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" mvuanisaduanga (Program)

24-CP-58-GE-WSP-A
Workshop on Strategic Marketing for Digital Transformation
10-13 September 2024

Implementing Organizations: National Productivity Organization, Pakistan (NPO Pakistan) and
APQO Secretariat

Day 1: Tuesday, 10 September 2024
Registration of Participants NPO Pakistan
09:30-10:00
Venue: Islamabad Hotel (G-8)
Opening Session:
Welcome Remarks by: Mr. Muhammad Alamai
. . gir
- MPO Pakistan Chaudhry
CEO-NPO Pakistan
- Chief Guest: Ministry of Industry and Production Mr. Saif Anjum
. ) Federal Secretary,
10:00-11:00 Ministry of Industries &
Production
Token of Appreciation from APO Secretariat to Mr. Saif Anjum Dong Jin Lee
Program Officer
Opening Remarks APO Secretariat
Group Photo
11:00-11:15 Coffee break
Program Overview APO
11:15-11:45
Introduction of Resource Persons and Participants
Session 1: Embracing Digital Transformation: Emerging Trends in | Arutsothy Anamalai
Digital Marketing for SME Entrepreneurs General Manager,
Intelligence Sandbox,
In today's dynamic digital landscape, small and medium-sized | Malaysia
enterprises  (SMEs) must navigate both challenges and
opportunities.  This  session  will explore  how  integrating
11-45-13-00 Sustainable Development Goals (SDGs) into digital marketing
. ’ strategies can significantly enhance brand reputation and drive
sustainable success. Participants will learn how SDG-focused
marketing empowers SMEs to connect with conscious consumers,
align with global sustainability trends, and make a positive societal
impact. They will also discover practical insights and actionable
strategies to harness the power of SDGs for long-term business
growth.
13:00-14:00 Lunch break
Session 2: Essentials of an Effective Marketing Planning Process | Jeyasudan Balasundran
- and Strategies to Guide Business or Campaign Head of Education,
14:00-15:15 ME.REKA
This session will focus on marketing strategies and how to | Malaysia
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optimize marketing efforts with a well-thought-out plan. Explore
the marketing planning process, incleding various strategies,
methodologies, and essential tools. By examining the entire
marketing lifecycle, from ideation to execution, you'll learm how to
effectively plan and execute campaigns. To reinforce these
concepls. vou'll be tasked with selecting a product. place,
promotion, and price for a hypothetical campaign, culminating in a
compelling call to action. This hands-on approach will eguip
participants with the skills to achieve marketing success.

15:15-15:30

Coffee break

15:30-17:00

18:00-20:00

08:45-09:00

Session 3: Developing a thorough go-to-market strategy for
markeling success

In today's saturated market landscape, standing out from the
competition to attract target audiences has become critical for
brands. Conventional marketing of yesteryear no longer works and
brands need an effective GTM strategy grounded in market
realities and focused on compelling communication of value to
ideal customers. This session will provide a tried and tested
roadmap to achieve precisely that Participants will learn the
various components to an effective strategy, their importance and
how to strategize and execute them.

NP Pakistan Welcome Dinner
Venue: (TBC)

End of Day 1

Day 2: Wednesday, 11 September 2024

Registration of Participants

Venue: |slamabad Hotel (G-6)

Amaan Maseer Khan
Founding Partner, Advocate
Marketers, Pakistan

NPO Pakistan

09:00-10:30

Session 4: Creating brand resonance with your buyers at the
human level

Building on the foundation of an effective go-to-market strategy,
this session delves into the art of crafting a compelling brand
story that resonates with your audience on a personal level. Inan
era of shifting demographics and evolving decision-making
behaviors, it's crucial to communicate in a way that addresses
your target audience's most pressing pain points. Participants will
learn how to develop messages that connect emationally, speak
directly to their audience's needs, and build meaningful
relationships that drive loyalty and engagement.

Amaan Maseer Khan

10:30-10:45

Coffee break

10:45-12:15

Session 5: Crafting Compelling Digital Campaigns: A
Psychological Approach

This session walks participants through the intricate relationship
between psychology and digital marketing. Learn how to leverage

Jeyasudan Balasundran
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social listening to understand your audience, optimize your
website for search engines through SEO, and harness the power
of affiliate marketing to drive sales. Discover the art of crafting
attention-grabbing headlines that resonate with your target
audience and explore the different types of digital content, from
blog posts to videos, to effectively engage and convert your
audience. By the end of this course, participants will have the skills
to create compelling digital campaigns that resonate with their
audience and drive results.

12:15-13:30

Lunch break

13:30-15:00

15:00-15:20

Session 8 Harnessing the Power of SDG Goals in Digital
Marketing for SMEs

This session is designed to equip digital marketers in SMEs with
the knowledge and skills to effectively integrate Sustainable
Development Goals (SDGs) into their marketing strategies. The
session will cover the importance of SDGs in today's market, how
to align marketing campaigns with these goals, and practical tools
for measuring and communicating impact. Participants will be able
to develop and execute SDG-driven marketing campaigns that
resonate with socially conscious consumers and contribute to
long-term business success.

Coffee break

Arutsothy Anamalai

15:20-16:50

Session 7: Interactive Session - Tell Your Story: Strategic
Marketing with Digital Means

This session invites participants to craft and share their unique
organizational narratives using digital marketing strategies.
Through interactive exercises, you'll learn how to leverage digital
tools to effectively reach and engage your target audience,
enhance your brand’s presence, and drive organizational goals.
By the end, participants will have developed a strategic plan to
communicate their stories compellingly across digital platforms.

Amaan Maseer Khan

16:50-17:00

Briefing on Site Visits

NPO Pakistan

08:30-09:00

End of Day 2

Registration of Participants

Day 3: Thursday, 12 September 2024

NPO Pakistan

09:00-09:30 Travel to Site Visit NPO Pakistan
09:30-11:30 Site Visit: (TEC)
12-00-14-00 Return to workshop venue, Recap of Site Visits Led by all resource persons
and Break

14:00-18:00 Site Visit: (TBC) NPO Pakistan

. ; APO Farewell Dinner
15.00=20-00 Venue: (TBC)

End of Day 3
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Day 4: Friday, 13 September 2024
Registration of Participants NPO Pakistan
08:45-09:00
Venue: (TBC)
Session 8: Exercise: Tell Your Story Led by Amaan Naseer Khan
09:00-12:00 Participants will work in groups and experience the process of | Support by other RPs
developing strategies for digital marketing, applying the learmning
from previous sessions.
12:00-13:15 Lunch break
Session 9: Sell Your Story Led by Jeyasudan
Balasundran
13:15-15:30 Participants will play the role of a strategic marketing team and
explain the marketing strategy for the product/service that they are | Support by other RPs
to promote.
Closing Session:
Closing Remarks by NPO Pakistan Mr. Muhammad Alamgir
Chaudhry
CEO-NPO Pakistan
16:30-16:00 Chief Guest: Ministry of Industry and Production
Certificate distribution NPO Pakistan
Announcement AFPO
Group Photo
End of Program
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