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LEARNING FORMAT: CLASSROOM

Today's complex global organizations require
cross-functional teams to accomplish their
business objectives. The challenge is that
leaders need to get things done through
influence instead of position power, as they
often don't have authority over their own
colleagues. Here leaders learn how to create an
influence strategy that clearly links their ideas
and recommendations to changes that will have
a positive impact on individual team, and
organizational performance.

DO YOU FACE ANY OF THESE ISSUES?
 A re you rmid -leveland seniorlead ers c hallenged to

influ enc e peers tomove a strategic opportu nity
forward withinthe organization?

 D olead ers failtoappropriately leverage theirnetwork
and take spec ific ac tions togainc ommitmenttotheir
id eas?

 C anyou rlead ers pac kage theirid eas ina way that
c aptu res the hearts and mind oftheirau d ienc e?

PERFORMANCE OBJECTIVES

Helps leaders:
 Id entify and assess influ enc e opportu nities and

c hoose strategies toac hieve bu siness resu lts.

 Evalu ate theirbu siness networkand bu ild su pportive
and rec iproc allong-term workingrelationships atall
levels ofthe organization.

 L everage theirpersonalpowertomove people totake
ac tiononthose id eas, opportu nities, and
rec ommend ations thatwillhave the greatestimpac t
onorganizationalpriorities.

 Use tec hniqu es thatallow them toengage people
bothemotionally and rationally.

 A ssess the people they need toinflu enc e - -
u nd erstand ingtheirmotivations, need s, and c onc erns
- - sothey c anc hange orreinforc e theirperc eptions
and gaintheirc ommitment.

 C aptu re people's attentionand makingthings happen.

Primary Competencies Developed:
 Influ enc ing& GainingC ommitment3 .0

 S trategic Influ enc e

 C ommu nic ation3 .0

 C ompetitive C ommu nic ation3 .0

IN FL UEN C IN G FO R
O RGA N IZA TIO N A L IM P A C T
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COURSE OVERVIEW

 Session Opening: P artic ipants d efine influ enc e inthe bu siness environment,
partnertoassess aninflu enc e opportu nity, and evalu ate the effec tiveness ofa
manager's influ enc ingbehaviors as presented inthe c ou rse prep's (pre
c ase stu d y.

 Strategy: P artic ipants u se the c ase stu d y tolearnabou tseventec hniqu es that
su pportthe firstinflu enc e c omponent- - strategy
onthe bigpic tu re. They c onsid erhow the tec hniqu es workintheirown
organization. A nd , they begintoc omplete theirpla
opportu nity.

 Packaging: P artic ipants review three elements ofP ac kaging, whic had d ress
the bestway toengage the hearts and mind s ofothers. The three elements of
paintingthe pic tu re, the powerofq u estions, and ad aptingyou r
Ind ivid u ally, partic ipants c ontinu e toworkonplans fortheirowninflu enc e
opportu nity.

 Commitment: P artic ipants d isc u ss c ommitmenttec hniqu es and d ec ision
makingtools. P airs d isc u ss how togainc ommitmentfortheirspec ific influ enc e
situ ation, seekingfeed bac kand ad vic e from theirpartners.

 Summary and Call to Action: P artic ipants rec ord whatthey willstop, start,
and c ontinu e d oingtobe more effec tive influ enc ers.

COURSE DETAILS

 Target audience: M id -level, operationaland senior

 State-fundable: Yes ( some positions may be ineligible forstate fu nd ing

 Course length: 4 hou rs. C ou rse c anbe lengthened to

 Facilitator Certification: S enior-levelc ertified fac ilitatorrequ ired

 Prerequisites: N one

 Optimal Group Size: 8 to1 6 . 2 0 maximu m.

 Course Prep: Yes. 4 5 minu tes toread a c ase stu d y and id entify aninflu enc e
opportu nity tod evelopd u ringthe workshop.

 Notes: S u itable forallenvironments.

RELATED COURES

 C u ltivatingN etworks and P artnerships

 Instillinga C u ltu re ofInnovation

 L ead ingwitha GlobalP erspec tive

 M akingC hange H appen

 M asteringEmotionalIntelligenc e

O RGA N IZA TIO N A L IM P A C T
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