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8.30am Welcome and Introduction

Setting the Scene

There is a crime being committed, in 
many workplaces, on a daily basis. 
Potential energy is being wasted on an 
industrial scale. Organisations are guilty 
of suppressing the creative spark in 
people.

Resources are not being used creatively, 
and time and money is being wasted on 
continual recruitment.

Court proceedings & Jury Selection.

9am    A New Approach

There is a compelling argument for a new 
set of attitudes toward ‘human capital’ (or 
‘people’ as we call them on this planet) 
that will sharpen a company’s competitive 
advantage and fuel their creative edge.

Paul Clarke Director of 
Technology at Ocado

Brano Hosek Senior Expert of 
Group Performance Development 
at Deutsche Telekom

9.30am   Releasing Female Talent

Addressing the crime of under-used 
and under-valued women in the 
workplace.

10am    Unlocking Potential

Coaching and development as a means 
to release talent.

10.20am  Summarising and Verdict

The jury decides.

10.30am  Get Out of Jail Free card 

and Networking

TALENT 
IS BEING
LOCKED 
DOWN

UNLOCK POTENTIAL GROW YOUR 
BUSINESS

FUEL YOUR 
COMPANY’S 

CREATIVE  
EDGE

IMPROVE PERFORMANCE

Seminar at the Duke of York’s Theatre  24th June 2015

Expert witnesses:

FREE THE 
TALENT

OUR CAMPAIGN’S STARTED
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Message from the MD

Maynard Leigh exists to inspire greater impact. We are specialists in communication skills 
and believe that if you aim for outstanding results in the areas of leadership, team-working 
and personal excellence you can make a real difference. And that impact, spirit and 
inspiration is locked up in the talents of individuals, withheld for fear of getting something 
wrong, banged up by the appropriateness police, hidden behind masks of competence, 
oppressed by the inner critic and constrained by compliance.

Free The Talent is not just the title of our June seminar, it is a core 
belief that unlocking potential in people is thrilling to the individuals 
and vital to improved business performance and it is how Maynard 
Leigh best contributes to a progressive society. It is a campaign to 
get the best out of people.

In this magazine, and in the seminar, we look at the reasons we 
need to set talent free, why business has tended to control rather 
than liberate, and importantly how we as individuals and leaders 
can turn the key that unlocks potential. STUART MACKENZIE

MANAGING DIRECTOR



Organisations are often determined 
to grow. They watch their recruitment 
costs soar and yet find the results 
disappointing. Good people still leave 
and the cycle continues. Meanwhile on 
the other side of the equation, people 
working in these organisations feel 
disengaged because their talent is 
under-used. The very people who could 
be contributing to growth and saving 
recruitment costs are locked away 
feeling frustrated... 

A low level of employee engagement is a 
crime. Perhaps not a formal breach of the 
law of the land, or an imprisonable offence, 
yet in some ways it should be. Countless 
research projects show that on average 
only a third of British workers are fully 
engaged at work. That means that even 
apart from those who are without a job, an 
extraordinary two out of three people are 
victims of this crime of wasted potential. 

Where did it all go wrong? 

It is clearly a leadership issue. Line 
managers are often ill-equipped at 
unlocking people’s potential. Their focus 
tends to be on commercial or operational 
matters and they neglect to harness the 
power of their people. During turbulent 
times it can be tempting to insist that any 
investment in talent should be focused on 
purely functional learning - that is, making 
sure job holders have what they need to be 
effective. That would include any learning 
needed to perform new tasks and take on 
new responsibilities.

Yet to unlock potential and really free the 
talent you have to go beyond these basics 
and become a creative detective. 

As such you visit the scene(s) of the crime 
and, in your search for clues, it makes 
sense to invite the victims to describe 
what might be occurring to produce their 
disengagement. Simply asking them 
often produces frank answers such as  
“I can’t talk to my line manager, he never 
listens” or “nobody seems to care if I do a 
really good job or not”, or even “what I do 
is boring.” 

In your creative detective role you may need 
to encourage experiments that attempt to 
unleash talent and that inspire people to 
start performing at their best. While this may 
involve innovative solutions, it may just as 
easily come down to some prosaic ones 
such as showing managers how to manage 
conflict, improving how teams operate, or 
encouraging line managers to spend time 
talking to their staff to ensure they are fully 
stretched while also feeling well supported.

It’s one of those weird 
situations that doesn’t 
quite make sense. How 
could we have allowed 
it to get this way?

free the 
talent
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ask people to 
keep a diary 

for a week on 
the best and 
the worst 

bits of their 
job and share 

these with 
colleagues

Stretch assignments: make sure each 
person has at least one stretch assignment 
encouraging them to go beyond their 
present level of performance.

Comprehensive feedback: make sure 
people receive continual feedback on their 
performance and contribution. Thus they 
discover how they make an impact. 

Networking techniques: use these to 
encourage professionals to meet others like 
themselves both internally and externally. 

Raise profiles: help people build their 
profile across the organisation, showing 
them what it takes to develop a strong one. 

New forums: generate new opportunities 
for your talent to shine or excel.

Coaching: ask everyone to become 
coaches to each other, not just managers, 
and give them help in developing their 
coaching role.

Low cost initiatives: sponsor a low 

cost talent development initiative in which 
leaders gain new experience across the 
organisation and share their learning.

Postings: ensure your talent can post 
details of their experience and aspirations 
so they can be accessed by a wide 
range of managers and leaders in the 
organisation.

Inspiration: since there is no ideal 
“end state” of engagement, focus instead 
on identifying what inspires people, 
uncovering what gets their juices flowing 
and feeling that it is worth getting up in the 
morning to come to work.

Health and well being: introduce or 
expand a range of health and well being 
initiatives that can help make up for the 
absence of pay rises.

Community initiatives: promote 
community activities that both develop 
teams and local partnerships, which also 
increases personal happiness, and by 
extension, engagement.

creative 
solutions 
to talent 
engagement

Some of 
the less 
obvious
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There are often two different 
views of talent. One views talent 
as inclusive and treats everyone 
at work as having the potential 
to make a special contribution. 
Or there is the more narrow 
view that talent makes sense only 
dealing with a select few.

As we see it at Maynard Leigh 
where our core mission is defined 
as Unlocking People’s Potential, 
we argue that releasing talent 
should be part of a company’s 
DNA. That is, it should be so 
firmly woven into the fabric 
of the culture that in essence it 
describes how the organisation 
functions. Or putting it slightly 
differently, the company’s 
bottom line depends entirely on 
finding creative ways to get the 
best from everyone it employs.



“We need to recognise that we sometimes feel awkward when talking about 
relationships. Yet if we work to make the relationship more effective for both 
parties, the effect is transformational”

Tomorrow’s Relationships, 2014

This quote comes from a new report and 
on-line resource, launched jointly by 
Tomorrow’s Company and several UK 
institutions, including CIMA, CIPD, KPMG 
and Linklaters. We at Maynard Leigh 
strongly subscribe to this approach.

Since starting the company just over 
25 years ago much of our in-house and 
coaching work with clients has focused 
on key aspects of relationships at work. 
We have always seen this as a clear 
route to effective individual and ultimately 
corporate performance. 

Subtitled: “Unlocking Value”, this new report 
therefore has a particular resonance for us 
and, we think, many of our clients. What 
then does “Tomorrow’s Relationships” say 
that is new or useful? 

“…all too often business processes 
undervalue or erode relationships, 
increasing risk, reducing resilience, 
destroying value.”

That’s been our experience too. On 
numerous occasions our consultants 
find themselves facing individuals and 
teams who have seriously under-rated or 
neglected the importance of relationships. 
Wondering what they can do about this, they 
have asked for help. Obviously we have 
some answers, but accept there are multiple 
routes to tackling the relationship issue. 

“History is littered with examples of where 
value has been destroyed because of 
failures in relationships” says the new 
report, which offers a framework for 
thinking about business relationships.
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TOMORROW’S RELATIONSHIPS 
TAKE CENTRE STAGE



Today’s corporate value therefore may 
arise as much from outside the organ-
isation as inside it. Collaboration and 
other less tangible factors have come to 
the fore. These include integrated value 
chains in which ethical sourcing now plays 
a much greater role; ethical performance 
in general matters far more. We are also 
hearing a lot more about a company’s 
“social licence” to operate by meeting the 
expectations of a community.

In such a challenging 
operating environment, 
relationships matter a 
great deal. 

The report rightly asks: are today’s or-
ganisations prepared for this? Neither the 
authors of the report, nor we at Maynard 
Leigh encounter many companies ready 
for this shift towards recognising relation-
ships as being so much more significant. 

As one contributor to the report comments: 
“few organisations focus on relationships 
in a mutually beneficial way.” When it 
comes to relationships, like the authors of 
the report, we too see a step change is of-
ten needed in how an organisation thinks, 
and acts. Luckily, since we have been 
focusing on this aspect of managing and 
leading for a quarter of a century, we have 
many of the tools needed to transition to a 
new approach.

Naturally though, we don’t claim the  
monopoly on such tools. There are many 
available and this report helps navigate 
some of the available ones so you can 
customise them to the needs of your  
particular organisational structure and 
culture.

BRINGING RELATIONSHIPS ON BOARD

Putting relationships centre stage in an or-
ganisation requires the Board to step up 
and play its part in regarding them as crit-
ical. This does not just mean talking about 
them regularly.  It also requires a deliber-
ate effort to set the tone from the top, fos-
tering the right environment. This makes 
sure everyone in the organisation sees 
long-term business success as depend-
ent on relationships. Had this occurred 
with the banks for example, the saga of 
mis-selling might have been avoided. 

There need to be systems to monitor, 
measure and report on the effectiveness 
of these relationships. The report con-
tains a toolkit of questions boards can ask 
themselves and thus promote relation-
ships, creating a common understanding 
of what they are pursuing. Much is also 
made in this report about the importance 
of resilience and how companies must 
avoid boards failing to realise the risks 
they are running. 

For example, no organisation can man-
age risk alone. Only through building 
strong external relationships and net-
works can they expect to cope. Good 
relationships means information flows  
inwards and upwards, preventing the 
“risk blindness” that affects many boards.

TUNING IN 

In our ongoing work with companies we 
find there is often a weak link in the rela-
tionship approach. There is little time or 
effort devoted to an activity which super-
ficially at least, seems all about asking 
“how are things with you right now?”

Who bothers with such elusive concepts? 
Even if you know how someone on your 
team is feeling, how does that help con-
duct business more effectively? In our  

Specifically this consists of four building 
blocks of effective relationships - Identifying, 
Tuning in, Measuring and Reporting... 

CHANGING MEASURES OF VALUE 

In the 1970s, most corporate value (80%) 
was wrapped up in tangible assets. Intan-
gible ones were worth only about a fifth of 
all value. Since then though, this situation 
has unravelled. By 2010, intangible assets 
had grown to 80% of market capitalisation.

Alongside this dramatic shift in how we 
measure company value, has been the 
decline in old style managing. Hierar-
chies and control have given way to a 
more organic view of the organisation. 
Instead, networks of relationships and 
influence, and intangibles like social re-
sponsibility, environmental factors and 
quality of governance (ESG) have begun 
to heavily influence how we assess cor-
porate performance and ultimately value. 
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MEASURING

“The overriding message from our 
research bears out that the human 
dimension - relationships with 
customers, employees, partners and 
communities - will be key to sustaining 
success in the long run.”

People are complex and as the above 
study admits, “relationships are not easy 
to model or confine to metrics.” The 
study found most CEOs (75%) admitted 
they needed to put more emphasis on 
measuring and demonstrating the non- 
financial value of the business.

Measuring relationships is possible,  
although business today is increasingly 
made of seemingly immeasurable and 
intangible components. For example, it 
is feasible to run the notional tape meas-
ure over a company’s talent to assess its  
value and management practices.

There is less on this quantification issue 
within the Tomorrow’s Relationships re-
port than you might expect. Although 
there is reference to a way of measur-
ing the strengths of relationships and on 
mapping key ones, the report is fairly light 
on the measurement task.

REPORTING

Once, there was a cosy world of compa-
ny reporting, confined mainly to annual 
financial data in the Times, with a smat-
tering of the soft stuff. Today, there’s 
far more information available for, and  
demanded by, global audiences. No 
longer can reporting be neatly confined 
to once a year updates.

Social media for example, is revolutionis-
ing news about what’s happening inside 

experience it matters a lot. By discovering 
another person’s needs and wants, you 
open up the possibility of hearing new 
information that may prevent or enhance 
further communications. When you know 
why someone is behaving in a certain way 
you can make allowances, or build on their 
state of mind to get things done.

This is all about active listening, “put-
ting yourself in the shoes of the other  
person” and in this way promoting a 
better dialogue. Again, we find many 
managers and leaders resistant to such 
attention. They prefer to “get on with the 
important decision making” as if this can 
be dealt with in isolation.

Within this new report there is a useful  
Relationship Hierarchy Model. This sug-
gests relationships can be built system-
atically, and move through a hierarchy 
of stages. For example, there is a tran-
sition from awareness through trust, 
satisfaction, commitment and finally  
advocacy. The approach has been 

used in many companies and found to  
reflect business performance. 

Failed relationships 
are all too common in 
business, with financial 
services for instance at 
a nadir of effectiveness. 
Lack of trust is rampant, and especially  
when it comes to the main banks - 
they are “broken, laborious banks that  
customers hate, they’ve no choice. 
Everyone knows their bank is bad,” says 
Vernon Hill, co-founder of Metro Bank.

This report suggests  that a good starting 
point to tackling relationships is tuning in 
to what people need and learning to value 
this process, rather than seeing it as pure-
ly a market research exercise in which the 
whole awkward business is outsourced.

companies, and how they interact with 
their users and others.  

The result is a push towards more  
integrated reporting, including how the  
organisation connects with others.  This 
may include key stakeholder relation-
ships, engagement with them and con-
tact with the local community. 

Describing and explaining these various 
relationships can help focus boardroom 
discussions on their resilience, levels of 
risk, sustainability and opportunities. Inno-
vative relationships are emerging, involv-
ing collaboration or partnering between 
competitors where none previously exist-
ed. Reporting on these may be a critical 
element of board activity.

CONCLUSION

It is encouraging to see relationships at 
last being taken seriously by the sorts of 
organisations that have sponsored this re-
port. If you’d mentioned “relationships” to 
organisations such as these some years 
ago you would almost certainly have been 
shown the door, or at least been given 
short shrift in favour of a more hard-nosed 
approach based on financial data, tech-
nology, or other so-called “objective” met-
rics. 

Now at last, we’re seeing relationships 
recognised for what they are - critical to 
business success.

If you would like a discussion about 
relationships in your organisation, whether 
it involves individuals or at a more strategic 
level, please contact Maynard Leigh 
Associates at info@maynardleigh.co.uk  
or call 0207 033 2370

For copies of Tomorrow’s Relationships 
visit: http://tomorrowscompany.com

Chartered Institute of Management 
Accountants, based on a survey of  
300 CEOs from 21 countries.
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DESK OR 
DEVELOPMENT?
It’s a dilemma many compa-
nies are facing at the moment.  
At a time when organisations 
are under enormous pressure 
and many are going through 
redundancy processes, the 
habitual cry you hear is “our 
people need to be at their 
desks – this is not the right time 
for development”.

We have a lot of sympathy for 
this sort of thinking.  After all, it 
would be insensitive at a time 
when people are being laid off, 
for others to be seen indulging 
in anything other than critical, 
work-focused activity. So, it 
raises a challenging issue – 
just how vital is development?  

The days are long gone when 
people thought of it as sim-
ply a ‘jolly’; when participants 
would return to the workplace 
and face such jibes as “You’ve 
had your fun; now you can get 
back to some real work”. Yet, 
the guilt lingers.

It certainly seems to be true in 
some organisations that, given 
the challenge of the current 
economic climate, they revert 
to a default position of keep 

your head down, work harder, 
work longer hours and don’t 
think about anything other 
than the bottom line.  Recently, 
we heard from the managing  
director of the UK division of 
an American company saying  
he now spent most of his time 
furnishing the US HQ with more 
and more detailed figures  
in the hope that the more num-
bers he produced, the better 
they would look.  As he said: 
“I’d like to be devoting my 
time developing the business,  
rather than spending more 
hours justifying our existence”.  

Surely now is the time for L&D 
professionals to be arguing the 
case for developing their way 
out of the recession. Grow your 
talent and you grow the com-
pany. Whilst it might assuage 
guilt, keeping people stuck 
at their desks will do little to  
develop a business.  People 
need to be expanding their 
skills, either to cope with the 
new situation or to ready them-
selves for any upturn.  L&D isn’t 
a luxury for the good times; it’s 
a necessity right now.



1Link development to business need so that courses become 
a must-have rather than a nice-to-have

2As good risk-management practice, you should 
already be getting colleagues to shadow each 
other in order to provide cover. So, covering people 

attending courses is merely part of that development

3Intensify the learning experience so that workshops 
are so extraordinary they become special events

4Make learning a natural extension of one-to-ones with 
line manager so that attending a course becomes 
‘business as usual’

5Provide jollies that really are jollies. Because things are  
tight, it doesn’t mean people shouldn’t be having fun.  
So, make sure there’s a lot of enjoyable activities on offer.  

Then workshops are more likely to be seen as work 

Enrolling people on a workshop 
seems straightforward. Yet the 
basics often go missing. There 
can be empty places, withdrawals, 
non-arrivals, and sometimes the 
cancellation of entire programmes.

So, why not ask for the Maynard 
Leigh “Full House” e-booklet. 
It contains lot of ideas and 
experience to support your 
development initiatives and attract 
the enthusiastic and attentive 
audience they deserve.

Email info@maynardleigh.co.uk  
to obtain your free copy.

They
help
people
act
differently

‘‘

’’

A Solutions Guide from

Full House
Fill Your Workshops and Learning Events
with the Right People

Andrew Leigh

“A very practical guide, full of useful tips
for getting more bums on seats.”

Julia Hill, Learning and Development Manager,
Alliance and Leicester

“Comprehensive and includes some good
insights from other companies.”

Northern Trust

“Really useful”
Steph Henshaw, OD Co-ordinator, EMI Music

www.maynardleigh.co.uk
Telephone 020 7033 2370

6Improve people’s ability to delegate so that they are not 
overworked and more able to develop themselves

7Conduct a communication campaign that addresses 
the issue and makes people aware of how vital 
learning and development is at the moment

8Get people returning from development programmes to 
deliver presentations to their colleagues on what they 
learnt that’s going to add value to the business

9Spread the word: “don’t vilify your colleagues who 
are on a workshop – they’re helping to grow the 
company”

10Take advantage of government schemes to 
encourage development, such as their Growth 
Accelerator initiative. People will think they’re  

getting a bargain

Oh – and 10(a) Remove people’s desks!

And if you’re having problems enrolling people on courses, 
why not ask for the Maynard Leigh “Full House” booklet. 
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10 tips for Getting 
People Away From 

Their Desks
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When F. W. Taylor designed the world’s 
first modern assembly line and forever 
changed industry, he believed workers 
simply needed clear direction on how 
to execute prescribed tasks and that 
all managers needed to learn was how 
to control people. He believed that the  
human factor should be removed from 
the production equation as much as pos-
sible. Taylor’s approach, and the hierar-
chical models that it created, were the 
dominant force of the 20th Century. 

However the information age arrived, and 
brought with it networks of globally dis-
tributed individuals and markets, a global 
interface, an acceleration of change and 
and an increase in complexity. Suddenly 
companies need to be able to connect 
across boundaries, share information at 
light-speed, innovate rapidly, shift mar-
kets and create adaptive real-time ac-
tion at a pace that would give traditional  
bureaucracies a heart attack. 

In volatile, uncertain and often challenging  
times effective leadership is critical. As 
Harvard’s John Kotter observes: 

“Leadership is very much related 
to change. As the pace of change 
accelerates, there is naturally 
a greater need for effective 
leadership.”  But has leadership itself 
changed as well?

There can be very few who still believe that 
the scientific management of Taylorism 
is not an anachronism. And yet, leaders 
and managers - buffeted as they are by  
austerity and anxiety in equal measure - 
continue to use, as a Pavlovian default, 
controlling approaches to management.

To succeed in this environment, today’s 
leaders must focus on releasing talent 
rather than controlling it. We are not urging 
abdication of all control, which can lead 
to anarchy. However, there is a distinction 
between ‘being in control’ and ‘being con-
trolling’. Leaders need to find ways of let-
ting go so that people closest to the action 
become the real drivers of events.

In the world of theatre and the perform-
ing arts, the leader, or ‘stage-director’, 
is more about being an influencer. After 
all, they are not there controlling events 
at every performance. Their focus, there-
fore, is to enhance the worth of others 
so that they can make sound, creative 
and timely decisions. They use a lead-
ership approach that releases talent and 
ensures that innovation happens and 
happens fast; that performance reaches  
toward the outstanding; a framework 
that sets as its benchmark not customer 
satisfaction but customer delight. Good  
theatre directors aren’t addicted to con-
trol, they realise their control and power 
is accomplished only by giving it away.

To free talent so that people perform at 
their best, vital leaders use 7 essential  
attributes… 

1. Be a real person, not a label; an au-
thentic individual whose authority is 

based on trust not hierarchy or title. The 
foundation element of being a vital leader 
is individuality.

2. You need to help people accurately 
see the challenge or problem, under-

stand others and be self-aware. The vital 
leader brings insight.

3. Insight identifies what needs attention.  
You need to initiate change and  

empower others to act with autonomy 
and take the initiative.

4. Leadership is about relationships, so 
to get anything done you will need to  

involve others. Engage and persuade 
people rather than dictate. 

5. To produce outstanding results  
rather than anything ordinary, you 

will need to  inspire people. Estab-
lish a common goal and consistently  

articulate the common purpose, reminding  
all members why they’ve chosen to be a 
part of the effort. 

6. Given that other people are now  
included and you are under way with 

your initiative, forces will inevitably af-
fect your plans. This is when you need to  
improvise in order to respond flexibly 
and creatively to change. 

7. And finally, to make anything happen -  
focus on implementation. 

It’s not your job to control everything;  
instead, empower talented people to  
operate with speed and accuracy. Lead-
ers must create an environment where 
cross-boundary relationships can grow 
and those closest to the problem are free 
to move with precision.

Leaders that can inspire by articulating 
a common purpose and rallying others 
around it, freeing not only the individual’s  
talent, but the collaborative talent of the 
organisation will quickly outmanoeuvre 
those that rely on traditional top down 
methods. 

To free the talent: 
Be a vital leader
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Experience of many management development programmes confirms 
the importance of providing follow-through learning and support. 

This might include: top up days, trouble shooting and coaching...
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affecting performance.

✓
sign off learningagreement

Research 
opinions & 
attitudes

KPI’s
Clarify 
Goals

customer research

We design events to meet your 
specific business needs. 

This  maximises impact of 
the programme. 

online Profiling tools

key outputs
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24h response
 Help desk

Continually
develop

Webinars Notes get social

call to 
gather 
opinion

Experience of many management development programmes confirms 
the importance of providing follow-through learning and support. 

This might include: top up days, trouble shooting and coaching...

SUSTAINING THE CHANGE
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open course 
information
Detailed information about our learning 
and development workshops, what’s on 
and why you might consider attending



BOARDROOM
PRESENCE

Whether it is because you’ve been promoted 
and, therefore, attend regular board meetings 
or are asked to attend occasionally because 
you have particular expertise, you need to 
make an appropriate impact. The same goes 
for building client relationships at the board 
level – you will need to present yourself with 
gravitas and authority.

This one day workshop allows you to develop 
your presentation and communication skills 
so that you make a favourable impression on 
other senior executives.

Target Audience

This workshop is for those who want to 
improve their ability to form effective 
relationships at a senior level and to present 
themselves with authority.

Learn to:

• Use your authentic leadership style
• Clarify the impact you want to have
• Be alert to what’s going on around you
• Impress and establish credibility

Feel:

•  Confident about walking into a room  
full of senior executives

•  Connected to your own integrity
•  Equal to those around you

Be better able to:

•  Influence at the highest level
•  Build relationships with senior people
•  Express your opinions and points of view
•  Convey gravitas and natural authority

One day course
Cost: £485 + VAT
Includes a copy of our best  
selling book Charisma

”IDEAL FOR ANYONE NEEDING 
TO DEVELOP THEIR IMPACT 
AND EFFECTIVENESS IN 
INFORMAL PRESENTATIONS 
TO SMALL GROUPS OR IN 
ONE-TO-ONE SITUATIONS.”

•  Ready to convey both confidence and 
conviction

•  More sensitive to others and their 
communication needs

Be better able to:

•  Convey quality in your personal message
•  Give effective briefings
•  Chair and participate in meetings
•  Deal with business and social occasions
•  Create personal chemistry and rapport

One day course
Cost: £385 + VAT
Includes a copy of our best  
selling book Charisma

Discover your power to make a lasting 
impression by getting your message across 
and creating the right personal chemistry with 
your audience – whether it’s one person or 
a small group. Gain the confidence to tackle 
selling products or services to individuals, 
chairing and participating in meetings, 
interviews, appraisals and briefings and 
handling social and business functions.

Target Audience
This workshop is ideal for anyone needing 
to develop their impact and effectiveness in 
informal presentations to small groups or in 
one-to-one situations.

Learn to:
•  Use and be more aware of body language
•  Understand how best to use your own 

communication style
•  Clarify and deliver your message
•  End encounters positively
•  Assess the effects of your appearance

Feel:
•   Better equipped to handle group situations
•  More alert to what happens in small groups

PERSONAL

IMPACT

LEARNING &
DEVELOPMENT
WORKSHOPS

LEARNING &
DEVELOPMENT
WORKSHOPS

24
SPOTLIGHT SUMMER 2015 SPOTLIGHT SUMMER 2015

25



Learn to:

•  Differentiate between management and 
leadership

•  Use the essential elements of vital leadership
•  Develop authority and gravitas
•  Envision and communicate change ideas.

Feel:

•  Inspired to lead in a more exciting way 
•  Sensitive to others and challenged to take 

people with you
•  Clearer on what works well for you as a leader
•  Excited about unlocking the potential of others
•  Personally responsible for making things 

happen.

Be better able to:

•  Inspire people to produce outstanding 
performance

•  Involve others in their vision
•  Take risks and learn from experiences
•  Successfully implement a change idea
•  Invent appropriate processes and solutions to 

give the company a competitive edge
•  Lead people through change effectively.

Two day course
Cost: £985 + VAT

This is the UK’s most impactful and 
outstanding presentation event. For the last 
twenty years, we have helped thousands of 
people communicate with confidence and 
speak with passion and conviction. Using 
challenging and enjoyable methods adapted 
from the theatre for business, we focus on 
each person’s unique presenting style.

By building confidence, we enable people 
to express their natural creativity and 
enthusiasm. There is continual professional 
feedback, along with constant practice in 
presenting with energy and conviction. This 
powerful experience can radically change 
how people express themselves.

Target Audience

This workshop is for those with some 
experience at presentation delivery but who 
want to increase their impact and become 
masterful presenters.

Learn to:

•  Deliver your message with confidence  
and conviction

• Unlock your unique presenting style

• Use the five P’s of dynamic presentation
• Prepare physically, vocally and mentally
•  Structure creative and memorable 

presentations
• Field hostile questions.

Feel:

• Confident about presenting
• Able to handle nerves
• Excited about presenting
• Ready to give your best.

Be better able to:

• Improvise and think on your feet
• Control your stage fright
• Prepare under pressure
• Communicate with passion
•  Inspire, influence and win over  

your audience.

Two day course
Cost: £985 + VAT
Includes a copy of our book 
Perfect Presentation, a 
personalised DVD and five 
months of free, ongoing support.

LEARNING &
DEVELOPMENT
WORKSHOPS

PERFORMINGleadership 
impact WITH PRESENCE

LEARNING &
DEVELOPMENT
WORKSHOPS

Vital leaders produce outstanding 
performance in complex times. The 
purpose of this workshop is to improve each 
individual’s leadership strengths, styles and 
capability. It provides people with a direct, 
hands-on experience of leadership. 
During the event, each participant practises 
leadership by producing and implementing 
a change idea that will add value to their 
organisation.
This is a challenging workshop for 
leaders who want to inspire excellence 
in their organisations. It uses ideas from 
the theatre and the performing arts and 
explores the sort of leadership needed for 
the 21st century. It is action-focused and 
encourages people to produce exceptional 
results by inspiring themselves and others.

Target Audience

Ideal for leaders with some experience who 
are committed to developing their skills to 
an inspirational level of performance, and 
who want to practise in a safe, encouraging 
rehearsal space.
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Written communication, like all 
communication, is personal. People have 
their own styles, habits, approaches and 
responses. More than any other medium of 
communication, the written word is wide open 
to misinterpretation. Thus, positive intentions 
sometimes produce negative impacts.

This inventive and highly interactive one day 
course unveils the secrets behind better 
business writing. Designed to take the agony 
out of the process, the course outlines some 
simple but powerful methods and principles 
for producing documents and emails that are 
more persuasive and more effective.

Target Audience
If you write documents or emails that need 
to deliver a clear message, or if you have 
experienced the horror of miscommunication, 
this workshop is for you.

Learn to:
•  Persuade through the written word
•  Consider the effect of your writing  

on the reader
•  Use building blocks for effective writing
•  Structure an argument.

Feel:
•  Confident in your writing
•  More assured in starting and structuring 

documents
•  Positive in your ability to write effectively
•  Creative in your approach.

Be better able to:
•  Create a clear and unambiguous purpose
•  Apply your natural creativity
•  Convey your desired tone
•  Write emails that have the desired impact.

One day course
Cost: £385 + VAT

”THIS INVENTIVE AND 
HIGHLY INTERACTIVE ONE-
DAY COURSE UNVEILS THE 
SECRETS BEHIND BETTER 
BUSINESS WRITING.”

VOICE
The voice is one of our most powerful 
communication tools, and yet people often 
find that their voice lets them down just when 
they need it most, and they don’t know what 
to do about it.

This course is about getting practical,  
tailored help in developing and improving  
your voice. Whether you want to have 
stronger vocal impact, speak with more 
gravitas or variety or be more clearly 
understood when speaking English as a 
second language, this day-long session can 
help you to take charge of your voice.

Target Audience

This workshop is ideal for those wanting 
to improve the effectiveness of their voice, 
whether for presentations and meetings  
or informal situations.

Learn to:

•  Gain control of your voice and make  
a greater vocal impact

•   Develop your voice, improve its tone and 
give it more life, variety and gravitas

•   Improve the clarity of your speech
•   Be more easily understood when speaking 

English as a second language.

Feel:

•   More assured and able to convey 
confidence in speech

•   Clear about what you need to work on  
and how to go about it

•   Better equipped to handle difficult  
speaking situations

•   More sensitive to others and their 
communication needs.

Be better able to:

•  Further develop and strengthen your voice
•   Extend your range of expression
•   Use your voice more effectively in a variety  

of situations.

One day course
Cost: £385 + VAT

LEARNING &
DEVELOPMENT
WORKSHOPS

LEARNING &
DEVELOPMENT
WORKSHOPS

FOR RESULTS

FINDING 
YOUR
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Today’s successful leaders are people-
focused and know how to unlock the 
potential of others. Because they 
understand people and their motivations, 
they no longer rely on the traditional 
command and control style to get things 
done. Thus, every manager, leader 
or supervisor has to be a master of 
coaching skills, as do technical experts 
and internal or external consultants.

Businesses grow by developing the 
people within them. Coaching is a vital 
component of leadership, and is one 
of the strongest tools at the manager’s 
disposal to achieve such growth and 
development. We see coaching as two 
people working together in a dynamic 
and creative relationship to develop the 
best performance. Supporting people 
in their performance requires far more 
than direction or instruction, and great 
coaches are willing to invest time in 
the development of people and their 
abilities. They use insight – looking 
at what it will take and what they can 
do to bring each person towards their 
potential. 

This event provides the tools, expertise, 
and creative stimulus to make your 
coaching and people management 
productive. It is highly experiential, using 
a wide range of methods – and lots of 
practice and feedback – so that you can 
build a clear sense of your own personal 
leadership style.

Target Audience
This two-day workshop is targeted at managers and 
team leaders who need to get the best from their 
people. No experience is necessary, just the desire 
to maximise results.

Learn to:
•  Recognise and develop potential in others
•  Expand your repertoire of leadership techniques
•  Build more open and responsive coaching 

relationships
•  Ask questions to encourage productive dialogue
•  Use feedback to improve performance
•  Apply coaching models in meaningful ways.

Feel:
•  Greater confidence in using a wide range  

of leadership styles
•  Ready to practise coaching in the workplace
•  Assured in balancing structure and flexibility  

in your coaching
•  Equipped to coach on a wide range of issues
•  More capable of handling difficult situations  

with clarity and focus.

Be better able to:
•  Vary your style to suit the situation
•  Use coaching as an everyday management tool
•  Plan your coaching interventions
•  Offer challenging feedback constructively.

Two day course
Cost: £985 + VAT
Includes: our best selling book, 
Leading Your Team.

LEARNING &
DEVELOPMENT
WORKSHOPS

COACHING & LEADING
FOR HIGH PERFORMANCE
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“By building 
confidence, we 
enable people 
to express their 
natural creativity 
and enthusiasm”
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