


13. Courageous Conversations           

14. Working Across Boundaries                              

15. Problem Solving & Decision Making                         

16. Executive Presence                         

17. Getting Interpersonal                           

18. What’s the PowerPoint?                            

19. Media Matters                            

20. Building Better Meetings                     

21. Networking is Not-Working                         

22. Teaming to Win                          

23. Executive Coaching      

24. Building Persuasive Sales
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“Get your subject into the heart of your audience.”  
— Alexander Greg

WHAT’S THE CHALLENGE? 

Public speaking. Does the mere mention of it turn your palms 
clammy and make your heart race? If you’re like 75 percent of 
the population, it probably does. It’s estimated over 80 million 
presentations are given around the world everyday. Most of 
them are not making the most of their opportunity, and billions 
are lost yearly on dull speeches with little follow through and no 
power. Isn’t it time we communicated better?  
 
In a recent survey of more than 300 Fortune 100 business 
leaders, what do you think was ranked number 1 among desired 
skills of new employees?: Effective communication and public 
speaking. Ultimately, the goal of a great presentation is not its 
completion, but in how much the audience remembers and acts.  
In both prepared and impromptu situations we need the ability 
to deliver more powerful audience focused speeches.  

The good news is: clear systems are available to transform 
average speeches into ones that create the impact we desire. 

AVAILABLE DURATIONS 

• Lunch and learn (2 hours) 
• Express session (4 hours) 
• 1 or 2 day classroom format 
• Recommended: Max ROI at 2 days with 8 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Speech confidence assessment 
• Pre-reading 

In session:

• Recorded presentations 
• Pair-work, small group and whole class discussions 
• World cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning app training 

SPEAK TO PERSUADE I
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KEY OUTCOMES 

1. Create and deliver powerful, 
memorable messages  

2. Handle difficult questions on 
the spot with positive audience 
connected answers 

3. E s t a b l i s h s t a g e p r e s e n c e 
(confident/charismatic body 
language and voice) and 
rapport with the audience 

4. Deliver technical content to 
non technical audiences with 
clear business narratives 

COURSE MODULES 

Benchmarking: Fears and Goals 

• Our sessions starts with a brief  

introduction and interactive activity 
for goal setting followed by our first 
benchmark recorded persuasive 
speech. After viewing their speeches 
participants will debrief and discuss 
our challenges and fears as well as 
examining the path we will take to 
overcome them during the 1-2 days 
we have. 

• Key take-away: a clear understanding 
of current issues they presenting 
which combined with their own goals 
helps to strongly focus attention on 
the training ahead. 

Understanding and Applying 
Charismatic Presence (Body 

Language and Voice) 

• Our second sessions dives into the 

power of presence- analyzing the 
problems we cross-culturally and well 
as individually with body language 
and voice, and how we can each 
strategically work on improving 
ourselves to better connect with an 
audience in a confident manner. 
Module two has extensive exercises to 
practice elements of body language 
and voice and closes with a recorded 
story-telling session that maximizes 
participant presence.  

• Key take-away: tools for analyzing 
self-presence and improving it along 
with tips and tricks to connect better 
with an audience. 

 
Building a Better Message for 

Audience Action 

• Module three begins by examining 

common problems with content: the 
amount we share, the kind of 
information we use, and the way we 
take audience concerns into account. 
Having raised awareness of the issues 
we then take our morning speeches 
and systematically rework them using 
a clear persuasive template that 
delivers technical content in a 
memorable way. 

• Key take-away: a template driven 
system that allows for the rapid 
generation of audience focused 
persuasive content. 

 
Dealing Positively with  

Difficult Questions 

• Module four recognize that preparing 

a good speech is hard, but answering 
questions on the spot is even harder. 
We’ll benchmark Q&A ability and then 
learn key methods for rapidly 
answering and redirecting questions 
in a positive manner. 

• Key take-away: clear methods for 
dealing with tough questions on the 
spot. 

 
Visuals That Engage 


• Module five is perfect for participants 
that need to use v isuals and 
Powerpoint extensively. We cover key 
problems of message overload and 
poor visual/content alignment as well 
as how to rapidly prototype better 
visuals to overcome them. 

• Key take-away: template driven 
system for designing better visuals 
for audience engagement. 

Optional Modules: 

• Team Presenting 
• Impromptu Speaking 
• Presenting at meetings, via VC etc.
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WHAT’S THE CHALLENGE? 

Even skilled and experienced presenters can fail to motivate 
their audience. Confidence alone is not enough to deliver the 
right result: presenters need skill and finesse. Now it is time to 
master your unique style to deliver impressive presentations.  
With the pressures of working within financial services, getting it 
right is a start but adding polish and impact will enable you to 
gain credibility, especially when under pressure from a 
potentially ambivalent, highly focused and knowledgeable 
audience.  

So what else could you do to advance your presentations to a 
new level? Perhaps you need to take a more creative approach to 
putting together a presentation and make it less linear. Perhaps 
you could become even more adept at handling difficult or 
hostile questions. Even skilled presenters will have nightmare 
scenarios where things don't go according to plan. Experienced 
presenters have credibility, authority and finesse. Experienced 
speakers know that the difference between a good speaker and a 
great speaker is only… about 1,000 speeches. This is the course 
for those speakers who are ready to take the next step in 
bridging the gap between good and great. 

AVAILABLE DURATIONS 

• Express session (4 hours) 
• 1 or 2 day classroom format 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Speech confidence assessment 
• Pre-reading 
• Optional pre-recording assessment 

In session:

• Recorded presentations 
• Pair-work, small group and whole class discussions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning app training 

“A speaker should approach his preparation not by what he wants to say, but by what he wants to learn.”  
― Todd Stocker

SPEAK TO PERSUADE II
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KEY OUTCOMES 

1. Structure and build compelling 
presentations— make your mark 
and be remembered 

2. Develop personal style of 
delivery in different situations 

3. Deliver high-power, captivating 
speech “openers” 

4. Confidently present complex or 
controvers ia l in format ion, 
using well-planned and logical 
a r g u m e n t s t o i n c r e a s e 
audience receptivity to ideas 

5. Develop responses to deal with 
a u d i e n c e c h a l l e n g e s a n d 
unplanned distractions, deal 
with criticism or dissent and 
provide effective rebuttals to 
objections 

6. Manage challenges, objections 
and interruptions f rom a 
skeptical audience— respond to 
perceived audience reception 
and confidently change tactics 
mid-presentation 

COURSE MODULES 

What Makes a Truly Powerful 
Presenter? 


Knowing what it is that creates an 
o u t s t a n d i n g p r e s e n t e r i s k e y . 
Participants begin this course by 

developing a set of criteria that defines 
t r u l y p o w e r f u l a n d c h a r i s m a t i c 
presenters; this will be used for the 
duration of the course as a template 
against which participants measure their 
progress. 

Engaging the Audience Right from 
the Start 


How can you freshen up your current 
presentation style? Its critical to create 
suspense and deliver that “Aha!” 
moment, surprising the audience with 
something new to leverage the Before 
and After effect. 

Creating a Memorable Message 

Next we turn to planning the journey –  
taking the audience with you through 
key point orchestration, linking and 
storytelling. The human brain can handle 
only 7 +/- 2 chunks of information at a 
time. Here we guide participants to 
create impactful materials using key 
images and key messages so that the 
audience can easily digest and recall 
their messages and presentation. We 
a l s o a p p l y p e r s u a s i v e s t r u c t u re s 
including: See-Saw Method, Problem-
Solution, Criteria Satisfaction and 
Motivated Sequence, before looking at 
conclusion structure to ensure that 
audiences think, feel and commit to act 
as a direct result of attending the 
presentation. 

Spontaneity & Audience 
Awareness: Taking Control of Your 

Audience 

Next we turn to thinking on your feet—  
developing greater command of your 
audience, gaining their attention and 
interest, reading the mood of your 
audience and dealing with difficult 
audiences. This includes: handling 
dissent or criticism; crafting confident 
and credible responses; and maintaining 
rapport while managing negativity, 
especially during difficult Q&As. 

Differentiating Presentations & 
Fine Tuning Your Style 


Lastly, we turn to stronger transitions 
and rhetoric:  practicing key methods for 
making sure we resonate, as well as 
adding rhetorical techniques which can 
add flavor to otherwise dry messages. 
We examine the language secrets of the 
great presenters: turning points, context, 
and creative “Out of the box” thinking to 
put ideas across in ways that creates 
maximum impact. 

Optional Modules: 

• Business Narrative/Storytelling 
• Team Presenting 
• Presenting for Training Seminars 
• Technical to Non-Tech 
• Impromptu Speaking 
• Presenting at meetings, via VC etc.

8

Co
py

rig
ht 

© 
20

18
 12

21
 Co

ns
ult

ing
/K

no
wm

ium
 Le

arn
ing



“It usually takes more than three weeks to prepare a good impromptu speech.”  
— Mark Twain

WHAT’S THE CHALLENGE? 

Do you wish you could:  
• Speak confidently and clearly the next time your boss asks you 
a question?  
•Be able to give an effective business briefing when suddenly 
asked to do so?  
•Handle questions with poise and grace even under hostile 
circumstances?  
 
Having several days or weeks to prepare a presentation can be 
nerve-racking enough. But do you feel panic-stricken if you are 
asked to speak in public at a moment’s notice with no 
preparation? How often have you heard an unprepared speaker 
give a faltering, unconvincing or incoherent speech? The good 
news is: clear systems are available to transform average 
speeches into ones that create the impact we desire. The 
workshop will help you to overcome your fear of making 
impromptu speeches. It will focus on (1) getting comfortable in 
front of audiences, (2) learning to think on your feet, (3) being 
creative when speaking off the cuff, and (4) delivering with 
confidence. You will also learn and practice an effective 
technique for quickly preparing short speeches. 
 
 

AVAILABLE DURATIONS 

• Express session (4 hours) 
• 1 or 2 day classroom format 
• Recommended: Max ROI at 2 days with 8-12 participants 

 
METHODS USED 

Before the session:

• Stakeholder interviews 
• Speech confidence assessment 
• Pre-reading 
• Optional pre-recording assessment 

In session:

• Recorded presentations 
• Pair-work, small group and whole class discussions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning app training 

MASTERING IMPROMPTU/Q&As

9

Co
py

rig
ht 

© 
20

18
 12

21
 Co

ns
ult

ing
/K

no
wm

ium
 Le

arn
ing



KEY OUTCOMES 

1. Create and deliver powerful, 
memorable messages  

2. Handle difficult questions on 
the spot with positive audience 
connected answers 

3. E s t a b l i s h s t a g e p r e s e n c e 
(confident/charismatic body 
language and voice) and 
rapport with the audience. 

4. Deliver technical content to 
non technical audiences with 
clear business narratives 

5. Speak on the spot in a clear 
and connected manner 

6. Developing creative ideas in 
the moment: Acquire skills in 
structuring your response with 
limited time 

COURSE MODULES 

Benchmarking: Fears and Goals 

• Our sessions starts with a brief  

introduction and interactive activity 
for goal setting, followed by our first 
benchmark recorded impromptu 
speech. After viewing their speeches 
participants will debrief and discuss 
our challenges and fears as well as 
examining the path we will take to 
overcome them during the 1-2 days 
we have. 

• Key take-away: a clear understanding 
o f c u r r e n t i s s u e s p r e s e n t i n g 
impromptu which combined with 
their own goals helps to strongly 
focus attention on the training ahead. 

The Patterns of Impromptu 

• Being able to think, speak, persuade, 

and build rapport on the spot is much 
harder than any prepared speech. 
We’ll show you structured approaches 
to mastery and apply them to a 
number of work topics for use in 
conversations, meetings, and calls.  

• Key take-away: template driven 
system for designing better for 
audience engagement on the spot. 

 
Building a Better Message for 
Audience Action on the Spot 


• Module three begins by examining 
common problems with content: the 
amount we share, the kind of 
information we use, and the way we 
take audience concerns into account. 
Having raised awareness of the issues 
we then take our morning speeches 
and systematically rework them using 
a clear persuasive template that 
delivers technical content in a 
memorable way. 

• Key take-away: a template driven 
system that allows for the rapid 
generation of audience focused 
persuasive content. 

Dealing Positively with  
Difficult Questions 


• Module four recognize that preparing 
a good speech is hard, but answering 
questions on the spot is even harder. 
We’ll benchmark Q&A ability and then 
learn key methods for rapidly 
answering and redirecting questions 
in a positive manner. 

• Key take-away: clear methods for 
dealing with tough questions on the 
spot. 

Building on Business Improv 
(Body Language and Voice) 


• Our final module dives into the power 
of presence: analyzing the problems 
we cross culturally and well as 
individually with body language and 
v o i c e , a n d h o w w e c a n e a c h 
strategically work on improving 
ourselves to better connect with an 
audience in a confident manner using 
the techniques of business improv.  

• Key take-away: tools for analyzing 
self-presence and improving it along 
with tips and tricks to connect better 
with an audience.  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WHAT’S THE CHALLENGE? 

Why do you need training to influence without authority?   The 
fact is, today’s professionals aren’t getting things done because 
they can tell someone else what to do. Your position in an 
organization and the power it gives you aren’t always enough to 
motivate people to do what you ask. 21st Century organizations 
are based on cross functional project teams and matrix structures 
where no one person is “the boss” and can exercise authority 
and success is based on the ability to influence and negotiate 
outcomes. How do you influence others without organizational 
authority? Developing your influence skills can help you gain 
commitment from people at all levels: direct reports, peers and 
bosses.This practical workshop teaches the positive 
communication skills that will increase your performance and 
impact in complex relationships and show you how to achieve 
short term goals without sacrificing future goodwill. 
 

AVAILABLE DURATIONS 

• 1 or 2 day classroom format 
• Mixed Intensive (1 to 2 days with morning classroom 

sessions and afternoon small group sessions) 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Influence style assessment (quantitative analysis, certified 

by Discovery Learning) 
• Pre-reading 

In session:

• External and internal simulations 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Video, peer, and trainer feedback 
• Hotseat/Fishbowl simulation 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning influence app training 

“To listen well is as powerful a means of communication and influence as to talk well.”  
—John Marshall 

BUILDING BETTER INFLUENCE
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KEY OUTCOMES 

1. Move beyond a reliance on 
positional power:  Know what is 
meant by Personal Power and 
learn how to use it to enhance 
your credibility 

2. Appreciate what drives your own 
influence style, and how your 
behavior impacts on others  

3. Develop and practice a variety 
key push and pull influence 
behaviors. 

4. Understand how inf luence 
profiles can be adapted to 
succeed in many different 
situations 

5. Identify how organizational 
structure and politics impact on 
communication and acquire 
techniques for managing these 
effectively 

6. Achieve results through others 
without using direct authority 

7. Work more effectively in cross-
functional or matrix teams 

COURSE MODULES 

Why Does Influence Matter and Why 
is It Hard? An overview of the key 
goals and challenges of positive 
influence. 

Positive Influence vs. Negative 
Manipulation: a discussion of 
misperceptions of influence and the 
reality that positional & personal power 
are very different. 

E l e m e n t s o f I n fl u e n c e : 
understanding the different styles of 
influence based on profile results (from 
pre-work). 

Expanding Your Positive Power Base 
— The six types of power: Referent, 
Information, Expert, Legitimate, 
Reward, Coercive. 

L e a r n i n g t o P u s h : P a r t 1 - 
Rationalizing — focused on generating 
credibility, framing to remove blame & 
meet audience worldview.  

Learning to Push: Part 2- Asserting — 
f o c u s e d o n p o s i t i v e f r a m i n g , 
charismatic presence, & proactive 
networking. 

Managing Our Pull, Part 1- Bridging 
— strategic listening, questioning, and 
summarizing to build common 
ground. 

Managing Our Pull, Part 2- Inspiring 
— how to generate business narratives 
that gain buy-in and share a common 
goal. 

Thinking Strategically: Advanced 
Stakeholder Analysis—  A planning 
framework for executing the most 
appropriate strategy which allows us 
to: 
• Avoid pitfalls and traps 
• Get results in matrix structures 
• Navigate organizational politics 
• Ident i fy and apply pol i t i ca l 

strategies effectively 

Optional Modules: 

• Advanced Influence Intensive 
• Gender and Influence 
• Cross Cultural Influence 
• Virtual Influencing 
• Influence without Authority
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WHAT’S THE CHALLENGE? 

Chester Karrass stated, “In business as in life, you don't get what 
you deserve, you get what you negotiate.” We negotiate every 
day…at work and at home. For many of us, this causes anxiety: 
we don’t like conflict, we want to do well..we fear harming the 
relationship. Many of us feel anxious when are faced with a 
situation in which we may have to negotiate - we don't want to 
be dissatisfied with the outcome or face conflict. Being skilled in 
negotiation has become one of the most critical skills we need to 
be satisfied in our lives  both professionally and personally.  

Successful negotiating is one part art and one part science. To 
reach an agreement that’s acceptable to both parties you’ll need 
to negotiate effectively and have a number of key strategies and 
tactics at your disposal. This course will enable you to conduct 
negotiations successfully in a range of situations. Through an 
understanding of the choice of tactics, you will be able to plan 
and conduct negotiations effectively, taking account of how 
others may respond so that you are clear about your own 
options. At the heart of this is a recognition that long term 
relationships are best served by finding win-win solutions. 

AVAILABLE DURATIONS 

• Lunch and learn (1-2 hours) 
• Express session (4 hours) 
• 1 or 2 day classroom format 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Negotiation style assessment (quantitative analysis, 

certified by Killmann Diagnostics)  
• Pre-reading 

In session:

• External and internal simulations (need dependent) 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Video, peer, and trainer feedback 
• Hotseat/Fishbowl simulation 
• Reflective action planning 
• Interactive content review 
• Company specific creative concessions list 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions (internal or trainer lead) 
• Resource website access 
• Online micro-learning negotiation app training 

“He who has learned to disagree without being disagreeable has discovered the most valuable secret of a diplomat.”  
– Robert Estabrook
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BUILDING BETTER NEGOTIATIONS



KEY OUTCOMES 

1. Acquire a systematic framework 
for understanding negotiation 

2. Heighten your awareness of 
your strengths and weaknesses 
as a negotiator 

3. Learn how to expand the size of 
the pie by creating value in 
negotiations 

4. G a i n p r o b l e m - s o l v i n g 
techniques for distributing 
v a l u e a n d s t r e n g t h e n i n g 
relationships 

5. Ascertain how to choose the 
right process to craft deals that 
last 

6. Learn how to manage across 
the table and behind the table 
negotiations 

7. Po s i t i v e l y m a n a g e o f f i c e 
politics to create stronger 
relations from internal conflicts 

COURSE MODULES 

Why Does Negotiation Matter and 
Why is It Hard?: A overview of the key 
goals and challenges of win-win 
negotiating. 

Plan: 9 times out of 10 the one who 
does the best planning is the one who 
gets the better deal but sadly many do 
not adequately plan. We develop an 
effective plan and strategy for any 
negotiation, learn how to set and 
achieve targets using BATNA, WWW 
(wish want and walk), and better 
understand the psychology of anchors.  

Proactive Networking: Before the 
negotiation work to avoid transactional 
situations as well as how to incorporate 
positive influence techniques into 
negotiations. 

Probe: Tools to build trust and dig 
deep into the needs of others and 
build common ground. 

Advanced Stakeholder Analysis: 
tools for building common ground and 
aligning needs. 

P r e v e n t : H o w t o n e u t r a l i z e 
manipulative tactics with the power of 
l e g i t i m a c y , k n o w l e d g e , a n d 
motivational pressure, and lastly how 
to be positively assertive in the face of 
a difficult situation. 

Persuade (Bargain and Close well): 
Methods for conditional closes, 
understanding concessions, and 
knowing how to maximize our own 
negotiation style. 

Optional Modules: 

• Advanced Negotiation Intensive 
• Internal Negotiations 
• Team Negotiating 
• Dealing with Difficult Tactics 
• Virtual Negotiating
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“Innovation distinguishes between a leader and a follower.” 
— Steve Jobs

WHAT’S THE CHALLENGE? 

Are your ideas Desirable, Feasible, and Viable? Do you doubt your 
own capacity for creativity and innovation?  You’re not alone. 
Most business leaders understand the value of innovation. They 
demand “innovative ideas,” but because risk-aversion infects 
decision-making, organizations end up delivering mediocre 
solutions. Relying on yesterday’s ideas and assumptions spells 
failure. Those that resolve this paradox do things differently. They 
check their logic as well as their gut. And they’re able to quickly 
generate and test numerous ideas, learning their way into 
solutions that are desirable, feasible and financially viable. 

In this program, we’ll discover new ways to break through 
mental barriers and roadblocks. What works for Google or 
Facebook won’t necessarily work for you. Effective innovation 
work within your unique organizational culture, builds on 
existing strengths, not a set framework. Through real-world 
examples, you’ll learn how to develop winning strategies and 
strengthen your organization’s capacity to drive innovation. Our 
training gives you the skills to think, act and operate creatively 
and innovatively in your daily work.  

AVAILABLE DURATIONS 

• 1-2 day format 
• Recommended: Max ROI at 2 days with 12-16 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Innovation style assessment 
• Pre-reading 

In session:

• Innovation Bootcamp simulations 
• Pair-work, small group and whole class discussions, World 

Cafe problem solving sessions 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning innovation app training 
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INNOVATE TO GREAT



KEY OUTCOMES 

1. Demonstrate a clear understand of 
business innovation and the key 
components needed to generate 
innovation breakthroughs 

2. Apply a roadmap for innovation 
and design with clear tools and 
techniques to creatively solve 
problems with measurable 
success, and take calculated risks 

3. G e n e r a t e , s t r e n g t h e n a n d 
elaborate on ideas and evaluate 
and prioritize those ideas based 
on impact 

4. Practice and simulate the process 
to create new breakthrough 
b u s i n e s s i d e a s f o r y o u r 
organization 

COURSE MODULES 

Innovation framework: 

• What is innovation & creativity, and how 
does it work?  We begin by looking at the 
base of types of innovation in a business: 
from process, to model, design, service and 
others, leveraging 10 Types of Innovation 
(based on research by Deloitte/Doblin). 
• We close this module by examining our 
process of innovation: Define, Discover, 
Develop and Demonstrate to identify 
unmet customer needs, generate ideas to 
fulfill those needs, analyze the most 
promising solutions and test the end 
product/process. 

Looking to the future & the self:

•We build on our first module, stepping 
up to a macro level of how to identify new 
opportunities for your business by looking 
at future disruptive technologies and 
exploring societal trends & useful trend 
maps. The goal of this is to see the world as 
a series of trends, and measure which 
change trends represent economic and 
p l a n n i n g o p p o r t u n i t i e s f o r y o u r 
businesses. 
•We next discuss why it is essential for 
individuals to be more innovative, focusing 
on: what type of thinker you are so you can 
develop your own personal innovativeness 
and help others access theirs (based on the 
pre-work assessment): 
•Visioning: to envision the ideal future 
•Modifying: to refine and optimize what 
has come before 
•Exploring: to discover new and novel 
possibilities 
•Experimenting: to combine and test 
many unique combinations 

Idea Generation: Analogy & Client-
based Techniques

•The afternoon begins with idea 
generation: leveraging the awareness of 
macro trends and types of innovation as we 
review different innovation tools and 
techniques to help you generate better 
ideas with our innovation breakthrough 
process. 
Key techniques include: 
•Analogy Thinking: 80% of creative ideas 
comes from analogy thinking 

•Innovate from a customer perspective: 
Client Journey & Personas 
•Opposite Thinking/situation/solution 
reversal + Hybrid Brainstorming. 

C o n c e p t D e v e l o p m e n t & 
Implementation

•At this point we have great methods to 
see large scale trends, leverage our skills, 
and systematically generate ideas, but how 
do we go from concept to reality? How do 
we gain buy in, mitigate risk, measure 
progress and continue innovation habits? 
In this module we look at: 
•How to gather and evaluate your new 
ideas against your organization’s aims. 
•How to plan for innovation, from the 
bottom up and from the top down, and 
ensure that innovation is practical and can 
be implemented. 
•How to better communicate ideas/
making a business case for innovation: 1-2 
s t r u c t u r e s f o r t h e s u c c e s s f u l 
communication of ideas in a team and 
corporate environment where people want 
to get a grasp and see results quickly. The 
same frameworks used by consulting firms 
like McKinsey, etc. 

Presentation, Action Plan, & Next Steps: 
We close the day presenting our group 
innovation projects, then turn to a look to 
our future, discussing key lessons, and next 
steps that link to our follow through 
options. 
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WHAT’S THE CHALLENGE? 

What’s the risk of delivering the same old subject matter expert 
(SME) training year after year?  Some would say it is in the 
company’s best interest to deliver the cheapest, most basic 
training possible that still meet the necessary requirements. 
Why waste effort on making it memorable and engaging when 
the bare minimum will do? 

Managing SME training is no longer a tick box exercise and is 
ranked second only to leadership development in training 
importance globally. Fostering a learning culture will be easier to 
achieve by deploying training that is about changing behavior 
not just imparting facts. Employers know that an intelligent, 
well-trained workforce is central to productivity and well-being. 
In today’s competitive business climate, companies must 
constantly improve their products, services, and human capital, 
or be replaced by smarter competitors. SME’s have a crucial role 
to play in this effort, provided the knowledge they impart is 
transferred to the work of the organization. 

PURPOSE 

To enhance the training and facilitation skills of SME members of 
the organization, utilizing key adult learning principals, training 
best practices, interactivity, and content tailored for the organization. 

KEY OUTCOMES 

“Tell me and I forget. Teach me and I remember. Involve me and I learn.” 
—Benjamin Franklin
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TRAINING ISN’T TELLING

1. Diagnose current ability in delivering training 
2. Identify measurable learning objectives and apply adult 

learning principles 
3. Create diverse opportunities for participants to connect 

with the content 
4. Facilitate using learner-centered training methods and 

alternatives to lectures and do so with true confidence 
5. Develop strategies for different learning needs to keep 

participants engaged and involved 
6. Know how to present information clearly, respond to 

questions, and manage the group



Title Description Format Timing

Pre-session:  Online assessment of training delivery awareness, program goals and a short 3 page 
pre-reading with key adult learning principles.

Online self-access n/a

Introduction Introduction and interactive goal setting. Plenary & pair discussion 10 min

Benchmark & 
Debrief

Benchmark training simulation to highlight key issues of the day and the challenges 
that arise in knowledge transfer and trainee engagement.

Group simulations, small group 
debrief, class discussion and 
interactive lecture.

45 min

Planning & 
Preparation 

We next turn to what happens before sessions, the oft overlooked planning and needs 
assessment, including:  
•Adult Learning Principles Review 
•Needs Assessment Basics 
•Specific Challenges of  SMEs 
•Learning Objectives and Facilitation - What is the Connection?

Interactive lecture, pair /group 
discussion, World Cafe.

60 min

Adapting to our 
audience 

We next turn to tailoring: how to adapt SME training to maximize audience impact, 
covering: 

•Acknowledging Learning Style Preferences and Methods 
•Establishing a Positive Learning Environment 
•It’s Not How Much You Say, It’s What They Do 
•Hand’s on practice crafting adaptive mini-lessons

Interactive lecture, pair /group 
discussion, hands-on activities and 
pair interactions

60 min

Break for Lunch

Facilitating: 
Creating stronger 

learner 
engagement 

After lunch, we turn from content preparation and adaptation to the hands of aspects of 
delivery and facilitation, focusing on: 

•Delivery Techniques  
•Sequencing and change ups 
•Managing Participant Behaviors and Giving Feedback 
•Asking and Responding to Questions: impromptu skills 
•The use of tech in the classroom to enhance learning 
•Use of interactivities: Quizzes, Small group discussions, Case studies, Active 
summaries. Q & A sessions, Question cards, Role-playing, Demonstrations, 
Creating a personal action plan

Interactive lecture, pair /group 
discussion, hands-on activities and 
recorded mini sessions in front of 
class with feedback.

150 min

Making learning 
stick 

Last we turn to upgraded case techniques: how to make the SME materials themselves 
levels richer and more memorable through core narrative techniques and educating 
trainees with real and relevant example that provide clear guidelines.

Interactive lecture, pair /group 
discussion, World Cafe.

60 min

SESSION OVERVIEW
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WHAT’S THE CHALLENGE? 

How well do you facilitate? Effective facilitation of a discussion 
involves the recognition and employment of different 
perspectives and different skills to create an inclusive 
environment. In order to do so, it is important to consider the 
features of effective discussions, and conditions that promote 
group interaction and engagement. Discussion is a powerful 
mechanism for active learning; a well-facilitated discussion 
allows the participant to explore new ideas while recognizing 
and valuing the contributions of others. Facilitators and trainers 
need to offer as much support guidance and encouragement as 
necessary while still maintaining a low profile, in the process: 
and implementation amongst a number of stakeholders is a 
challenging task.  

The secret of great facilitation is a group process that flows – and 
with it will flow the group's ideas, solutions, and decisions too.) 
Your key responsibility as a facilitator is to create this group 
process and an environment in which it can flourish, and so help 
the group reach a successful decision, solution or conclusion. 
This interactive workshop is intended for new facilitators who 
want to develop and/or improve their facilitation skills. 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Facilitation assessment   
• Pre-reading 

In session:

• Facilitation simulations 
• Pair-work, small group and whole class discussions 
• World cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Hotseat/Fishbowl feedback 
• Reflective action planning 
• Interactive content review 

Post session:

• 2-4 hour booster sessions available 
• Manager and participant discussion guides 
• Resource website access with facilitation templates 

“It was impossible to get a conversation going, everyone was talking too much.” 
— Yogi Berra
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FACILITATE TO GREAT



KEY OUTCOMES 

1. Understand the role of a facilitator 
2. Assess audience needs to design 

and plan the group process, and 
select the tools that best help the 
group 

3. Be able to create audience 
engagement, asking questions 
that generate robust and candid 
responses 

4. Create structure to discussions and 
maintain momentum 

5. Manage disagreement and 
respond to dysfunctional behavior. 

6. Build consensus using a variety of 
tools 

7. K n o w h o w t o m a n a g e a 
measurement process post 
session 

COURSE MODULES 

B e n c h m a r k , D e b r i e f & 
Understanding the Challenges & 
Role of the Facilitator— After an 
interactive opener we begin with a 
rotating facilitation benchmark that 
allows all participants to have the 
chance to try on the role of facilitator. 
We’ll debrief the challenges that came 
with that and look to our framework of 
successful facilitation: neutrality, 
posit ive engagement, decision 
momentum, and follow through, that 
will enable a group to discuss, plan, 
decide, learn, or grow in an inclusive 
environment. 

Guide & Control the Event: building 
the structure needed for a successful 
roundtable— Here we will discover how 
to best decide on a process for the 
discussion, and follow a template 
driven planning approach to craft  and 
audience centered agenda that  helps 
participants get involved immediately 
to address the issues at hand while 
generating trust in each other and the 
facilitator. 

Leveraging Interaction Tools— We 
next turn to our interaction toolkit to 
create positive engagement, including 
the use of: Icebreakers, round robins, 
discussion guides, questioning and 

listening techniques, scene and rule 
setting, and creative facilitation tips. 

Momentum & Decision Tools— After 
lunch we turn to momentum and 
decision tools that ensure productive 
g r o u p b e h a v i o r s , i n c l u d i n g — 
Encouraging and involving al l 
participants, monitoring checkpoints 
a n d s u m m a r i z i n g / c l a r i f y i n g 
contributions, managing disagreement 
and object ions, recording the 
discussion in a visible way, avoiding 
Groupthink, aiding decision making, 
and keeping up the energy level. 

The Way Ahead— Last but not least 
among the responsibilities of a 
facilitator is the recording of outputs, 
and of bringing these together, sharing 
them, and making sure they are 
actioned. To do so we focus on: 
Document ing session information, 
e v a l u a t i n g s u c c e ss a rea s a n d 
improvements, helping the group 
identify clear commitments and action 
items, and closing the meeting with a 
positive forward looking note. We close 
our own sess ion with a final 
benchmark and debrief that points to 
our next steps with a clear action plan 
and follow up tools. 
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WHAT’S THE CHALLENGE? 

Organizations are changing quickly. Structures are flatter and 
reporting lines more complex. Staff and customers are spread 
around the world, and everyone is deafened by the “noise” of 
information overload. Yet the modern employees still need to be 
able to influence and persuade in this fluid environment. The 
sharing of stories is a powerful way of cutting through. When we 
tell stories, people “get” what we are saying – and they 
remember. This is the case whether we are communicating 
informally or in a more formal environment. Yet few people in 
business systematically harness the natural power of story in the 
workplace. The business expert John Kotter writes, “Those in 
leadership positions who fail to grasp or use the power of stories 
risk failure for their companies and for themselves.” We can use 
the power of stories to make our values come to life, to persuade 
audience, to build common ground, and create confidence for 
change.  The good news is that, although storytelling is an art, it 
can also be taught. This workshop explores the art and science of 
storytelling,  drawing upon everything from the lessons of 
Aristotle to the techniques of Hollywood screenwriters. The 
concepts will then be put into practice as participants create and 
present their own stories, with special attention paid to structure, 
forward motion, and resolution. 

AVAILABLE DURATIONS 

• 1 or 1.5 day classroom format with virtual follow up 

METHODS USED 

Before the session:

• Stakeholder interviews (optional- for customization) 
• Story style assessment  (optional) 
• Pre-reading 

In session:

• Storytelling creation and assessment 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• 2-4 hour booster sessions available 
• Resource website access 
• Storytelling mobile app 
• Virtual follow up 
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BUILDING BUSINESS STORIES
“The purpose of a storyteller is not to tell you how to think, but to give you questions to think upon.” 

—Brandon Sanderson 



KEY OUTCOMES 

1. Discover how to get people 
h o o k e d o n y o u a n d y o u r 
messages 

2. Overcome entrenched views by 
c h a n g i n g b e h a v i o r s u s i n g 
influence stories 

3. Build rapport through connection 
stories 

4. Communicate business value 
using success stories 

5. Explain things in ways that 
connect with different audiences: 
be able to clearly identify your 
audiences needs, obstacles and 
desires in the stories you create 

6. Discover how stories can be used 
to fast track trust and credibility 

7. Define actionable ideas, story 
tools and methods to develop a 
variety of different business 
narratives 

IN PARTNERSHIP WITH: 

COURSE MODULES 

Introduction & Benchmarking 

• Introduction and interactive goal 

setting: The importance of story— 
• Stories are in our operating 

system 
• Crucial in and information-

overloaded world 
• Storytelling perception benchmark: 

A brief storytelling activity designed 
to demonstrate the difficulty in 
unstructured story generation. 

• Debrief: What is a good business 
story? 

• Continuity, Forward motion, 
U n i t y, D ra m a t i c t e n s i o n , 
Structure, style and showbiz 

• How stories told at work are 
different from other stories 

• Obstacles to effective storytelling 
• Lack of unifying idea 
• Incoherent structure 
• No emotional connection 
• Lack of awareness of story 

sources 

Better Business Stories 

• Structuring A Satisfying Narrative 

Arc: Story Structures 
• Situation-conflict-resolution 
• Status quo-problem-solution 
• Music’s A-B-A form 

• Quest, pursuit, rescue, escape, 
underdog, r ivalry  climax, 
resolution, hope, satisfying 
ending 

• Story Tools and Techniques - using 
tools like Pitch, Theme, Genre, 
Meaning and a 3 & 8-Step Story 
Framework to create your narrative   

• Choosing the right story for your 
audience 

• Grabbing Their Attention With Story 
Scenes 

• Going deeper:  Story Style 
• Think visually 
• Action words 
• Vivid language 
• Editing out the boring bits 
• Keeping the Big Idea in mind 

Better Story Delivery: Final 
Simulation & Action Plan 


• Improving As A Storyteller: How 
Do You Hone Your Skills In 
Storytelling?  

• How Do You Prepare To Share A 
Story?  

• Delegates have the chance to rework 
their opening story using tools and 
structures and deliver the improved 
version for feedback.  
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WHAT’S THE CHALLENGE? 

On an average day we  spend at least 30% of our  time writing 
emails. Both the volume and speed of business communication 
is increasing rapidly, leading to massive overload on the 
reader  side, as well as the danger of sending messages that 
come across poorly in tone.  

How can we make sure what you write in your emails get read 
and truly considered, without running into negative 
obstacles? What we write must be focused, concise, accurate and 
compelling in order to keep interest and avoid violations in tone 
and content. Fair or not: people will form opinions about you, 
and your organization’s ability to deliver, by the way you write.  

Our persuasive writing approach provides pinpointed feedback 
to your specific writing needs, and gives you the ability to not 
only contribute more effectively from an organizational 
perspective but also to improve the workflow of your overall 
writing process.  

AVAILABLE DURATIONS 

• Express session (4 hours) 
• Mixed Intensive (morning classroom sessions and 

afternoon small group sessions) 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Writing style assessment 
• Pre-reading 

In session:

• Writing and editing simulations 
• Pair-work, small group and whole class discussions 
• World Cafe editing sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning writing app training 

“In the time honored tradition of email, just ignore the question.”  
—John Dobbin 
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BETTER WRITING/EMAIL EXCELLENCE

AVAILABLE VARIATIONS 

• Email Writing 
• General Business Writing 
• Equity Research Writing 
• Report Rockstar



KEY OUTCOMES 

1. Get readers to agree with you 
by applying our persuasive 
strategies 

2. Hold your readers’ attention by 
making your ideas easy to spot 
at a glance 

3. Build rapport by using a 
winning tone  

4. B o o s t u n d e r s t a n d i n g b y 
connecting sentences and 
paragraphs in easy, essential 
ways 

5. Sharpen your message by 
knowing how to fix wordiness 

6. A v o i d i m p a c t a n d t o n e 
c o m p l i c a t i o n s w i t h o u r 
checklist 

7. Improve visual design of 
proposals for better skimming 
and scanning 

COURSE MODULES 

Pre-session:  A  brief written sample 
submission and a  short 3-page pre-
reading. 

Getting Your Emails Read: Why do 
receivers not always do what you want? 
Perhaps, you have not organized your 
email effectively for today's readers -- 
skimmers -- or for those who read from 
Blackberries or iPhones. This session 

explains why you can't use the 
organizational pattern of letters for 
emails. You'll also learn where you 
should place your action request.  

Subject and Opening Lines: Subject 
lines help readers prioritize the 
reading of the messages in their 
inboxes. How effective are yours? This 
is where you will learn about the most 
effective length and how to increase 
your reader buy in. There are three 
possible ways to open an email 
message that will  increase  your 
chances of having your email read and 
acted upon. This session provides 
techniques so you can write more 
powerful opening lines. 

Editing for Energy & Tone:  Being 
persuasive is certainly the start, but if 
our writing lacks energy, or comes 
across poorly in tone, we end up losing 
momentum. This module looks at 
quantitative tools anyone can apply to 
improve their odds. 

Damage Control: Because email is 
fast, it lacks the advantage of giving 
the writer time to reconsider once the 
message zips through cyberspace. 
There are also occasions when a 
message is received by the wrong 
recipient. In this part of the course, 

participants will learn that there are 
measures they can take to offset the 
problems created by rogue emails. 

Editing for Concision & Clarity: On a 
daily basis many proposals are 
skipped, skimmed, or not fully 
digested— how can we make certain 
that our key points are coming across 
and resonating? All of us can, and 
should, shorten our writing— but we 
need to do so in a way that that doesn’t 
lose the overall power and core 
message while aligning to strong 
report s t ructures and helping 
differentiate your organization. 

Designing Visual Writing: The design 
of your proposals goes well beyond 
simply making them attractive. An 
aspect of   conciseness, visual writing 
means writing designed to easily be 
absorbed by tired and busy eyes. 
Beyond simply using bold and bullet 
points, this module looks at key 
methods for best organizing visually 
for today’s readers. 

S m a l l G r o u p Fe e d b a c k :  O u r 
afternoon sessions turns to small 
group feedback- taking writing we 
have worked on during the session and 
bringing it for small group writing 
coaching.
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WHAT’S THE CHALLENGE? 

How can we best work together as a team and give everyone 
ownership of our common goals? In theory collaboration sounds 
great. In practice, working together can be a frustrating, time 
consuming, and aggravating experience. Initially keen to 
collaborate, our enthusiasm easily wanes and frustration 
increases when so many obstacles block progress, so we head 
back to the comfort and safety of our “silos.” There are many 
challenges to effective collaboration: differences among team 
members such as communication styles, work habits, and 
cultural diversity -- all of which can result in conflict, 
misunderstandings, and lead to ineffective behaviors that hinder 
workplace outcomes.  

If you are in a situation at work or at play where you are required 
to co-work, co-create or collaborate this workshop will help you. 
Based on a combination of research and real practical experience 
of what works and what doesn’t, we help you understand the 
fundamental principles, benefits and barriers to collaboration 
and the many “faces” of tension and conflict. Our program is a 
highly interactive session focusing on key skills that are essential 
to building and maintaining climates of trust and collaboration 
within organizations. 

AVAILABLE DURATIONS 

• 1 or 2 day classroom format 
• Recommended: Max ROI at 2 days with 12-16 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Innovative organization assessment  
• Pre-reading 

In session:

• Three progressive collaboration simulations. 
• Pair-work, small group and whole class discussions 
• World Cafe collaboration sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning collaboration app training 

“When you need to innovate, you need collaboration.” 
—Marissa Mayer
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COLLABORATE TO GREAT
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KEY OUTCOMES 

1. Articulate and buy into the 
benefits of collaboration vs, 
cooperation: Calculate the rate of 
return for working collaboratively. 
Build high trust relationships with 
colleagues  to build consensus 

2. Overcome barriers and conflicts 
that typically arise during the 
collaboration process 

3. Communicate effectively using 
simple and concise language. 

4. Enhance listening to anticipate 
and avoid misunderstandings 

5. F o s t e r c r o s s - c u l t u r a l 
understanding in your workplace 

6. Empathize with team members for 
engagement and connection 

COURSE MODULES 

What is Collaboration and Why it 
Matters: Just because you call a group of 
people a team doesn't mean they 
collaborate. In this opening segment, 
participants will understand what true 
collaboration means and how they and 
their organization will benefit from 
embracing it. We will utilize a hidden 
profile collaborative silo task to bring all of 
these issues to the surface. 

Having the Right Mindset: After 
understanding the importance of creating 
a sense of “all for one and one for all,” the 
participants learn to build on this with a 
proact ive mindset. We’l l work at 
identifying the skills and qualities needed 
to work together effectively when realizing 
a shared purpose by creating a “gift 
culture” that supports a strong sense of 
community. 

What Stops Collaboration? In this 
module, participants will venture into the 
issues that engender dysfunction within an 
organization. From a focus on the wrong 
things to personality conflicts, this 
segment covers the hazards of leaving 
problems untreated.  A collaborative 
decision making simulation will clearly 
demonstrate how to get past these 
barriers. 

Understanding Team Based Trust: How 
can we best build the trust necessary to 
expand the field of options and not only 
accomplish our own goals but achieve the 
goals of the larger team? With the aim of 
achieving a stronger win-win, this module 
helps us to recognize interests and issues 
and avoid unnecessary positions, to use 
ac t ive l i s tening and quest ioning 
techniques that pull information from the 
other parties, and to learn how to build 
trust into the more complex relationships 
that are part of collaboration today, 

including secrets to making everyone on 
the team feel involved and valued in the 
collaboration process. 

Communicating Effectively: When you 
communicate with your team members it 
is important to stay positive and respectful. 
Even if you disagree with someone, don't 
become emotional. Whatever your 
strengths, you have something valuable to 
offer.  By being aware of the needs / issues 
of the other party, adapting their 
communication styles and delivering a 
clear message, the participants will 
communicate with other team members in 
a productive manner. 

Dealing with Ambiguity & Change: 
During this module we introduce a 
framework participants can use to 
effectively deal with the challenges they 
may face during ambiguity and change 
including understanding role clarity and 
task ambiguity as well as how to create 
accountability and for your goals and 
objectives in a team environment. 

26

Co
py

rig
ht 

© 
20

18
 12

21
 Co

ns
ult

ing
/K

no
wm

ium
 Le

arn
ing



“In a world where you can be anything, be yourself.” 
— Etta Turner

WHAT’S THE CHALLENGE? 

Your personal brand impacts your leadership style, the team or 
organization you lead, and ultimately how you choose to live 
your life. Personal branding is often thought of nowadays as a 
way of describing self-packaging – in other words the way in 
which people market and promote themselves to the outside 
world.  

Though the concept of personal branding isn't new, questions 
remain about how to create one and, more importantly, what it 
means to maintain and inhabit that brand. When you become 
aware of what you stand for you start to create a management 
and leadership style that is completely unique and authentic.  

Everything you do can grow and reflect your personal brand: the 
projects you lead, the networks you develop, the customers you 
delight, and the initiatives you take. It is what other people will 
remember about you. In today's market outstanding 
performance is no longer enough if you want to progress your 
career. Image and visibility are now essential components of 
career success. You are a brand - and you need to know what 
your brand stands for.  

AVAILABLE DURATIONS 

• Express session (4 hours) 
• Recommended: Max ROI at 1 day with 8-16 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Personal brand assessment 
• Pre-reading 

In session:

• Recorded simulations 
• Pair-work, small group and whole class discussions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions (internal or external lead) 
• Resource website access 
• Online micro-learning app training 

MANAGING BRAND YOU
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KEY OUTCOMES 

1. Acknowledge and recognize 
that you are a “brand”— 
understand both what personal 
branding means and what it 
means to inhabit their brand 

2. Be clear about your career 
values and how they shape 
your behavior. Identify your 
most important product: you. 
Figure out what distinguishes 
your personal brand and 
fruitfully market it to the 
people you want to  reach 

3. Assess your perception of 
y o u r s e l f a n d h o w t h a t 
correlates with that portrayed 
to others 

4. Have identified your strengths 
and areas for development in 
interpersonal relationships and 
gain tips and techniques on 
how to build and develop them 

5. Portray your brand effectively 
and appropr iate ly in the 
relevant spaces (e.g. on social 
media platforms, in interviews) 

COURSE MODULES 

The Concept Of Personal Brand 

• W e b e g i n b y e x p l o r i n g t h e 

significance of personal brand for 
professionals: defining the concept of 
personal brand— powerful, clear, 
positive ideas that come to mind 
when people think of you and what 
you stand for – values, abilities, and 
action. We then turn to the why of 
personal branding- it’s utility and 
significance to our careers and lives. 

Uncovering Your Personal Brand 

• Participants next dive deep into the 

dichotomy behind the image they 
want to present vs. the image they 
actually present by revealing the 
r e s u l t s o f t h e i r B r a n d S t y l e 
Assessment. With this awareness we 
work to establishing our unique 
selling proposition (USP)- owning the 
differences of why you do what you 
do and why you do it the way you do 
it. 

Presenting Your Personal Brand 

• With this awareness and framework in 

place, we turn to  the how: 
• Appealing to our target audience 

(your audience should know 
exactly what you bring to the 
table and what they’re getting by 
working with you). 

• B e i n g C o n s i s t e n t   a n d 
communication your brand in 
what you do. 

• L o o k i n g a t t h e I n s i d e — 
D e v e l o p i n g f o c u s , 
concentration, and confidence. 

• Looking at the Outside— How we 
look and sound to the world. 

Managing Your Personal Brand 

• Maintaining our compass heading in 

our branding is not a one time action 
but requires ongoing efforts to 
control and define our image in a 
positive way. We’ll explore techniques 
for networking for success and 
building our credibility by living our 
b r a n d e v e r y d a y t o c r e a t e a 
sustainable self platform. 

Creating A Roadmap To Success 

• Lastly we turn to a key element of 

p e r s o n a l b r a n d i n g — a d v a n c e d 
identification of goals and pathways 
that are both flexible and resilient. A 
key aspect of this will be the creation 
of a personal Board of Directors for 
your brand, identify at least four 
people to mentor, give feedback, and 
help keep your goals on track. 
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WHAT’S THE CHALLENGE? 

Conflict Management Training focuses on communication skills 
and self-awareness that are integral in improving the quality of 
our work environment. Communication breakdowns resulting 
from misperceptions, and the differences in working styles and 
approaches often predominantly occupy our attention. This 
accelerated training program is designed and facilitated by 
industry experts. The outlined proposal is subject to change 
based on the needs established during the intake interview. This 
program is comprised of instructor led sessions, small group/
large group discussions, roles plays utilizing “real word” case-
studies, and lots of practice. 

This is magnified when we need to turn within: Often times 
more difficult than external negotiations, this session focuses on 
how to improve the negotiation of differences, the exchange of 
viewpoints and ideas, and the building of relationships, in order 
to achieve positive outcomes 

AVAILABLE DURATIONS 

• Lunch and learn (1-2 hours) 
• Express session (4 hours) 
• 1 or 2 day classroom format 
• Recommended: Max ROI at 1 to 32 days with 12 

participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Conflict style assessment (quantitative analysis, certified by 

Killmann Diagnostics)  
• Pre-reading 

In session:

• External and internal simulations (need dependent) 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Video, peer, and trainer feedback 
• Hotseat/Fishbowl simulation 
• Reflective action planning 
• Interactive content review 
• Company specific creative concessions list 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning conflict app training 

“Conflict is drama, and how people deal with conflict shows you the kind of people they are.” 
— Stephen Moyer 
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KEY OUTCOMES 

1. Identify the key components 
p r e s e n t i n a l l a n g r y 
confrontations 

2. Recognize different stages of 
conflict escalation 

3. Recognize the signs of conflict 
and aggression 

4. Maintain composure when 
responding to conflict and 
aggression 

5. Use skills to manage their 
words, phrases and body 
language 

COURSE MODULES 

Introduction: Why is Conflict 
Management Key? 


• Goal Setting and Overview 
• Opening Roleplay: Trouble in the 

workplace 
• Debrief  

Phase 1. Understanding Conflict 
and Conflict Styles: 


• Background to conflict 
• Triggers to aggressive behavior 
• Understanding others needs when 

they are angry 
• Stages of conflict escalation 
• Acknowledging difficulties and 

emotions 
• Identifying your dominant conflict 

management strategy-  exploring 
t h e f i v e d i f f e r e n t c o n f l i c t 
management strategies describing 
the corresponding trade-offs, and 
t h e i r a p p r o p r i a t e u s a g e i n 
different situations. 

P h a s e 2 . I m p r o v i n g 
Communication/Active Listening 
Skills. 

• The development/improvement of 

c o m m u n i c a t i o n a n d a c t i v e 
listening skills- understanding the 
b e n e f i t s o f d i f f e r e n t 

communication techniques such as 
paraphrasing, and empathizing 

• Responding to conflict: 
• U n d e r s t a n d i n g o u r n a t u r a l 

emotional response to conflict 
• Understanding the impact of ‘red 

flag’ words and phrases 
• Managing our body language 

during conflict 
• Staying calm and managing our 

own responses 
• A c t i v e L i s t e n i n g / E m o t i o n a l 

Management Activity 

Phase 3. Moving Beyond Conflict 

• Structuring and controlling the 

conversation 
• Managing unpredictability  
• Saying “No” effectively 
• Managing conflict “flashpoints” 
• Solving the problem 
• Action Plan 
• Final thoughts and Close 
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“Kagan's law of first contact,'You'll surprise you more than they will.”  
― Janet Kagan

WHAT’S THE CHALLENGE? 

In a rapidly expanding global marketplace, it is crucial to 
understand the economic benefits cultural and diversity 
awareness can bring. In short, culture is behind everything we 
do or say. 

Diversity and cultural competence is a complex set of awareness, 
attitudes, and skills that allow you to interact with international 
business people in ways that are appropriate, respectful, and 
relevant. Our course provides an introduction to and 
understanding of the field, empowering participants to go back 
to their businesses with fresh perspectives.  We guide 
participants through the hands on models of diversity and cross 
cultural understanding and apply them to real life situations - 
demonstrating how they influence business relationships, 
practices and policies and providing strategies to using it 
positively. 

AVAILABLE DURATIONS 

• Lunch and learn (1-2 hours) 
• Express session (4 hours) 
• 1 or 2 day classroom format 
• Mixed Intensive (1 to 2 days with morning classroom 

sessions and afternoon small group sessions) 
• Recommended: Max ROI at 1 to 2 days with 12 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• The International Conflict Style Inventory® (ICS®) 
• Pre-reading 

In session:

• External and internal simulations (need dependent) 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Peer, and trainer feedback 
• Hotseat/Fishbowl simulation 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 

WORKING ACROSS BOUNDARIES

31

Co
py

rig
ht 

© 
20

18
 12

21
 Co

ns
ult

ing
/K

no
wm

ium
 Le

arn
ing



KEY OUTCOMES 

1. Demonstrate knowledge of how 
diversity/culture shapes identity 
and influences behavior 

2. Understand how personal bias, 
prejudice and stereotypical 
b e h a v i o r c a n i n fl u e n c e 
i n t e r a c t i o n s a n d 
communications 

3. F o c u s o n d i f f e r e n t 
communication styles and 
patterns 

4. G u i d e p a r t i c i p a n t s i n 
t ransferr ing a conceptual 
understanding of diversity  and 
c u l t u r a l d i f f e r e n c e s i n t o  
e f f e c t i v e i n t e r c u l t u r a l 
communication skills  

5. U n d e r s t a n d i n g o f a n d 
preparation for, the various 
diversity parameters influencing 
t h e fl o w o f b u s i n e s s 
c o m m u n i c a t i o n . T h e s e 
parameters include: 
1. decision making processes 
2. organizational principles 
3. attitude towards risk taking 
4. time management 

COURSE MODULES 

Opening:

•  Warmer/Goal setting 
• What is Diversity Communication?  
• What are the current problems with 
how we are dealing with it? Bridging 
the Knowing- Doing gap 

Built for Breakthrough:

• Keystone activities/case studies 

which stimulate "AHA!" moments 
of diversity awareness  

Intercultural Awareness:

• What Constitutes a Culture?  
• Models of Culture Assessment 
• The psychology of culture shock 
• Cultural crib sheets vs. the danger 

of stereotyping  
• Word association (we all have bias) 

and the empathy index 
• Obstacles of: Perception, and 

Verbal/Nonverbal Processes 
• Library of Intercultural Activities/

Discussion points (participants will 
get the chance to try these on) 

Conflict Management

• The stages of cultural Conflict: 

d i s c o m f o r t / i n c i d e n t /
misunderstanding/tension 

• The Cost of Conflict 

• Feedback vs. criticism 
• Impasse control/ adjusting conflict 

style 
• Active listening/questioning 
• Conference call/email error zones 
• Library of Conflict Activities/

Discussion points  

Managing and Influencing Across 
Diverse Cultures

• Tools for influence without 

authority  
• The art of reframing 
• Generating trust and credibility/

respect 
• P a s s i v e v s . a s s e r t i v e 

communication  

Transcending Diversity/Cultural 
Conflict

• C u l t u r a l r e p o r t a g e / c l o s i n g 

activities to ensure better action 
planning/ROI 
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Good decisions come from experience. Experience comes from making bad decisions. 
— Mark Twain

WHAT’S THE CHALLENGE? 

Problem solving and decision making, especially between 
diverse groups and cultures, are essential and very important 
skill in the business tool kit of professionals in the 21st century. 
It is important to understand that decision making and problem 
solving has two distinctive parts; one is an all encompassing, 
methodical and analytical process, which requires specific steps 
and models to minimize the margin of error in a pressured and 
demanding environment. The training in this part focuses on 
being able to be at the point, responsive rather then reactive, 
making decisions in a rational, responsible manner, without bias 
or pre-conceived ideas that cloud judgment. The other part 
includes the emotional intelligence element in decision making 
that takes into account the human aspect, long-term 
consideration and the understanding of emotions as a powerful 
tool in decision making. We train how to avoid classic mistakes 
and keep away from superficial, solutions that only have 
immediate short-term impact. 

AVAILABLE DURATIONS 

• Express session (4 hours) 
• 1 or 2 day classroom format 
• Recommended: Max ROI at 2 days with 12-16 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Decision making style assessment (Discovery Learning) 
• Pre-reading 

In session:

• Problem solving simulations. 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning problem solving/innovation app 

training 

PROBLEM SOLVING & DECISION MAKING
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KEY OUTCOMES 

1. Focus on the "true" problem 
2. Prioritize problems and decide 

which problems should get 
attention 

3. Generate ideas quickly: Break 
through barriers and mental 
blocks  

4. Find viable strategic solutions 
5. Evaluate alternative courses of 

action  
6. Use emotional intelligence in 

decision making 
7. Consider both risk and benefits 

in a choice 
8. Ensure acceptance of the 

solutions  
9. Locate themselves in the 

bigger picture in their decision 
making process with greater 
versatility and mind flexibility 

COURSE MODULES 

What's the Problem Here? Best versus 
Fastest: How can we assess the quality 
of our solutions? To begin, participants 
will explore just what problem solving and 
decision making mean.  

What's Your Style?: Problem-Solving 
Approaches: This segment will explore the 
four types of problem solvers. Then, 
participants will work in small groups to 
identify their strengths and weaknesses 
and use that knowledge to become better 
problem solvers. 

Getting to the Root and Gathering 
Intelligence:  This module gets down to 
the core of  decision  making— better 
establishing what the  real root problem/
cause, a fundamental  building  block for 
everything  that  comes  after. We follow by 
asking- how often do we really gather 
enough information to make the right 
choices, to solve the right challenges? This 
module looks at systematic methods for 
gathering quantitative and qualitative data 
to make better decisions, as well as looking 
at the ways some organizations automate 
the data gathering process. 

Preempting  Biases:  We all make errors, 
predictably, in our thinking. This module 
raises awareness of the most common 
errors people make through fun interactive 
exercises, and how to prevent them, a 
crucial step to better decision making. 

Generating Ideas/Brainstorming:  How 
can we best generate lots  of good ideas 
rather than following the same paths we 
always do? This module will explore 
methods for generating many ideas 
quickly. 

Discussion, Decision  Making, & 
Implementation: Having many ideas 
is a great first step, but how do we 
choose the right path among many? 
How do we refine our ideas and make 
sure everyone is on board for the next 
steps? This module  lets delegates 
try  on  systematic  decision  making  
p r a c t i c e s a s w e l l a s 
methods  of  incorporating  multiple 
views and  data sets into justifiable, 
actionable solution paths. We also look 
at:  
• Do you always have to make sure 

you get a better bargain than 
others? 

• What can you learn from game 
theory when making decisions? 

• How to prevent dominant people 
from take over the meeting or the 
decision making process? 

• M a n a g i n g i n t e r p e r s o n a l /
intercultural conflict: are we really 
communicating? 

How to Analyze the Impact of Your 
Actions


• How to compare the benefits versus 
the costs of taking different options 

• How to systematically analyze a 
cascade of decisions where one 
leads to another 
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WHAT’S THE CHALLENGE? 

Executive presence is the ability to win the confidence of those 
around you. You possess a professional magnetism that 
influences others whether conversing or presenting: when you 
have executive presence your colleagues, subordinates and 
superiors rely on your strength and wisdom. With executive 
presence, you transform self-doubt and uncertainty into self-
assurance, energy and the conviction to successfully navigate the 
corporate landscape and advance up the corporate ladder. 

Executive presence is about creating a consistent view of yourself 
as a compelling force inside an organization: a personal brand 
that resonates. You are known as someone who doesn‘t just rely 
on your authority or title, but your influence to shape and 
positively affect the outcome of situations. So how exactly do we 
get it? By looking both quantitatively and qualitative at 
assumptions, communication strategies, and gravitas, we can 
train in key markers needed to grow your ability to carry a 
stronger sense of self. 

AVAILABLE DURATIONS 

• 1 or 2 day classroom format 
• Mixed Intensive (1 to 2 days with morning classroom 

sessions and afternoon small group sessions) 

METHODS USED 

Before the session:

• Stakeholder interviews (optional- for customization) 
• EP style assessment  (Bates Communications optional) 
• Pre-reading 

In session:

• Strategic and tactical EP simulations. 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• 2-4 hour booster sessions available 
• Executive Presence coaching 
• Executive Presence app 
• Resource website access 

A career is now not so much a ladder of roles, but a growing reputation for making things happen. 
– Charles Handy

EXECUTIVE PRESENCE
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KEY OUTCOMES 

1. Understand what is meant by 
true executive presence, what it 
matters, and how research says it 
really differs 

2. A n a p p r e c i a t i o n o f y o u r 
strengths, your brand, and 
insight on how to leverage those 
to enhance your leadership 
effectiveness 

3. An understanding of the balance 
between supportive and directive 
voice in establishing your 
Executive Presence 

4. Readiness to go out and apply 
what you’ve discovered to 
influence, inspire, and build your 
leadership brand 

5. A plan to practice these new 
approaches in real time on new 
challenging assignments or as 
you move into new roles   

COURSE MODULES 

Assess Your Executive Presence: We 
start by both holistically and 
quantitatively assessing EP along 3 
dimensions: character, substance, 
and style. These help us understand 
and align with the science of 
influence: our Executive Presence. 

Model and facets based on research 
by Bates Communications. What gaps 
do we see? How can we build across 
them on our development pathway? 

C o n fi d e n c e & E m o t i o n a l 
Intelligence: The foundation of 
Executive Presence is self-confidence, 
self-esteem, self-image and self-
worth. We map what how we wish to 
be views and what values we have, 
while avoiding the competency trap. 
Essentially: What do you bring to the 
table? Do we leave our brand on 
everything we do? How can we 
cultivate a persona of gravitas and 
confidence that builds on your 
existing character and abil ity 
strengths? 

Reaching Others Strategically: 
Investing in others and developing 
relationships of trust is at the 
cornerstone of developing Executive 
Presence and your personal brand. 
We do network assessment to analyze 
for breadth, connectivity, and 
dynamism in order to avoid key traps: 
• Birds of a feather: contacts are too 
homogeneous and similar to you.  
• Network lag: network is about past, 
not future. 

• Echo chamber: contacts are all 
internal; they all know each other.  

• Pigeonholing: contacts can’t see 
you doing something different. 

Charismatic Communication: Last, 
we train on how to balance directive 
vs. supportive voice in order to 
connect wi th others both in 
conversations and presentations but 
also through proactive networking 
and the establishing of presence 
through the perception of credible 
expertise. Charisma is defined as 
“charm that inspires devotion in 
others.” Also referred to as a 
‘contagious positive energy.”  and 
helps to inspire others to believe not 
only in your ideas but in their own 
abilities through your leadership. The 
dichotomy of Executive Presence is 
that it is not all about you; it’s about 
how others feel about you and how 
y o u m a k e t h e m f e e l a b o u t 
themselves!
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WHAT’S THE CHALLENGE? 

We’ve all met that dynamic, charismatic person that just has a 
way with others, and has a way of being remembered. 
Individuals with interpersonal skills build positive working 
relationships with others through interacting successfully to gain 
consensus from stakeholders and decision makers and fostering 
a positive communication climate within the challenging 
workplace environment. The workforce is continuously facing 
challenges from changing workplace environment: those who 
are calm, composed, confident and charismatic are able to put 
their thoughts and communicate in a better way, resulting in 
getting their work done effectively.  

This course is intended to assist individuals in recognizing their 
own communication styles and how their individual styles differ 
from the communication styles of others in the workplace. 
Additionally, participants learn how to improve their 
interpersonal skills and how to maintain relationships over time. 
Through interactive activities, self-assessments, and discussions, 
participants gain an awareness of their communication styles 
and learn strategies to resolve conflict and strategies for 
communicating effectively with those whose styles are unlike 
their own. Participants learn skills to communicate and listen 
effectively and maintain relationships through inspiring trust 
and managing conflict. 

AVAILABLE DURATIONS 

• 1 or 2 day classroom format 
• Recommended: Max ROI at 2 days with 12-16 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Innovative organization assessment  
• Pre-reading 

In session:

• Interpersonal skill simulations. 
• Pair-work, small group and whole class discussions 
• World Cafe sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning interpersonal app training 

"The most basic of all human needs is the need to understand and be understood.” 
—Ralph Nichols

GETTING INTERPERSONAL

37

Co
py

rig
ht 

© 
20

18
 12

21
 Co

ns
ult

ing
/K

no
wm

ium
 Le

arn
ing



KEY OUTCOMES 

1. Understand the types and impact 
of interpersonal relationships 

2. Understand what is “non-verbal 
communication” and how it can 
e n h a n c e i n t e r p e r s o n a l 
relationships 

3. Express your ideas completely and 
succinctly to build rapport 

4. Use conflict resolution strategies 
and styles           

5. D e m o n s t r a t e a s s e r t i v e n e s s 
techniques using supportive 
communication behaviors  

6. Communicate wi th greater 
confidence with a range of 
different people 

7. U n d e r s t a n d t h e d i f f e r e n t 
communication styles and learn 
how to adapt to others 

8. Explore approaches to removing 
communication barriers. 

COURSE MODULES 

What Are Interpersonal Skills and Why 
Do They Matter? (Interpersonal vs 
Intrapersonal) We begin our session with a 
look at the nature of interpersonal skills, 
the foundations of our interpersonal 
model, the challenging communication 
realities of today, and how awareness of 
self and others can help us to achieve 

effective communication and reduce 
misunderstandings. 

Knowing Your Communication & Social 
Styles: The first step to more powerful 
c o m m u n i c a t i o n a w a r e n e s s i s 
understanding our own interpersonal 
styles and impacts to an organization, as 
well as the styles of others. We’ll recognize 
different communication styles, and 
discover how understanding and valuing 
differences by applying strategies for 
interacting with and adjusting to others 
can lead to better influence, rapport, and 
understanding . 

Barriers to Communication: Having 
examined our styles, we briefly turn to 
barriers— what are common barriers on our 
behavior and environment that stop us 
from communicating well? Having labeled 
these we turn to ways of overcoming 
barriers, responding to people under 
pressure, and actively listening with real 
empathy. 

Focused Conversation Skills: From this 
foundation we turn to creating a focused 
and results-oriented conversation goal. 
Delegates work on achieving clarity by 
organizing ideas and remaining focused, 
redirecting conversations that have gone 
off-track, discovering how to create 
complete messages that cover all critical 
information, and integrating active 
listening/questioning, confidence and 

competence into conversational behavior. 
Special attention will be paid to both the 
verbal and non-verbal aspects of 
interpersonal presence to create consistent, 
coherent and targeted messages. 

Assertiveness Skills: Good interpersonal 
skills sometimes need a booster— and this 
is where positive assertiveness comes in to 
achieve win/win results. We’ll look at the 
d i f f e r e n c e b e t w e e n p a s s i v e n e s s , 
assertiveness, and aggressiveness, 
demonstrating a simple model to express 
assertive language through clear assertive 
techniques, including saying “no” and 
surviving, and how to deal with negative 
assertion and inquiry. 

L e v e r a g i n g E Q & D e v e l o p i n g 
Relationships with Team Members: To 
take our skills to the next level, we’ll map 
out how to develop a better team strategy 
through a consultative process. To do so we 
will broaden our self-awareness though 
understanding the Emotional Intelligence 
(E.I.) competencies for positive trust-based 
relationships at work, and see how we can 
leverage our IQ to improve our EQ. 

38

Co
py

rig
ht 

© 
20

18
 12

21
 Co

ns
ult

ing
/K

no
wm

ium
 Le

arn
ing



“I suppose it is tempting, if the only tool you have is a hammer, to treat everything as if it were a nail.” 
— Abraham Maslow

WHAT’S THE POWERPOINT?

WHAT’S THE CHALLENGE? 

PowerPoint is the bane of many professional’s existence, but it is 
also key to our success. Our reality: passing on information is not 
the problem. The problem is turning information into persuasive 
visual communication. Connecting with an audience to push 
them to action or to a decision takes a very different mindset and 
skill than just sharing data and bullet points.  We cannot just 
dump the details and expect people to make sense of it all—to 
sort the trivial from the significant, make assumptions, and come 
to the same conclusions as we have. We need to think of creative 
ways to explain complex concepts and focus our slides on 
driving the memorability and momentum of our speech. We can 
put the power back in PowerPoint. Explore with us the key tools 
and elements for building slides and handouts that  leave your 
audience with a positive lasting impression. 

 
AVAILABLE DURATIONS 

• Coaching (timing varies) 
• Lunch and learn (1-2 hours) 
• Express session (4 hours) 
• 1 or 2 day classroom format 
• Recommended: Max ROI at 1 days with 12-16 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• PowerPoint slide and ability assessment  
• Pre-reading 

In session:

• PowerPoint Makeovers 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 
• Online micro-learning problem solving/innovation app 

training 
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KEY OUTCOMES 

1. Understand the negative brain 
based impact on the audience 
created by the use of bad 
PowerPoint 

2. Recognize the strong positive 
value of visual media for crafting a 
business narrative and making 
data memorable 

3. Analyze slide design using paper-
based workflow and squint tests to 
achieve maximum effect 

4. Learn how to utilize simple 
techniques and templates to 
rapidly create powerful slides and 
handouts 

5. Discover key resources for 
building your own toolkit of better 
PowerPoints, and how to use them 
to stand out from the crowd 

COURSE MODULES 

What Is Wrong? Understanding the 
Science of PowerPoint Abuse: We 
open by examining what makes 
PowerPoint so troublesome in business 
today, and look at a systematic 
taxonomy of the key issues. 

Analyzing Our Audience: After 
identifying their own PowerPoint 
presentation styles, participants turn to 
those different types of audience 
members in order to adjust for better 
communication. Special emphasis is 
placed on presenting to non-technical 
people including the use of delivery in 
multiple modes, and the selection of 
appropriate scope. 

Starting Off Right: We look at  
building a better process workflow for 
slide design: how crucial it is to start 
offline and build the slides to support 
the message rather than the other way 
around as well as learning what online 
resources exist to speed up our 
process. 

The Anatomy of a Successful 
Powerpoint Presentation: This unit 
looks at the parts of exceptional 
PowerPoint presentations: successful 
introductions, smooth and logical 
visual transitions, and compelling 

displays of information. Techniques 
focused on a platform of simplify, 
summarize, empathize, repeat are 
applied to participant cases. 

Informative & Persuasive: There is a a 
tendency with technical PowerPoint 
presentations to rely on pure 
informative data dump style. In 
addition to learning simplification 
techniques, we will cover the use of 
persuasive structures in PowerPoint 
presentations to create stronger buy in. 

The Visual Display of Quantitative 
and Qualitative Data: How can we 
simplify without dumbing down? How 
can we get our key message across? 
Building on the structure piece of the 
previous module, we examine how 
everything from titles and formatting, 
to chart choice and handouts, can 
make or break the success of our 
message. 

Before and After: Lastly we finalize 
our slide makeovers and discuss using 
a number of strategies to create a 
clearer link between slide and 
presentation, as well as how to 
m e a s u r e y o u r s u c c e s s f u l 
implementation by including key 
tracking questions and follow up tools.

40

Co
py

rig
ht 

© 
20

18
 12

21
 Co

ns
ult

ing
/K

no
wm

ium
 Le

arn
ing



WHAT’S THE CHALLENGE? 

Seven seconds.  That is the average length of a quote today on 
national TV news. Print quotes are slightly longer. Can you 
deliver the quote you need in 7 seconds? A badly worded 
interview or off the record comment can easily turn a prime 
opportunity into a crisis. The consequence can have a dramatic 
impact on how your organization is perceived. Speaking to the 
media has become far more common in recent years for people 
from all types of companies and organizations. Whether it's 
talking to the press over the telephone, chatting face to face with 
a journalist or being interviewed on the radio or television it's 
imperative that your organization is presented in a professional 
manner. 

Your strengths and weaknesses are unique to you.  This Media 
Matters Coaching will analyze, probe, and diagnose your 
performance in a way that is specific to you. Whether you are a 
media novice or well versed in media relations, you know that 
getting the message right with the media can be a real 
challenge – getting it wrong is just not an option. Media Matters 
will give you the skills needed to face the media with energy, 
enthusiasm ,and confidence.  

 

KEY OUTCOMES 

1. How to distinguish between media interview, media 
briefing/conference and other presentation activities 

2. How to plan and structure a variety of approaches to media 
encounters 

3. By planning these approaches to media encounters, how to 
ensure that they can actually deliver a message and to 
achieve the goal of getting it printed and/or aired 

4. Understand the importance of questioning techniques to 
explore the opportunities available when facing the media 

5. How to cope with personal feelings when confronted with 
difficult questions 

6. How to become more confident when facing the media 
7. Learn how to think on your feet and deal with awkward 

questions 
8. Tailoring content for different media/publications 

“The questions don’t do the damage. Only the answers do.”  
– Sam Donaldson

MEDIA MATTERS
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Title Description Format Timing

Pre-session:  Brief online assessment of interview confidence & program goals and a short 3 
page pre-reading.

Online self-access n/a

Introduction Introduction and interactive goal setting. Interactive lecture & discussion 10 min

Benchmark & Debrief Benchmark media interview (recorded) to highlight key issues of the day and the 
challenges that arise in handling the media.

Recording, small group debrief, 
class discussion

30 min

Developing 
Charismatic Presence 

(body language and 
voice)

This sessions dives into the power of presence- analyzing the problems we have 
with language and voice, and how we can each strategically work on improving 
ourselves to better connect with an audience in a confident manner, critical even 
in print interviews.

Class discussion and interactive 
lecture, and body language and 
voice feedback exercises

40 min

The Hong Kong Media 
Landscape: Building a 

Better Message for 
Audience Action

This module begins by examining common problems with content: the amount 
we share, the kind of information we use, and the way we take audience concerns 
into account. Having raised awareness of the issues we systematically examine the 
media landscape in HK and look at how to tailor content to suit the variety of 
publications available.

Interactive lecture, and small group/
class discussion with mini-
presentations 

50 min

Dealing Positively with  
Difficult Questions

Our last session recognizes that preparing a good interview is hard, but answering 
those questions on the spot is even harder. We’ll analyze how to bridge to our key 
message, pushback positively with negative flashpoint, and keep rapport going 
throughout.

Group simulations, small group 
debrief, class discussion and 
interactive lecture

50 min

SESSION OVERVIEW AFTERNOON

Review and Prep Our afternoon begins with an interactive review, before we turn to preparation for 
our final interviews. The focus here is on the unique specifics of each participants’s 
area of concern.

Group activity, and small group prep 20 min

Benchmark & 
Debrief

Participants participate in and receive feedback on a second round of interviews 
Recorded).

Small group debrief, class 
presentations, and interactive lecture

40 min

Action Plan & Next 
Steps

We close the day with a look to our future, discussing key lessons, and next steps 
that link to our follow through options.

Interactive lecture, and small group/
class discussion with final notes

10-15 
min

Post Session: 
Follow up

In addition to the included resource site, and assessment checklists, a participants 
have access to a continued learning mobile app.

Varies n/a

Note: Participants come in groups of 1-2 for the afternoon sessions which lasts ideally 1-2 hours. An external interviewer is utilized.
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“The least productive people are usually the ones who are most in favor of holding meetings. ”  
— Thomas Sowell

WHAT’S THE CHALLENGE? 

We have all been at meetings where we felt our precious time 
was being wasted. It is after poorly run meetings that we 
might agree with the wit who stated that “a meeting is an 
event where minutes are kept and hours are lost.”   

In fact, poorly run meetings constitute one of the most 
common complaints in organizations. But our ability to 
manage effective meetings is critical to organizational success. 
To work successfully with people so that they produce desired 
results while feeling respected and motivated is a challenge. 
This one-day interactive program focuses on the skills, 
qualities, techniques and tools needed to plan, conduct and 
follow through for face to face and remote meetings. Meetings 
are a vehicle to bring out the best ideas, utilize resources for 
effective problem solving, and resolve conflict that impacts 
effectiveness. Through a series of hands-on learning 
exercises ,participants have a chance to practice meeting 
effectiveness roles, use facilitation tools and skills, and receive 
feedback and coaching on how to deal with specific meeting 
situations and difficult behaviors. Participants will acquire 
valuable tools and skills for keeping people focused, following 
through on decisions and actions, and achieving desired 
outcomes. 

AVAILABLE DURATIONS 

• Express session (4 hours) 
• 1 or 2 day classroom format 
• Recommended: 1 day with 8-12 participants 

METHODS USED 

Before the session:

• Stakeholder interviews 
• Meeting awareness assessment 
• Pre-reading 

In session:

• Pair-work, small group and whole class discussions 
• Trainer lead discussions 
• Multimedia learning 
• Meeting Simulations with optional recording 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions 
• Resource website access 

BUILDING BETTER MEETINGS
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KEY OUTCOMES 

1. The ability to plan a meeting 
and st ructure an effect ive 
agenda 

2. The ability to effectively manage 
the three phases of a meeting — 
before, during, and after 

3. The abi l i ty to successful ly 
facilitate challenging situations 

4. An understanding of how to use 
strategies and techniques for 
dealing with difficult behaviors 

5. Checklists, tools, and formats for 
face-to-face and virtual meetings 

6. Elements and factors of a 
p r o d u c t i v e m e e t i n g 
environment 

7. T o o l s u s e d t o e s t a b l i s h 
successful interactions and 
effective meetings 

8. Decision-making strategies and 
how to use the different types of 
decision-making strategies 

9. Strategies and tools to promote 
and maintain focus and group 
productivity 

COURSE MODULES 

Preparing for the Meeting: 

• While the interactions at the meeting 

our crucial, key steps are needed 
before going into the meeting to 
ensure success. Research indicates 
this step is often the missing factor 
between success and failure in 
meetings. This module covers: 

• Audience assessment: A quick 
method for analyzing audience needs 
to increase senior buy in. 

• Roles & Agenda: Tips and tricks for 
using participants roles and agenda 
(even with a very fixed format) to 
ensure a more productive/effective 
meeting. 

• The challenges of virtual: preparing 
for some of the unique difficulties 
caused by distance, and how to 
overcome them. 

During the Meeting: 

• Building on strong prep work in 

module 1, we transition to the 
i n t e r a c t i o n s i n t h e m e e t i n g s 
t h e m s e l v e s , a n d h o w w e c a n 
maximize our impact.  

• Thinking quick: Structures we can use 
to present/speak on the spot as well 
as answer difficult questions. 

• The art of the ask: how to design 
better questions to gather opinions 
and gain buy in. 

• Gaining voice: Tools which bring 
together the previous two elements 
and allow participants to be more 
assertive and bridge their way into 
stronger conversations. 

 
Setting Up Next Steps: 


• Lastly we turn to our third module by 
examining: 

• Bridging conflict practically: Tips on 
how to deal with push back and 
defuse tension. 

• Setting clear next steps: Making sure 
we have SMART next steps and clear 
paths of ownership and follow up for 
all decisions made. 

 

Close: 

• We close the day with a look to our 

future, discussing key lessons, and 
next steps, as well as completing an 
interactive review. 
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Networking has become a crucial factor in the modern 
workplace. It is the most effective method of developing your 
business or career and is a key component of your personal 
brand. No book publishing company in the world can move as 
quickly as the human race when it comes to spreading 
information. Google, as good as it is, can't possibly filter results 
as well as a connected human being can. The payoff for 
developing a high functioning business network can be huge. At 
its core, the workplace is a social environment. Learning to thrive 
in that environment is contingent on building effective working 
relationships so that you can excerpt influence across your 
organization, regardless of where you happen to rank on the 
organizational chart.  

The questions to consider are: 
• Is there a gap between your intention and how you are 

perceived in your relationships? 
• How conscious or deliberate are you at creating a 

network that is aligned to your role? 
• How conscious or deliberate are you at managing a 

network so that it benefits you and those in it? 

People are expected to instinctively know how to network, yet it 
is a skill that needs to be learned like everything else.  The 
approach we take to train these skills is to build on the strengths 
people already have and their successes. It is easier to develop 
what you already have than to try and develop skills that do not 
come easily. Being yourself is the most effective tool for business 

networking and building relationships. These networking skills 
will help participants  build a professional reputation and 
develop a network of connections through the two key methods 
available to them: face-to-face and online. They will discover how 
to effectively combine these two approaches and create a 
strategy for networking success that will generate their own 
community and actively grow their personal network. This will 
result in an improved performance in their approach to 
networking and consequently provide opportunities and 
prospects that will increase their business success. 

NETWORKING IS NOT-WORKING

KEY OUTCOMES 
• Appreciate the importance of networking and different 

forms of networking 
• Demonstrate how to ask for what they need from their 

network 
• Describe how to follow up effectively with people in their 

network 
• Suggest systems for nurturing and growing a business 

network: explore internal networking opportunities 
• Understand the dynamics of communication that are 

specific to networking 
• Select the correct networking groups, clubs, and events 
• Leverage your relationships for mutual gain  
• Prepared for networking events and other networking 

activity to achieve their objectives 
• Facilitate conversations between others
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COURSE MODULES 

Why Network & What Gets in the 
Way?

This social networking program kicks 
off with an engaging discussion about 
what networking is and why it is 
important. Participants will have the 
opportunity to articulate their short-
term and long-term networking goals. 
Here we will also look specifically at 
what gets in the way of people being 
more effective Networkers: what the 
pitfalls are and where they feel wrong-
footed. 

The Fundamentals of Networking & 
Understanding Your Exist ing 
Network

In this second segment, we will discuss 
the seven Ps of effective networking: 
purpose, pass ion, personal i ty, 
performance, perception, pursuit, and 
progress. You can't sell what you don't 
have or you don't know you have. The 
first step in figuring out your value in 
terms of networking is thinking about 
what you know and who you know in a 
systematic way. In this portion of the 
program, participants will take 
inventory of who they know and how 
they know them. 

Understand the Informal Network

Once you know who's who in the 
organization, you have a good idea of 
where the power and influence lay. 
Now you have to understand the social 
networks. 
• Who gets along with whom? 
• Are there groups or cliques that have 

formed? 
• Who is involved in interpersonal 

conflict? 
• Who has the most trouble getting 

along with others? 
• W h a t i s t h e b a s i s f o r t h e 

interrelationship? Friendship, 
respect, or manipulation? 

• How does the influence flow 
between the parties? 

Build Relationships

Now that you know how the existing 
relationships work, you need to build 
your own social network accordingly: 
• Do not be afraid of politically 

powerful people in the organization. 
Get to know them. 

• Ensure you have relationships that 
cross the formal hierarchy in all 
directions (peers, bosses,  and 
executives). 

• Start to build relationships with 
those who have the informal power. 

• Build your relationships on trust and 
respect – avoid empty flattery. 

• Be friendly with everyone but don't 
align yourself with one group or 
another. 

• Be a part of multiple networks – this 
way you can keep your finger on the 
pulse of the organization. 

Making Connections: How to Ask 
and Answer Questions

Are you a people magnet? Do you 
know how to build rapport with others? 
Are you comfortable at networking 
events? If not, never fear. This course 
segment explores the ins and outs of 
meeting and greeting people in 
business. We look at questions that 
engage others and help to make 
connections. Participants will practice 
asking and answering a series of 
different inquiries. We will then 
evaluate what makes an effective 
question and a great answer. 

Communicat ion Dynamics in 
Networking

We look at how communication works: 
the emphasis here is on face-to-face 
communication and what actually 
happens, whether the communication 
is done well or poorly. We extrapolate 
what people already know about the 
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dynamics of communication and how 
it works. Here we “unpick” all the 
elements that go into effective 
communication and explain to people 
how they can be more in charge of the 
communication dynamic. 

Assumptions When Networking

I t i s impossible not to make 
assumptions. However, it is often the 
case that people make things up 
(assumptions) and then act as though 
they are true. This exercise will look at 
some of the assumptions people made 
about the facilitators and how they 

made them. Here people can talk 
about some of the right or wrong 
assumptions they have made about 
their clients. We will then look at the 
obvious assumptions people make 
around Business Networking events. 
We look at ways to use assumptions to 
open a conversation, find common 
g r o u n d , a n d c l e a r u p 
misunderstandings. 

Business Networking “Etiquette”

Business Networking events have a 
common goal and theme for everyone  
— to meet people who might be useful 

to you. The best networkers, however, 
follow certain unwritten rules of 
business networking etiquette, which 
might include things like: 
• Use silence and pauses to good 

effect 
• Make it relevant 
• Look for the needs 
• Listen for unspoken needs 
• Practice self-disclosure  
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TEAMING TO WIN

Few people work alone in today’s work environment. It’s not 
enough to recruit a team of people who are technically skilled. 
We all depend on others to get our work done. We are part of 
teams, work groups, ad-hoc committees, task forces, crews, etc. 
Collectively, we generate ideas, manufacture products, provide 
services, sell goods, and much more. Our ideas and efforts 
combined with the ideas and efforts of others result in 
performance excellence and high quality products and services. 
How do you turn a dysfunctional group into a productive team? 
Can you make a good team better? 

Experience, expertise, adequate physical conditions, technology, 
and the right tools are just a small part of the big picture. People 
are assembled into teams and embark on a discovery process 
towards achieving a common goal successfully. Team members 
from various backgrounds explore each other’s personalities, 
strengths, behaviors, and work habits. They identify the vision, 
goals, values, and strategies by which collectively they will 
complete their task and exceed expectations.  

Teaming to Win provides the necessary tools to prepare any 
team for results oriented performance. By increasing the level of 
conscious awareness of how a team develops, performance and 
success is improved from the start. Team members acknowledge 
who they are as individuals, they leverage their differences and 
talents positively, and they take ownership responsibly to 
accomplish the task at hand. The outcomes are increased 

productivity, higher levels of trust, enhanced 
respect, optimal collaboration, and employee 
satisfaction. 

We leverage licensed MTa team toolkits and 
best practice activities and cases to challenge 
your teams to work together better and learn to truly lead. Too 
often we get better technically but continue to struggle with 
leadership challenges. Only through self awareness, feedback, 
and practice will we improve our leadership skills. 

KEY OUTCOMES 

1. To improve team effectiveness through individual 
awareness, involvement, skills, and behavior change to a 
greater commitment to collaboration 

2. To understand how teams function and the elements of 
successful vs. dysfunctional teams 

3. Recognize the different team development stages and 
behaviors 

4. Develop greater team problem solving & facilitation 
skills 

5. Promote trust and rapport by exploring your team player 
style and how it impacts group dynamics 

6. Develop core leadership competencies to manage their 
own teams
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Description Format Timing

Morning

Introduction and interactive goal setting Interactive lecture & pair 
discussion

15 min

What is an effective team?

■ The reasons why a team produces more than the sum of its parts 
■ What are the potential benefits of working as a true team? 
■ Characteristics and competencies of a high performance team 
■ How well do people in your team work together?

Group team simulations, small 
group debrief, class discussion, 
and interactive lecture.

40 min

Team player styles

■ The various roles team members play 
■ Recognizing the strengths and trouble spots of a unique team player style 
■ How to avoid team conflict by mixing and matching work styles 
■ Work style differences—why is this a big deal? 
■ Why the best team leaders are also strong team players

Interactive lecture, pair /group 
discussion, hands-on activities, 
and group team-building 
simulation

60 min

Building a team

■ The litmus test: Would your team members encourage their colleagues to come on 

board? 
■ Discover the four stages of team development 
■ Simple things to build a stronger team 
■ Good team, bad team: How a leader can make a difference 
■ How to become the team leader everyone wants to work for

Interactive lecture, pair /group 
discussion, hands-on activities, 
and group problem solving 
simulation

60 min

SESSION OVERVIEW 
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Description Format Timing

Afternoon

The Leadership Challenges

■ Recognize Your Leadership Challenges 
■ Consider the Various Definitions of Leadership 
■ Articulate the Four Competencies of Effective Leaders 
■ Describe the Differences Between Leading and Managing 
■ Understand the Power of Vision in Organizations

Group team simulations, small 
group debrief, class discussion, 
and interactive lecture

60 min

Leading with the Heart: Motivation, Culture, Communication, and Emotional Intelligence

■ Identify the Three Main Things That Motivate Employees 
■ Create a Greater Sense of Pride and Enjoyment in Your Employees 
■ Listen and Communicate with Others More Effectively 
■ Focus on the Future in More Positive Terms 
■ Understand the Elements of Emotional Intelligence 
■ Know Where Your Emotional Intelligence Strengths and Development Needs Lie

Group team simulations, small 
group debrief, class discussion, 
and interactive lecture

60 min

Leading P.E.O.P.L.E.

■ Professionalism  
■ Empathy  
■ Optimism  
■ Partnership 
■ Loyalty 
■ Empowerment

Interactive lecture, pair /group 
discussion, hands-on activities, 
and group team-building 
simulation

60 min

Leadership an Team Development Plans

■ Complete a Leadership Development Plan 
■ Present in Groups 
■ Receive Feedback on Your Development Plan 
■ Prepare and Plan for the Continuing Learning Experiences

Group team simulations, small 
group debrief, class discussion, 
and interactive lecture

60 min

SESSION OVERVIEW 
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“Business leaders are finally realizing what sports experts have known for years: individualized 
attention from an expert is the only way to unlock a person’s full ability.“ 

— D. Logan, PhD

EXECUTIVE COACHING

WHY COACHING? 

The objective of corporate coaching is to focus in on accelerating 
the learning process and developmental phases such that 
enhancement in the performance of your current and future 
leaders can attained. 

Corporate coaching is a program tailored to the executive 
designated by you. This executive will work on one-on-one bases 
with our experienced coach who will individualize the program 
in an effort to empower the executive in becoming an effective 
leader. By concentrating on learning attitudes and changes in 
the mind-set, this process will ultimately maximize the potential 
value of the leader as an asset to the organization. Ultimately, 
increasing the executive’s potential favorable impact on your 
company and business results.  

The dynamics of corporate coaching is bounded by an equilateral 
triangle linking the client organization, the individual executive 
(coachee), and the coach. This triangle defines the shared 
purpose, trust, mutual respect, confidentiality, and equality 
within the tripartite that is essential to the program’s success.  

The coach guides the coachee in defining, developing, and 
implementing their personal strategy for success. While a great 
deal of focus and energy will be brought to bear in formulating 
the strategy, the individual will ultimately be the architect of his/
her own destiny.
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Training Component Understand It Attain Skill Change Work Behavior

Theory 85 % 15 % 5 – 10 %

Modeled by Trainer 85 % 18 % 5 – 10 %

  Practice & Feedback in Training 85 % 80 % 10 – 30 %

Coaching 90 % 90 % 80 – 90 %



“A study featured in Public 
Personnel Management Journal 
reports that managers  that 
underwent a managerial training 
program showed an increased 
productivity of 22.4%. However, a 
second group was provided 
coaching following the training 
process and their productivity 
increased by 88%.”  
– F. Turner, Ph.D. 


THE ROLE OF THE COACH 

Technical know-how alone is no longer 
sufficient to gain credibility as a leader. 
Human factors — often described as 
emotional intelligence — play an ever-
increasing role in sustaining competitive 
leverage for the leader. A coach is 
catalyst for your executive’s mastery in 
the skills of — creating business impact, 
enhancing customer relationships, team 
motivation, managing organizational 
change, effective communications, and 
cultural congruence. 

Our coach is an ally and a sounding 
board to the leader. A coach interplays 
with the leader through ongoing probes 
and questions to ensure that this 
executive has thought through the 
implications of his/her actions —

uncovered all the angles to a problem, 
saw through the blind-spots, tested 
assumptions, confronted inhibitions, 
committed to a f f i rmat ive ac t ion, 
followed through with the plan, and 
f i n a l l y, i n s u re d that he/she has 
considered how to do it all better the 
next time. In short, our coaches keep the 
learning process on track and ongoing. 

Our experienced coaches listen to and 
understand their clients – moreover they 
energize, excite, challenge, and push the 
limits of clients in order that they are 
primed for the potential for greater 
achievements.  

"Executive coaches are not for the 
meek. They're for people who 
value unambiguous feedback. All 
c o a c h e s h a v e o n e t h i n g i n 
c o m m o n , i t ' s t h at t h e y a re 
ruthlessly results-oriented." 
—Fast Company 
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WHAT’S THE CHALLENGE? 

What does selling mean today? The sales landscape has 
drastically changed, and modern clients don’t want to be sold to 
in the same way as a decade ago.  Endless questions followed by 
‘matching’ skills are frustrating busy clients as they struggle to 
understand  the value in giving up precious time to provide 
information: in doing the sales rep’s homework for them. 
Clients  are better informed than before and looking for a 
different approach. This thinking is reinforced by research carried 
out by the Corporate Executive Board. They reveal that sales 
people who teach customers something new, bring unique 
insights and tailor their sales message to the customer’s specific 
needs and objectives are doing rather better than their ‘solution 
selling’ colleagues. 

We need the ability to persuade, influence, and sell more 
effectively, in order soften hard messages, tailor content, and 
master relationship management. But how do you motivate and 
gain commitment from your clients? This practical workshop 
teaches the positive communication skills that will increase your 
performance and impact in complex relationships and show you 
how to achieve short term goals without sacrificing future 
goodwill. Our focus will be on sales insight structuring, 
influence, and conversational consultation. 

METHODS USED 

Before the session:

• Stakeholder interviews & LNA 
• Influence style assessment 
• Pitch book creation 
• Pre-reading 

In session:

• External and Internal simulations (50/50 blend) 
• Pair-work, small group and whole class discussions 
• World Cafe problem solving sessions 
• Trainer lead discussions 
• Multimedia learning 
• Video, peer, and trainer feedback  
• Hotseat/Fishbowl simulation 
• Reflective action planning 
• Interactive content review 

Post session:

• Coaching programs for managers of participants 
• 2-4 hour booster sessions (internal or trainer lead) 
• Online micro-learning app training 
• Optional ride-along coaching on delegate deals

Customer loyalty is a product of how you sell, not what you sell. 
—Matthew Dixon
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BUILDING PERSUASIVE SALES
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KEY OUTCOMES 

1. Move beyond telling selling into 
consultative conversations 

2. Create conversations with 
clients focused on ideas and 
insights 

3. Identify clients most likely to 
be receptive to new ideas, and 
position ideas better 

4. C r e a t e i n s i g h t s t h r o u g h 
powerful questions  

5. Appreciate what drives your 
own influence style, and how 
your behavior impacts on 
others  

6. Develop and practice a variety 
key push and pull influence 
behaviors.  

7. Understand how influence 
profiles can be adapted to 
succeed in many different 
situations 

8. Create and deliver powerful, 
memorable messages  

9. Ask and answer challenging 
questions on the spot with 
positive audience connected 
answers.

SESSION OVERVIEW 

• Why does conversational sales influence matter 
and why is it hard? An overview of the key goals and 
challenges of positive positive influence, followed by 
our morning benchmark simulation. 

• low Selling vs. Telling: A look into the state of sales 
today  and where we'd like it to be in the future. Where 
are we now and what obstacles stop us from 
progressing? How do we lead with client challenges 
rather than our solution? A core selling skill— how to go 
beyond tell and sell and pitch pushing and really 
engage our clients in needs based conversation. 

• highStructuring a Pitch Deck for Audience 
Engagement Our next module begins by examining 
common problems with content: the amount we share, 
the kind of information we use, and the way we take 
audience concerns into account. Having raised 
awareness of the issues we then take our morning 
pitches and systematically rework them using a clear 

persuasive template that delivers sales content in a 
memorable way. 

• Begin with the Ears: Listening to Understand vs. 
Listening to Reply— We turn next to the fundamentals 
of active listening:


• Understanding the steps to active listening and 
the things that prevent us from listening.  

• Ways to positively show that you're listening 
• Getting others to share: Using minimal 

encouragements, paraphrasing, pauses, and 
mirroring. 

• How to listen between the lines to really hear 
the client’s message: Why it’s important to be 
aware of nonverbal communication 

• highLearning How to Consultatively Push & Pull: 
We begin with activities centered around persuasive 
rationalizing (the use of logic) with a focus on 
generating sales credibility, framing to remove 
challenges and meet audience worldview, as well as 
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• techniques for proactive assertiveness (as opposed to 
passivity or aggression). We switch next to the second 
theme of consultative influence: pull, which includes 
bridging (demonstrat ing empathy through 
questioning and summarizing to build rapport and 
gain commitment through strategic listening)and 
inspiring (creating a shared vision of the way ahead) in 
order to map and sequence client interests to ensure 
best results. 

• Dealing positively with difficult question 
objections, & clients— We build on active listening 
techniques and apply them to our questioning: 

• The purpose of better questions and the 
problems today with really delivering them 

• The anatomy of a powerful question that 
generates curiosity in the listener, stimulates 
conversation, surfaces assumptions, generates 
forward movement , and new possibilities 

• Understanding and applying levels of 
questioning (Blooms/Costas/Harvard model) to 
move from shallow questions to deeper 
strategic and relationship building discussions 
(focused on problem view and question intent: 
adjoining, clarifying, elevating, funneling) 

• Using the ACDC method to answer questions 
and defuse difficult question situations. 

• Insight Based Selling— Consultative selling is a core 
foundation skill, and will not being going out  style or 

need: but what else do we need to succeed? To go 
beyond diagnostic selling and move into future 
oriented hypothesis based wow creation, we need 
insight. To achieve radically better sales results, we 
must become radically more valuable to clients—
strategically valuable.  The more client strategies we 
can put our value hooks into, the better. The odds of 
our value proposition gaining acceptance is directly 
correlated to our ability to connect unique strains of 
value to the many stakeholders in a decision.

“A profession based on ‘asking questions’ stopped 
asking questions about itself. I ignored this for a long 
time, myself. And that was a hard pill for me to 
swallow. I, in part, helped to shape ‘the model’. We 
had been teaching a diagnose and prescribe model 
for the past 30 years and it still had not moved the 
80/20 rule.”


—Mike Bosworth 
(Solution Selling)

Your org.

Client

Competition

Value Wedge

Value Parity
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Joshua 
Davies

Formerly on the faculty of Yonsei and 
Sungkyunkwan universities, Joshua has 16 years 
of business and communications training 
experience in the markets of Asia and  Europe, as 
well as both South and North America. He has 
worked with Fortune 100 and S&P Asia 50 
companies throughout the Asia region, 
conducting coaching and workshops on various 
areas of communications improvement at all 
levels of upper management.  Professionally he is 
active in ATD, the Association for Business 
Communication, the International Leadership 
Association, and the National Communication 
Association.  

EXECUTIVE COACHING 
An associate member of the Institute of Coaching 
(McKlean Hospital, Harvard Medical School 
Affiliate), certified as a Professional Corporate 
Coach by CCUI, as well as through the 
NeuroLeadership Institute in Brain Based 
Coaching, Joshua has facilitated one on one and 
small group coaching engagements at the 
managerial through C-suite level in various 
durations from 1 month to 1 year. Focus is always 
on clearly benchmarked client driven progress, 
with strongly integrated next steps and follow 
through process measurement. In particular 
Joshua specializes in transitioning high 
potentials  to roles where more regional or global 
presence and interaction is required by 
leveraging the ExPI assessment tool (licensed 
provider of Bates Communication Executive 
Presence). 

AREAS OF RESEARCH 
Joshua specializes in research in persuasive 
communications, focusing on cross cultural 
dynamics of influence in the Asia pacific region. 
He has completed meta-studies and presented at 
academic conferences on topics ranging from the 
structure of persuasive speech, northeast Asian 
negotiation tactics, as well as patterns of 
influence across teams.  

ADDITIONAL CERTIFICATIONS 
• Masters in Strategic Management (Harvard, in 

progress) 
• Masters in the Science of Education 

(Shenandoah) 
• Program on Negotiation (Harvard Law School)  
• Certified Corporate Coach (CCUI) 
• Brain Based Coaching (NeuroLeadership 

Institute) 
• Executive Presence 360 (Bates Communication 

EXPi) 
• Advanced Micro-Expression Training (Eckman 

Certification) 
• Leading for Creativity (IDEO) 
• Designing Leadership Development Programs 

(ATD) 
• Conflict Analysis (USIP  & Kilmann Diagnostics) 
• Influence & Decision Style Indicator (Discovery 

Learning) 

PRINCIPAL CONSULTANT,  
Knowmium Learning 

Web: knowmium.com 
Email: joshua@knowmium.com 

More information can be found on 
LinkedIn at:  linkd.in/jdavies
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“I HAVE HAD THE PLEASURE TO 
COLLABORATE WITH JOSHUA for 
severa l years . Joshua was 
instrumental in developing and 
refining sales, negotiation and 
presentation competencies of 
Swiss Re's sales force in various 
locations across Asia. Particular 
strengths include:  
- adapts programs well to 
feedback  
- consistently delivers quality 
sessions  
- strong research ability  
- close integration with client 
needs  
And I could add that his excellent 
response time and his client 
centricity is impressive: He is a 
strong asset for each company he 
works for!” 
— SENIOR L&D CONSULTANT, 
Reinsurance Industry, Zurich 

“JOSHUA DAVIES IS ONE OF THE 
MOST INFLUENTIAL TRAINERS that I 
know in the Asia market. He is 
highly capable and did an 
outstanding job at  
1. Uncovering the needs of the 
customer  
2. Customizing the needs and 
tailor made the case study  
3. High Impact facilitation and 
highly energetic - his presentation 
skills workshop, insight selling 
and influencing skills workshop 
are very well received and also in 
demand.  
I will highly recommend Joshua 
Davies to any organization which 
wants to engage an extraordinary 
consultant for upgrading their 
professional capabilities.” 
— H E A D O F T A L E N T 
M A N A G E M E N T, I n s u r a n c e 
Industry, Hong Kong 

“‘EFFECTIVELY ENGAGING’ IS THE 
PHRASE THAT COMES TO MIND when 
I think about Josh. I had the 
pleasure of working with him for a 
number o f communicat ion 
training programs at XXX. I was 
particularly impressed by:  
1.Great public speaking skills 
engaging & stimulating  
2. Persuasive ways of message 
delivery based on his professional 
experience and extensive research  
3. Customization by feedback from 
various stakeholders such as 
m y s e l f , h e a d o f T a l e n t 
Management, the attendees  
In addition to these standout 
traits, he is a great colleague to 
work with making any meeting 
organized, focused, and yet 
pleasant. I believe, any employer 
is lucky to have Josh as a 
consultant.” 
— REGIONAL TALENT ANALYST, 
Insurance industry, Tokyo

CLIENT REFERENCES
At Knowmium we collaborate with you to create stronger communicators, influencers, and innovators. How? 
By bridging the knowing-doing gap. By changing mindsets and values, behaviors and performance. We dig 
deep to understand your challenges and business needs. We are what we say, and have spent years building 
a reputation for repeatable success: a full 80% of our clients in the last year were repeat customers. 

View more on LinkedIn at:  linkd.in/jdavies
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“I HAD THE PLEASURE OF WORKING 
WITH JOSHUA when he helped our 
team with advanced sales and 
speech skills.  I have worked with 
many coaches in the past but I was 
impressed by how fast Joshua was 
able to achieve a substantial 
difference to our team members. I 
found his approach to be very 
effective and impactful. Joshua 
helped us to become even more 
professional in terms of client 
management and speeches In 
addition, Joshua is leveraging 
technology very well including 
cameras, online / live tutorial 
through e.g. Skype, speech 
writing, videos through the cloud 
etc.  The feedback from our team 
was unanimously positive and I 
hope we get a chance to work 
together also in the future.” 
—CAPITAL RAISING & INVESTOR 
RELATIONS, Private Equity Firm, 
Hong Kong  

“ J O S H U A I S A G R E A T 
COMMUNICATION COACH who 
understands both Eastern and 
Western styles of communications 
and trains someone to be most 
effective in cross cultural business 
contexts. I worked with Joshua 
when he was conducting a 
communication training course for 
employees of (our organization) . 
He was not only effective and 
excellent in delivering what he is 
required to train with fun and 
impact, he was also able to tailor 
his training per individual and 
personalize it. I was so impressed 
with his training that I have signed 
up for the additional training from 
his organization on my personal 
cost as well. In providing his 
coaching, he went extra miles and 
offered help in me getting 
additional resources of training 
and actively followed up. His 
diverse interest in various areas 
made him an valuable to client 
beyond his technical efficiency in 
training. I am sure he will succeed 
in any type of mandate and 
challenges that await him.” 
—SENIOR COUNSEL, Global 
Investment Bank, Korea  

“JOSHUA IS AN OUTSTANDING 
COMMUNICATOR and supremely 
dedicated and professional 
trainer. We have worked together 
for three years and he has been a 
consultant, designer and trainer 
for sales and negotiations skills 
training for my MNC client. Joshua 
is patient and committed to make 
adjustments to the content to the 
c l i e n t s ’ n e e d s ; h e s t r o n g 
b a c k g r o u n d e x p e r t i s e i n 
curriculum design and pedagogy 
allows him to undertake the 
needed customization efficiently 
and effectively. Joshua’s energy is 
infectious – within and without the 
classroom and makes him a 
dependable and pleasant team 
worker. He brings value to every 
project he undertakes, any 
o r g a n i z a t i o n a n d w o r k i n g 
relationship he is part of. “ 
— S E N I O R L E A D E R S H I P 
DEVELOPMENT CONSULTANT,  
M a n a g e m e n t C o n s u l t i n g 
Organization, Singapore 
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Robert 
Kienzle
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SENIOR CONSULTANT,  
Knowmium Learning 

Email: robert@knowmium.com 

More information can be found on 
LinkedIn at: linkedin.com/in/

robertkienzle 

Robert has 12 years of business and education 
training experience in the markets of Asia and 
North America. After competing his Masters in 
Communication studies at the University of 
Arkansas, USA as well as Oxford and Cambridge, 
UK, he began his career first in North America 
training politicians, organization administrators, 
and sales representatives in order to refine their 
rhetoric and persuasive approaches. Later, Robert 
worked as a researcher and consultant for global 
businesses and their agents in Brazil, China, 
India, Mexico, USA, and UK. 

In Asia, Robert is former faculty at Sungkyunkwan 
University, Seoul, Korea, and currently works with 
Fortune 100 and S&P Asia 50 companies 
throughout the region conducting workshops and 
coaching management in presentation, 
negotiation, intercultural communication, 
influence, writing, and other skills.  Robert is a 
Distinguished Toastmaster in Toastmasters 
International and was a World Championship of 
Public Speaking semi-finalist in 2014 and 2015. 

CERTIFICATIONS 
• Hogan Assessment Certification (HPI, HDS, 

MVPI, HBRI) 
• Accredited Corporate Coach (Corporate Coach 

University International) 
• Micro-expressions Training (Paul Ekman 

Group) 
• Certified Corporate Presentation Trainer (LAM 

Institute) 
• Storytelling for Business (The Story Studio) 

• Etiquette Consultant (International Business 
and Management Career College) 

ADDITIONAL ACCOLADES 
• Fundamentals of Communication (Editor, 

Boston Pearson Publishing ) 
• Poised to Present (Contributing Author, 

Sungkyunkwan University Press ) 
• Toastmasters International Magazine 

(Contributing Author, November 2016) 

CLIENT REFERENCES 
I had an opportunity to watch Robert facilitate a 
presentation skills workshop. I noticed the 
atmosphere turned from tense to relaxed. He is 
good at making people relaxed and engaging. He 
creates rapport with participants very quickly. His 
rich knowledge in the subject and, more 
importantly, his facilitation skills make him stand 
out among the choice of professional facilitators. 
— CEO, Corporate Training Industry, Tokyo 

Robert is a world-class public speaker and 
effective leader. I have direct experience with his 
advanced skills in public speaking, business 
training, event organizing, and personal 
coaching. Robert's broad communication 
experience, both academic and professional, 
make him a high-level communication and 
business training consultant.  I plan to continue 
working with and receiving professional 
consultation from him. 
— PUBLIC RELATIONS PROFESSIONAL, 
Entertainment Industry, Seoul 
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RAJU  SAJNANI  
Senior Associate 

Raju Sajnani has had 29 years’ experience in the 
training industry including having worked for two 
m a j o r t ra i n i n g o rg a n i z a t i o n s , Lea r n i n g 
International formerly known as Xerox Learning 
Systems, (presently known as AchieveGlobal), and 
Dale Carnegie, as both a Training Consultant, and 
finally as one of the Institute Directors.  He is the 
author of P Factor, a book about absorbing the 
ability to understand how people work, why they 
react the way they do and how to deal with it to 
your advantage. 

NAHESH HINGORANI 
Senior Associate 

Nahesh has over 15 years’ experience in Asia, 
delivering professional Management Consultancy 
services, specifically in the areas of Training and 
Coaching. Nahesh has also completed extensive 
HR and training assignments in USA. His diverse 
background, from financial services to the 
hospitality industry, allows him to analyze and 
understand clients’ needs, create training and 
coaching programmes based on specific objectives, 
and deliver engagements that bring positive 
change. 



Building a Bridge: 
Connecting pre & post 
training engagement
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METHODOLOGY  

We have extensive experience in 
cutting edge training methodologies 
before, during, and after training. We 
are active on the 70:20:10 forum and 
able to assist with both evolutionary 
and revolutionary implementations, 
including readiness assessment. 

Pre-Session

Too often there is a failure to align 
training with corporate objectives and 
real world competency gaps. In order 
for companies to achieve results, any 
program investment should involve 
input from business leaders to ensure 
that learning is driving retention, 
engagement, and performance. How 
do we do this though? A survey by the 
Hong Kong Institute of Human 
Resource Management (HKIHRM) 
found that many organizations are 
lacking both in a systematic process to 
survey training needs (39.3%), but also 
have difficulty soliciting full support 
and championship from management 
(34.2%). This is troubling, because 
people tend not to change unless they 
know the what is in it for them: 
behavior change follows habit change, 
and habit change follows motivation. 
People won't change long-standing 
habit unless they discover the need 

themselves and see how training helps 
to bridge those competency gaps. 
Without business, stakeholder, and 
participant needs alignment before 
any session begins, training results in 
little value. 

We believe to solve this, we need to be 
your partner not only in delivery, but in 
preparation. What does that mean? 
Part of our job is to make the tasks of 
L&D departments easier— we're here to 
help as needed running training needs 
a s s e s s m e n t , c o n d u c t i n g k e y 
stakeholder interviews, and preparing 
materials for internal promotional 
purposes. To us, aligning participants’ 
individual needs with clear business 
priorities is crucial, and one of the 
factors most found to improve 
company revenue. 

In addition to assessment and 
alignment, pre-session learning 
includes online gamified micro-
learning (short  video and quiz based 
units that flip the classroom) and 
optional integration with popular 
content portals such as Harvard 
Management Mentor, SkillPill, and 
Mind Tools Corporate Solutions. 

In Session

The researchers Brinkerhoff and Apking 
(2001) concluded: "Almost al l 
organizational training is a marginal 
intervention and has only slight effects 
on performance improvement.” Too 
often training is like trying to drink 
from a firehose- simply too much 
information download and too little 
hands on reflection and practice, and 
on top of that focused on generalized, 
rather than localized content. People 
have individual learning styles, which 
are individually and culturally 
conditioned, and failure to adjust to 
that leads to a failure to really train.  In 
terms of delivery itself- trainers 
dominate, when they should facilitate: 
they should steer, but they should not 
control the discussion. 

With a Masters in the Science of 
Education, we are careful to have 
training follow best practices of adult 
action learning- with extensive 
simulation, feedback, reflection and 
review all within a framework of spaced 
repetition to avoid overload. We’re well 
versed in designing and using blended 
and eLearning (and have been a 
keynote speaker on the topic 
throughout Asia), but recognize that 
many persuasive skills are best 
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improved in the dynamic space of a 
face to face training setting or virtual 
classroom. 

Per 70:10:20, in session formats (both 
virtual and face to face) are focused on 
hands on learning (skill practice) and 
application using a mixture of 
simulation, discussion, peer and 
trainer, guest speaker (internal) Q&A/
sharing, feedback, and tech tools 
(Socrative.com among others). 

Post-session

Poor follow-up fails to bridge the 
knowing-doing gap, a scary reality as 
CIPD estimates less than 10% of 
organizations  engage in true 
systematic follow through that aligns to 
core 70:20:10 principles. Good 
training is a marathon, not a sprint, but 
training is often too complicated and 
demands changes too rapidly. If we try 
to change 20 things at once, we end up 
changing nothing. No matter how 
enjoyable training itself is, what is the 
point if nothing changes on the job? 
Follow up lacks organizational support, 
and feedback tied to opportunities to 
practice skills learned in session. If 
senior leaders don’t model the good 
practices we champion, then how can 
we expect their direct reports to? If KPIs 

aren't tied to changes we seek, why 
should we spend energy on them?  

To combat this we apply systematic 
follow through options at the 
participants, peer-to-peer and manager 
level per guidelines developed for 
Gallup Learning Organizations. 

Participant level tools 
• Continued micro-Learning mobile 

app modules that aim at the 70%- 
giving on the job experiments based 
on core workshop areas. 

• Access to monthly webinars on core 
workshop topics with live Q&A. 

• Optional additional recorded video 
feedback (public speaking topics 
only)  

• Curate continuously updated online 
resource pages. 

• Take away tools: templates and 
concept cards. 

Peer level tools 
• Learning circles: focused on social 

learning and collaboration, circles 
formed to discuss and share on key 
workshop concepts after the session. 

• Peer/mentor matching: in session 
matching that extends after the 
session to provide a tracked way of 

keeping each other on the path to 
change. 

• Internal booster sessions: Lead by 
nominated members of workshops- 
internally express/booster sessions 
based on content provided our firm, 
as having them teach others is by far 
the best way to transfer. 

• Success storybooks: the creation of 
ongoing learning objects both 
physically and digitally gathered 
into success case stories. 

• Peer habit recognition: Social 
engagement/enforcement of key 
imperatives through Recognize 
(https://recognizeapp.com/). 

Manager level tools 
• Manager briefings with key rubrics 

for assessment and key topics for 
ongoing coaching discussion with 
participants. Why coaching? 94% of 
those with improved performance 
had manager support. Effective 
coaching multiplies training ROI. 
CSO Insights’ Sales Performance 
Optimization survey showed that 
with formal coaching, more than 
90% of participants integrate 
training concepts into their daily 
practice — and these companies 
outdistance others in key metrics, 
including participants making quota 
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including participants making quota 
and forecast deals won.  

• Formal coaching tracking using the 
mobile app TREK Nano-Coaching. 
This helps make sure real coaching 
both occurs, and is valuable, by 
making it a measurable two way 
street between coach and coachee. 

OUR ONLINE RESOURCES 

Information to online resources and 
other technology based learning tools 
and resources is described in 
methodology (above) but regardless of 
whether we are doing the design and 
the delivery, or just the delivery, 
participants and managers will have 
access to: 
• Continuously updated curated 

online resource pages containing 
tools, articles, videos, and our Q&A 
community. 

• Mobile Micro-learning module 
access for selected delivery topics 
(primarily those we have done 
design for/have exiting course 
materials for, but this can be 
expanded in collaboration with 
other vendors). 

• Integrations with popular online 
content providers including Harvard 
Management Mentor and Mind 
Tools Corporate Solutions. 

• Assistance with nano-coaching 
integration.
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Session Formats
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SESSION FORMATS 

• Mixed Intensive Format (MIF): A 
balanced mix of morning whole 
group intensive (3 hours, up to 16 
delegates), and afternoon small 
group/one-on-one sessions for 
personal attention & feedback. MIF 
delivers the strongest ROI of any 
group session. We strongly endorse 
this format for a number of our 
modules as it has the best cost to 
benefit ratio. 

• Traditional session Format: The 
global training standard, available in 
half day, full day, or 2-day sessions, 
this format is good for groups of 8 to 
16 participants. Need a larger 
group? It is possible: as long as 
we’re aware of the learning trade-
offs. 

• Express Sessions (“Lunch & 
Learn”): When time or buy-in is a 
factor, 90-120 minute express 
sessions are a great way to cover a 
few key learning points in highly 
motivated short intensives with 
groups up to 24. 

• VC/Blended Training: Increasingly, 
organizations are looking for ways to 
save travel costs by de-locating 
sessions and hosting  sessions via 
video conferencing and online 

blended learning. 

• Executive Coaching: Busy top 
executives often lack the time for 
long group training, as well as 
preferring the privacy and personal 
attention one-on-one coaching 
provides. Knowmium delivers 
continued growth that fits your 
schedule. 

• Mixed Intensive Coaching:  Ideal 
for busy executives, 3-2-1 combines 
a 3-hour group intensive training 
session (to develop a common 
language and build and assess core 
strengths), followed by small group 
& monthly individual coaching 
follow-ups to drive home key areas 
for growth. An ideal mix of time/
value for tight schedules. 

FOLLOW-UP 

Too often training is treated as a one off 
event. Without strong lead-up  and 
follow-through, we lose the majority of 
our momentum. In addition to our 
e x t e n s i v e t a i l o r i n g a n d p r e -
assessment, as follow-up we offer: 

• 5 Minute Mentor (Micro-learning): 
Just-in-time delivery of new ideas 
and review, right to your email or 
phone. Carefully sectioned bite sized 

chunks of learning to grow without 
wearing out or cutting into the work 
day. Usage reporting and available 
for L&D feedback. 

• Impact Boosters: Short 1 to 2 hour 
sessions, ideally in small groups, to 
reconnect with and stretch beyond 
session topics. Strong proven ROI 
and highly encouraged. 

• Coaching Culture: Short training 
for managers to better enable them 
to coach, mentor, provide feedback, 
and lead discussions on our training 
topics. 

• Resource Library: Available 24/7, 
our carefully curated articles and 
tools to expand on training topics. 
Don’t see something? Let us know 
and we’ll find it!  

Good to know: In both Hong Kong & 
Singapore many of our programs are 
available for Continuing Professional 
Development (CPD) credit.
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What can we help 
you grow next?

knowmium.com
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knowmium.com

Hong Kong 
4/F Cheong Loong Bldg. 
184 Wing Lok Street 
Sheung Wan 

Singapore 
420 North Bridge Road 
#05-28 North Bridge Centre 
Singapore

Beijing 
27 Floor, Ocean Intl. Plaza  
C5 Jinghua South St.  
Chao Yang, Beijing , China


