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With annual sales of €6.5
billion, Bayer CropScience is
one of the world’s leading
cropscience companies in the
area of crop protection, seed
treatment, plant biotechnology
and non-agricultural pest-
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in more than 120 countries.

Bayer CropScience:
Global Marketing Academy (GMA)

“Without this initiative,
there is no doubt that
change would have
been significantly
slower, and some of the
specific outcomes from
the programmes - which
include initiatives on
segmentation, stronger
customer loyalty
platforms, and our
downstream foodchains
focus - would not be

where they are today.”

Friedrich Gruber, Global Head of Marketing
and Business Excellence




“Ashridge’s understanding
of our business and industry has
made the GMA truly outstanding. participants say...
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the delivery tailored to take account of the diverse global
The GMA's are an interactive experience needs of the organisation through regional the difference

taking around 30 participants per case studies and examples, multi-language The GMA has been highly effective in
programme through the development of exercises and simultaneous translation translating marketing best practice and
marketing strategy. Participants review their ~ Where necessary. The programme has been applying it to the organisation’s real
business context, carry out practical delivered in English, Spanish, Portuguese issues and challenges. Significant
exercises in market and customer analysis, and Japanese. changes at Bayer CropScience have
create value propositions and consider ways ~ ©One of the aims of the GMA is to spread been accelerated by the GMA. For

to influence effective implementation. the use of marketing best practice. To example there is a greater customer
Each GMA uses a blend of learning encourage participants to find and apply this centricity. New approaches to creating
approaches including marketing syllabus after the programme, Bayer CropScience customer insight are being used and
input, external business examples, company has an online database of best practice. global marketing functions have

case histories, best practice sharing and Ashridge has worked closely with them to become more closely aligned. There is
interactive exercises. Action planning is akey ~ Provide additional online content, with the now a shared view, along with
component of the programme and case studies from other industries being common terminology and standard
relationships are established with the line researched by the Ashridge Library. The tools, and marketing has established
managers of all participants to ensure cases and other resources help to reinforce itself as a driver in shaping the
effective follow up. the learning and development of Bayer's organisation’s future business models.
There are typically 8-10 nationalities on each marketing professionals, prompting them to With over 500 people having gone
programme, which has been delivered at consider how they might apply the practices through the GMA, the process has
locations around the world including to their own business areas. enabled large groups to learn and to
Ashridge, Buenos Aires, Sao Paulo, develop their marketing leadership.

Singapore and Tokyo. Each programme is



