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e This workshop will enable you to *
identify, understand, manage and =
influence stakeholders in your *
projects more effectively.

e As a result, you will increase the
chances that your projects will be
judged successful, and avoid
predictable and preventable
problems that result from
inattention to stakeholder
management.
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“There is only 1 boss. The
customer.

And he can fire everybody in
the company, from the
chairman on down, simply
by spending his money
somewhere else.”

- Sam Walton
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e Fear of dropping the shaver
in wet environments.

e Assumption that shiny body
meant fragile and slippery.

e Space-limitations of
bathroom counters.

e Unaware of the youth
market.
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