
22 WAYS TO GET

Influence Stakeholders.
Get and Keep Buy-In.

Drive Change.

BUY-IN FOR 

CORPORATE INNOVATION
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“AROUSE IN THE OTHER PERSON AN EAGER WANT.
WHOEVER CAN DO THIS HAS THE WHOLE WORLD 

WITH THEM.” - DALE CARNEGIE

There's a famous legend about the origin of the game of chess and it goes like this:

When the inventor of chess showed the game to the emperor of India, the emperor was so impressed by the 
new game that he said to the man ”name your reward!”

The inventor wished only for one grain of rice for the first square of the chessboard, two grains for the next 
square, four for the next, eight for the next and so on for all 64 squares, with each square having double the 
number of grains as the square before. 

The emperor agreed, amazed that the man had asked for such a small reward – or so he thought. After a week, 
his treasurer came back and informed him that the reward would add up to an astronomical sum, enough to 
cover India with 100-pound bags of rice, 100 times over! 

This is the power of exponential growth. 

Computing power has been doubling every 18 months since the early 1960s (we call 
this ‘Moore’s Law’) but instead of causing headaches for Indian emperors, it’s causing 
headaches for corporate executives and their shareholders. Oftentimes, executives try 
to respond by applying the same strategies that worked in the past but unfortunately 
for them, fighting the last war doesn’t work today because the battlefield looks vastly 
different than it did when those initial strategies were drawn up and not only that, but it 
is changing rapidly.
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This lack of readiness is manifest by the fact that over 50% of the S&P500 will be 
replaced in the next 10 years at current rates of churn, and the average company 
lifespan that has fallen from over 60 years in the mid 20th Century to less than 15 years 
today.

Lots of organizations are responding by setting up what often amount to token 
initiatives and the establishment of token innovation roles. Sometimes, they ignore the 
problem altogether, hoping it will just go away.

For many employed by such organizations who long to drive change and derive a 
sense of purpose, autonomy, growth and fulfillment from their work, such initiatives 
often leave them bewildered, disgruntled and ultimately disengaged, which only 
further exacerbates the problem.

Getting sufficient, sustained buy-in from senior executives to go beyond paying lip 
service to it and “innovation theatre”, and invest in addressing the underlying systems, 
processes and values that often inhibit innovation at large organizations and 
compromise their competitiveness, is usually where the buck stops. The demands on 
the core business take priority, at the expense of adapting to the changing 
environment, the very definition of intelligence as defined by the late Stephen Hawking.

This report draws on our work driving change at large companies as well as from 
thought leadership in the space of not just management literature, but also 
evolutionary biology, psychology and sociology, because in order to see things clearly 
and influence human behavior, we need to think holistically.  

We aim to provide you with a number of different tools and tactics that you can explore 
to not only move the needle on getting buy-in, but keeping buy-in so you can drive 
change and unlock your  and your organization's potential to do great things. 

Steve Glaveski
CEO
Collective Campus
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BARRIERS TO BUY-IN

1 Principal agent problem: decision-makers are often motivated to act in their own best interests 
instead of the long-term interests of the organization. 

2 Here and Now Bias: a tendency to bias in favor of the immediate situation over situation that might be 
several years away. 

3 What got you here won’t get you there: a tendency to ‘fight the last war’, decision-makers are 
motivated to follow the thinking and strategies that got them to where they are today. Unfortunately, the 
battlefield has changed and such strategies are no longer optimal.

4 Flawed expectations: there is a significant misconception amongst decision-makers that investing in 
innovation is risky and costly. It doesn’t have to be, and the risk of not embracing an experimental 
approach to product investment is ironically, much greater and costlier.  

5 Fear: while modern management literature advocates for ‘radical transparency’ and ‘extreme 
ownership’, a blame culture is still pervasive across so many large organizations. As such, decision-
makers are afraid to deviate from the tried and true path for fear of failure. This lack of accountability and 
fear of failure is also manifest in steering committees, work groups and the hiring of expensive top-tier 
consultants.

6 Behavioral Influences
- Psychology: social factors such as identity, belonging and wanting to be liked. Think conventional 

reasoning such as ”what would other people do? "and “what will people think of me?”.
- Biology: senior executives at large organizations tend to shy away from novelty and uncertainty due to 

the way brain regions associated with risk are structured, such as the amygdala. This is precisely why 
liberals, who seek novelty, tend to be creators of what’s new, whilst conservatives, who seek stability, 
tend to be managers of what is. 

7 Short-termism: This plagues investment in long-term outcomes, because when everything you do is 
subject to stock-market scrutiny and sentiment, and about delivering short-term shareholder returns, it’s 
difficult to justify investing for the long-term. Just ask former GE CEO Jeff Immelt, who ‘resigned’ from 
the firm amidst a down-turn in share price, despite investing heavily in the long-term. 

8 Misaligned incentives: generally, there will be nothing  specific, not measurable, in a decision-
maker’s performance review that incentivizes investment in innovation.

9 Change aversion: a tendency to stick to the “way things have always been done around here” 
because it is familiar, requires little work and doesn’t threaten our identity or self-esteem is something all 
human beings struggle with. 

10 Organizational silos: Silos create an ‘us and them’ mentality that breeds competition and does 
nothing to support initiatives that benefit the wider firm.

11 Territoriality: “They’re my customer and you’re not allowed to speak to them!”

12 Corporate cost allocations: If expenses are shared between business units then individual business 
units are less incentivized to invest in making them better.



FOR GETTING BUY-IN
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Corporate executives want you to speak their language, not the language of other 
industries or companies of a different size. There’s no point showing them examples of 
what companies like Airbnb have done if you’re in mining. 

Find relevant case studies from like companies operating in the same industry as yours 
and facing the same kind of economic, political and regulatory challenges. 

THE GOOD
Present examples of companies that have adopted new practices to explore disruptive 
innovation and more importantly the outcomes that these campaigns have generated. 
For example, have they run idea campaigns that have gone on to generate 500 ideas, 
15 of which were commercialized and are now generating millions of dollars in 
revenue? 

THE BAD
Show them examples of companies that have failed to address disruptive forces and 
have now found themselves and their market share being marginalized due to new 
players and/or new business models.

THE UGLY
Below you’ll find what happens when you fight the last war and don’t update your maps 
to navigate changing realities on the battlefield.

1. CASE STUDIES: GOOD, BAD AND UGLY
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History of 
Be.Within any large organization, sponsorship is usually required from different business 

units to free up resources and support new initiatives. Somebody has to pay right? 

inSync Surveys recently found that an average staff turnover rate of 18% costs 
organizations with 100 employees around $1 million every year. Got thousands of 
employees? Tens of thousands? Multiply it.

This cost is attributable to variables such as employee on and off-boarding, training, 
interviewing and recruitment costs, lost knowledge, productivity downturn and the 
impact on remaining staff, which can result in sick days and burn-out. 

Outside of extrinsic incentives such as cold-hard-cash, humans beings are motivated 
intrinsically by mastery (getting really good at something), autonomy and a sense of 
purpose, especially amongst millennials who today make up 35% of the workforce. 
Give them that and they are likely to stick around longer, decreasing the staff turnover 
rate and the aforementioned costs. Innovation programs are a fast track to satisfying 
these intrinsic needs. 

Giving employees more say over company direction and strategy through initiatives 
such as idea contests, hackathons and corporate incubators can give them a greater 
sense of ownership and belonging which prompts greater loyalty and a longer stay at a 
company, particularly amongst natural innovators who are the employees that many 
companies need most in what is an era of rapid disruption. 

If you work for a 5,000 person company and a 1 percentage point decrease in 
employee churn frees up US$2.7M, then a US$500K accelerator program suddenly 
seems like a worthwhile investment.

Find out what the average cost of employee turnover is at your company. Do the 
math, then go and speak to decision-makers, including Human Resources, about 
how an investment in innovation can improve these critical indicators of 
organizational health and help the bottom line. 

2. USE THE COST OF EMPLOYEE CHURN

EMPLOYEES ANNUAL COST 1 PERCENTAGE POINT      

DECREASE IN CHURN SAVES

3 PERCENTAGE POINT                  

DECREASE IN CHURN SAVES

100 US$1M $US55K US$167K

500 US$5M US$270K US$830K

5,000 US$50M US$2.7M US$8.3M

10,000 US$100M US$5.5M US$16.6M
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Grounded in the Ancient Roman philosophy of Stoicism, Tim Ferriss’ practice of ’fear setting’ 
can be used by not only individuals looking to build a better self, but by you looking to secure 
decision-maker buy-in as well. 

How? Simply ask the following questions of your proposed investment in innovation:

1: What is the worst thing that could happen?
2: How do I prevent the worst from happening?
3: If the worst happens, how can I fix it? 

This supports the taking of risks that would otherwise fall into the ‘too scary’ bucket.

And a forth question to bring it home, once you’ve answered the aforementioned questions, is 
a question you’ll ask of decision-makers.

Simply, “what is the worst possible outcome you are willing to accept?”. 

Once you know the answer to this, you can align it with the answers you asked yourself earlier 
and determine whether or not you push your proposed program, or modify it so that ‘the worst 
possible outcome’ is within the boundaries of the worst the decision maker is willing to accept. 

FEAR SETTING

3. CONDUCT A ‘PREMORTEM’ TO GAUGE RISK PROFILES
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70% of IT projects fail and over 80% of new ideas fail at large companies. 

Failure isn’t necessarily a bad thing, in fact it’s critical to learning, growth and innovation.
However, there is a distinct difference between a smart, small failure, that taught you what you 
needed to know, versus a big, public, dumb failure that hurt the employee share price, 
attracted the ire of regulators, compromised your reputation and sent back employee 
accountability and risk taking 10 years.

Most companies have numerous examples of significant investment that was made based on 
senior executive decision making, copying what the market was doing, jumping to 
conclusions and not engaging customers until the said product was “just right”. There was 
probably a steering committee involved, too many chiefs and ultimately, cost over-runs, 
schedule blow-outs, and finally, a failed product to show for it.

The questions you want to ask in this case are:
• How might things have panned out if we had taken an experimental lens, using low 

fidelity prototypes and engaged customers from day one?
• How early and at what cost might we have identified that our assumptions 

underpinning the success or failure of this product were flawed if we used the lean 
startup methodology instead of waterfall or stage-gate?

Do the work.
Perform a thought experiment.
Run said product through a hypothetical lean startup experiment.
Demonstrate the learnings and more importantly, the difference in time and cost, to senior 
executives, and point to existing projects that are again, falling into the same old trap. 

For example:
If the key assumption underpinning UBER’s success as a business model is that drivers will let 
vetted strangers into their car, short of building the entire platform, recruiting a network of 
riders and marketing the app (very expensive), you could run a low-fidelity manual experiment 
at a busy taxi queue with real people (very cheap) to test this assumption. 

Apply a similar lens to your thought experiment and demonstrate the value of small bets 
taken quickly over long bets taken slowly. 

4. CONDUCT A ‘POSTMORTEM’



COLLECTIVE CAMPUS | INNOVATE OR DIE 10

5. BLACKOPS

Many intrapreneurs are setting up their own 
hackathons, agile and lean startup guilds to 
get people talking and doing things in their 
own time around different innovation 
practices. 

Oftentimes they build prototypes in their 
own time and show them to executives or if 
they’re really keen, show them to a select 
group of customers and get some real 
feedback that they can take to decision 
makers. 

Either you will win them over or have to ask 
for forgiveness.

Worst case scenario? You get fired. 
Perhaps working for a company that doesn’t 
encourage out of the box thinking and 
employees who take ownership and 
initiative isn’t where you want to be anyway!

A number of innovation guerillas at 
Australia Post ran informal hack days with 
staff that wanted to participate, in their own 
time, on their own dime. Upon showing 
decision-makers the fruits of their labor –
solutions to internal and customer problems 
– they received official sponsorship to run 
these events as part of business as usual on 
a monthly basis. They call this approach to 
getting buy-in “blackops”!

SHOW, DON’T TELL
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6. USE INNOVATION METRICS

If you've managed to get buy-in for a project, it’s just as important to keep buy-in. 
Oftentimes, companies pull the plug on innovation projects because they’re not 
generating ‘X’ ROI within a few months of launch. Airbnb made $200 a week in their first 
year. 

They’re now worth US$25B. Such is the nature of disruptive innovation – initially the 
market is insignificant and the only people interested in a product make up about 2.5% of 
the eventual market. As such, we need to give projects time. 

But how do take small bets if we give every project 2 years? 
How do we know which projects to give time to and which to pull the plug on?

We need to encourage the use of actionable innovation metrics that track customer 
engagement against changes to the business model, product or marketing strategy. 
If we can align our actions with a progressive improvement in customer acquisition, 
activation, conversion and retention then we can present this data back to decision 
makers and show that we’re on the right track. Perhaps set weekly, monthly or quarterly 
go/no-go checkpoints.

If we’ve made a hundred changes based on validated customer learnings and still can’t 
get the engine started, then it might be time to make an executive decision and invest 
time and money in another project. 

Actionable metrics include:
• per customer metrics (for example, the number of page views per new and returning 

visitor)
• split tests (A/B experimentation where we can simultaneously test different variations of 

offers to learn what works and what doesn’t)
• funnel metrics (measuring acquisition, activation, retention, referral and revenue with 

each customer interaction - the focus being mostly on acquisition and activation initially)
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7. PROTECT THE BRAND

Oftentimes, decision makers are fearful, and rightly so, of doing reputational damage to their 
brand by releasing half-baked prototypes to market. But that needn’t be the case.

Perhaps make it clear that the product is in beta and target only a segment of customers, cap 
the number of users that can try the product or release it to market under a unique brand. 
These methods help us avoid reputational damage while still tapping into the value of 
obtaining customer feedback and validated learnings early in the piece.

When we were engaged to run some early stage experiments for a life insurer, we created a 
new brand called HealthLift.io that bore absolutely no resemblance to the insurer in question.

Not only does this help to protect the brand but it also helps to determine how genuinely 
interested customers are in the product, without the brand association of an existing 
organization, which can sometimes be a blessing and other times a curse. 

One of the many landing pages we built to test customer assumptions for a new product
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8. “AHA”: INVITE EXECUTIVES TO PARTICIPATE

Foster those “aha” moments, critical in getting people to change long held beliefs, by 
immersing them in the process you are advocating. 

If you can get a decision makers to give up just an hour or two of their time (not easy but 
doable) to sit in on say, a lean startup bootcamp or a design sprint, it will give you the 
opportunity to open their eyes to how wrong our assumptions often are and the value of 
experimentation and taking lots of small bets in order to innovate successfully. 

If you can’t get them for a few hours, perhaps organize a keynote speaker to come in and give 
a lunchtime talk on the premises on disruptive innovation as it applies to industry incumbents. 

Do whatever you can to foster “aha” moments – particularly when those moments are fostered 
by an independent third party with social proof, having done work in the space with 
comparable companies.  

Senior executives at a global legaltech hackathon. 
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9. USE CUSTOMER VIDEOS

Sometimes raw data isn't enough. 

Make it emotional by recording the feedback that you get from customers and showing this to 
key stakeholders as yet another way to show rather than tell.

We ran a one day hackathon with a global FMCG company, during which time we built 
augmented reality experiences and tested them in liquor stores and bars with actual 
consumers.

We recorded the entire event and put together a highlights reel that was later used in a 
presentation to senior decision-makers as part of a bid to secure funding for an innovation 
program. 

The result? $500,000 secured.

The clincher?
1. Actual, positive, human consumer interactions on video
2. Demonstrating how quickly things can get done with the right environment, guidance and 

tools, a far cry from the several months it usually takes to prototype anything in the FMCG 
industry

Consumer interactions with prototypes developed just two hours earlier caught on camera 
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10. RUN AN INNOVATION ASSESSMENT

Oftentimes and perhaps somewhat sadly, decision-makers place a lot more weight on what 
people outside the company say, in particular, consultants. Use this to your advantage.

Large organizations have been built to deliver a repeatable, scalable business model. 
Unfortunately, this means they're not designed to effectively discover new business models. 

As such, executives are often blind to the fact that their processes, policies, systems and values 
keep the ship moving forward but don't help it change direction. Peter Drucker famously said 
that you can’t manage what you can’t measure.

Getting real on what your organization's blockers are and presenting the reality to decision-
makers often comes at a shock to most and prompts them into action. 

Download a sample report at bit.ly/discoveryworkshop

HOW TO APPROACH AN INNOVATION ASSESSMENT

STEP 1: OBJECTIVES

Understand the why, what and when and define what success looks like

STEP 2: ENVIRONMENT

Understand the organization structure, management buy-in, innovation maturity, business model, processes, 
systems, resources and values.

STEP 3: OPPORTUNITIES

Define opportunities and potential approaches in light of Steps 1-4.

STEP 4: RECOMMENDATIONS

Deliver a report summarizing our understanding and recommendations on next steps.
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11. USE WHAT THEY VALUE

Steve Blank offered a great example on the Future Squared podcast of a Japanese 
company whose name he told us begins with ‘S’...let’s just call them, Sony, who had issues 
getting their middle managers to buy into a new company innovation program. 

The program required middle managers to give up some of their brightest staff for a 
period of time. Naturally, middle managers were reluctant to let their best performers go 
because participation was not tied to their incentives and they didn’t see the value of the 
program.

WHAT IT TOOK TO CHANGE THE CULTURE

After twisting the arm of one middle manager to go first and reluctantly give up one of his 
better performers for a defined period of time, he was promptly presented with a letter of 
thanks from the President of the organization, which in Japan, is a BIG DEAL.

Word spread, and soon everybody wanted a letter from the President, and they all got on 
board and willingly gave up their best performers.

Questions to Ask
1. What or who is blocking innovation in your culture?
2. What cultural nuances exist in your organization?
3. What do your people value?
4. How can we use these levers to ‘hack’ the culture?

Common Values
• Status 
• Respect
• Money
• Time
• Education & Mastery
• Power
• Appreciation
• Autonomy
• Personal Brand
• Community
• Challenge & Growth
• Safety

Listen to the entire conversation with Steve Blank on episode 12 of Future Squared at 
www.futuresquared.xyz
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12. MAKE THEM BELIEVE IT WAS THEIR IDEA

In his book “Unconscious Branding,” author Douglas Van Praet says that if you want 
someone else to support your idea, you must make them believe that it was their own idea 
all along.

He writes that “the brain doesn’t always clearly differentiate between something real and 
something imagined. Our imagination and our perception of the real world are closely 
linked since both functions engage similar neural circuitry. Numerous scientific studies 
confirm that visualization and mental imagery enhances actual physical performance, 
demonstrating the very real benefits of mental rehearsal. If you can get someone to 
imagine something vividly enough, you are well on your way to making the suggestion 
real.” 

“When you imagine something it transforms the message from a universal one to a 
uniquely personal concept, and not an attempt at external manipulation.”

This is why most of us think that the book is better than the movie, because we’re able to 
imagine the characters and the scene. This imagination allows us to more intimately 
connect with the story. In a way, it becomes our own story. 

Vivian Gang of Business Insider writes that “if you want to convince someone to help you 
open a restaurant, explain how the restaurant will look carefully — down to the exact 
molding on the ceiling. Allow them to see this visually in their mind. Then, connect the 
restaurant to your subject on a personal level. Perhaps the restaurant will offer wine that 
comes from the country your subject is from. Talk about the great wines and include details 
on where they will be displayed in the restaurant”. 

When it comes to corporate innovation, if you’re trying to get buy-in for, say, an 
accelerator program and the decision-maker values their personal brand, get the 
decision-maker to picture the press the accelerator will generate, the most innovative 
companies lists the company might appear on, the appearances on innovation 
podcasts, panels and conference stages, the exposure to new players and networks 
and what it will ultimately do for them. 

USE THE UNCONSCIOUS MIND
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13. TAKE SMALL BETS (ALIGN ON EXPECTATIONS)

More often than not, senior management and the C-suite assume that exploring 
disruptive innovation is incredibly risky, and it is. It’s often a key bugbear to getting 
senior management buy-in for corporate innovation initiatives. However, that high risk 
doesn’t necessarily need to translate to high cost, especially not in the early stages of the 
innovation lifecycle. 

In fact, the cost of not exploring disruptive innovation can be much higher with countless 
companies having paid the ultimate price in recent years for neglecting it. Similarly, the 
cost of exploring purely safe, predictable and incremental innovation can be 
exponentially greater in the early stages and often offer little reward. 

Clearly articulating and communicating these facts to senior management up front 
can go a long way towards getting and maintaining top-down support for your 
corporate innovation strategy.

Take a Portfolio Approach 
Investing in different types of innovation is not all that dissimilar to investing in different types 
of securities. You want to take a diversified approach to offset the relative risks of the different 
investments. Conventional wisdom suggests pouring about 70% of your product investment 
into incremental innovation, 5–10% into disruptive with about 20% into a mix of the two —
 adjacent innovation — which combines disruptive and core assets (think UBER Eats). 

Remember this: 
1. The risk of not investing in disruptive innovation is the greatest risk one can take
2. The cost of exploring disruptive innovation can be immaterial in the early stage of the 

innovation lifecycle when compared to incremental innovation
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14. QUANTIFY THE VALUE

What’s the value of the initiatives you’re proposing, be it in terms of direct or indirect 
value?

Think in terms of overhead costs, capital costs and personnel-related costs. 

Find below some examples and determine how your proposed program might 
move the needle in terms of dollar savings in any of the following areas. 

INDIRECT COSTS DIRECT COSTS

• Employee salaries  

• Shared services (marketing, IT, 

accounting, HR, legal, security, 

payroll, communications)

• Office equipment and supplies

• External legal and audit fees

• Travel and entertainment costs

• Insurance

• Quality control

• Depreciation of assets and equipment

• Property Taxes on Production 

Facilities

• Rent of Building

• Utilities

• Direct labor

• Product cost 

• Inventoriable cost 

• Prime cost 

• Conversion cost 

• Direct materials

• Commissions

• Piece rate wages

• Manufacturing supplies

• External consultants and service providers
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15. SHARE THE COST WITH 

OTHER BUSINESS UNITS

If what you’re proposing will benefit, say, 
Sales, Marketing, IT and Human 
Resources, then rather than try to secure 
buy-in from one budget owner, attempt 
to distribute the cost across multiple 
budget owners in order to bring the 
respective investment required down to 
an acceptable level, one that renders 
any potential risk worthwhile and makes 
getting buy-in from everybody 
considerably easier.  
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16. SHARE THE COST WITH OTHER COMPANIES

Certain types of innovation programs lend themselves to partnering up with external 
companies.

One such example we can personally draw from at Collective Campus was our Village 
Roadshow Xperience VR/AR Accelerator program which brought together 10 VR and AR 
startups from across Australia for a 13-week program as they sought to build new 
solutions for the cinema and theme park domains. 

In this instance, whilst Village paid the majority share, the contributions made by minor 
sponsors Microsoft and Telstra, helped to bring the cost of the program down to an 
amount that Village had budget for. 

Who might you co-invest with to get your innovation initiatives over the line?

The Village Roadshow 
Xperience Accelerator 
Demo Day at the Jam 

Factory cinema complex in 
Melbourne.
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17. LEVERAGE THE CLOUD

Oftentimes IT will snicker at using its infrastructure to run experiments, especially when 
HR or financial information is stored on that infrastructure.

The thing is you wouldn’t want to run your experiments on premise on most occasions 
anyway because jumping through IT’s hoops and deploying experiments in a rapid 
fashion on-premise is nearly always impossible at large organizations because of said 
hoops and the often slow approval, development and release process. This also drives 
up cost, decreases your pace of learning and there fore your likelihood of finding 
product market fit for whatever experiments you’re running. 

The Head of Innovation at an Australian sports betting company negotiated permission 
to run experiments on Amazon Web Services, away from the company’s on-premise
infrastructure. This served to quell some of IT’s concerns and also increase the speed of 
experiments whilst decreasing the cost significantly. 

Rocky Balboa appears confused by his fighter saying he’d saved 
a photo of a training plan to the cloud in the movie Creed.
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18. ATTRACT THE BEST TALENT

The difference between success and failure in most organizations comes down to 
getting the right people on the bus, especially in people-centric organizations such as 
law firms, accounting firms and engineering firms.

Today, the war for talent is raging, employee tenures are shorter than ever and unless 
your company is a household .com name, not even the lure of investment banking 
dollars can be enough to attract the brightest and the best anymore. 

What the best want today goes beyond the bottom line and extends to providing a 
platform where they can truly learn, think, contribute and grow, providing a platform 
where the best can immerse themselves on the cutting edge of technologies that are 
riding the Moore’s Law rocketship to the moon we introduced earlier. 

Innovation programs that generate press such as accelerators, labs, hackathons and 
CVC funds signal to the market that your organization embodies these values. 

We know first hand that a legal-tech accelerator that we ran for a mid-tier law firm 
increased not only the number but also the caliber of candidates applying to work their, 
who were vocal about the accelerator, its subsequent inclusion in a ‘most innovative law 
firm’s’ list and the its now progressive reputation were key to pre-empting their decision 
to apply for a gig there.
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19. QUICK WINS

Jeff Bezos says that “if you swing for the fences, you’ll strike out a lot, but you’ll also hit 
some home runs”. If all we ever do is ‘bunt’ to get to first base then that’s all we can 
expect. But sometimes, you have to bunt to load the bases before hitting a four run 
homer to win the game. 

You might have big hairy audacious goals and want to explore all manner of 
experiments that constitute disruptive innovation at your company, but the thing about 
disruptive innovation is that it is initially not good enough for our existing customers, 
serves small early adopter markets and is an incredibly difficult proposition to get right. 

If you go out swinging for the fences and strike out time after time, eventually your coach 
will cut you from the team.

Build trust and confidence in your abilities as well as some goodwill and breathing space 
to run higher risk experiments by focusing on the low hanging fruit – the quick wins that 
are there for the taking, or the proverbial bunts if you will.

Automate – Corporate executives often complain about being “too busy” so introducing 
automation tools such as Zapier to automate many of the rudimentary, manual tasks that 
take up their time not only saves time but is something you can quantify by way of 
dollars saved (see #14). 

Leverage – Leverage off the shelf technologies that could be applied to your product 
line or industry to drive measurable improvement in efficiency or effectiveness. For 
example, a chat bot on your company website that answers frequently asked questions 
and decreases the impact on your customer service desk. 

Startup Matching – Connect with startups solving specific problems your company has. 
This can be a low cost and big branding opportunity affair that can generate press and 
demonstrable value creation for the company and the startups involved.

Hackathon – Run a hackathon that engages not only internal team members but also 
outside entrepreneurs, designers, developers and marketers to come up with new 
prototype solutions that your company can test internally or with customers.

Idea Challenge – Run an idea challenge to solicit ideas from your employees, or open it 
up to partners, customers and the general public. You can immediately point to success 
metrics such as the number of ideas raised, collaboration between business units as well 
as outcomes such as experiments and prototypes developed on the back of this 
challenge. 
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20. FROM SNOW FLAKE TO AVALANCHE

While it might be tempting to drive wide-scale change at your organization – or at least 
try to – you’ll likely run into push-back from executives who weren’t involved with the 
decision to make said changes as well as people who are simply averse to change and 
skeptical about the organization's change initiatives.

If you’re trying to trumpet the virtues of agile, then it’s usually best to start with a suitable 
project and cross-functional project team. 

Demonstrate value and share these wins with the rest of the organization. If you can 
successfully demonstrate that using agile your team was X quicker, the project was X$ 
cheaper than it would normally cost and the benefit was Y then other managers and 
executives won’t need convincing, you’ll find that slowly but surely, they’ll come to you 
asking for advice as to how they too might adopt agile on their projects. 
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21. DECREASE UNCERTAINTY

As mentioned in the introductory barriers to buy-in, conservative senior executives at 
large organizations tend to shy away from uncertainty due to the way their brain regions 
associated with risk are structured, such as the amygdala, respond. 

In order to decrease uncertainty and give senior executives a greater sense of control, 
provide them with an implementation plan.

Some factors you might want to include in your plan below:
• What will be delivered
• Who will be on the team

What key milestones and go/no-go points are
• How much it will cost
• How long it will take
• What are the risks
• How have we mitigated these risks
• What’s the worst that could happen
• How will we respond if the worst happens
• What’s the best that could happen
• Your counter-response to any objections you expect to hear

…SAID NO SENIOR EXECUTIVE, EVER.
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22. USE KPIS AGAINST THEM

Finally, and importantly, when trying to sell something to anybody in the corporate 
world, make sure you understand what their Key Performance Indicators are. 

Find below some typical KPIs across key organizational departments. 

HUMAN RESOURCES IT MARKETING SALES CUSTOMER SERVICE FINANCE

• Voluntary 

employee 

turnover rate

• Employee 

engagement 

rate

• Average 

employee 

tenure

• Actual v 

budgeted cost 

of hire

• Female to male 

ratio

• New hire quality
Time to fill

• Hiring manager 

satisfaction

• Service 

availability

• Response time

• Resolution rates

• Server 

Utilization

• Deployment 

speed

• Number and 

impact of 

security 

breaches

• Incidents from 

change

• Leads 

Generated

• Brand Strength

• Media 

Coverage

• ROMI

• Customer 

Acquisition Cost

• Closed sales

• Closing ratio

• Customer churn 

ratio

• Customer 

purchase 

frequency

• Customer 

satisfaction

• Average deal 

size

• Qualified leads 

and 

opportunities

• Sales pipeline 

size in each 

stage

• Sales cycle time

• Response time

• Average talk 

time

• Availability

• Abandon rate

• Number of 

complaints

• Service level

• Average wait 

time

• Actual expenses

• EBIT

• EVA

• Profit margin

• NPV

• Quick ratio

• Share price

• Total 

receivables

• Total payables

• ROCE

• CCC

• CAGR

• COGS

Please refer to 

Investopedia.com 

for definitions of 

acronyms. 
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CONCLUSION

Try one or more of these different tools or tactics. What works on one decision-maker, at 
one company, might not work on another decision-maker, at another company. 

However, every no brings us one step closer to a yes. Every experiment we run brings us 
closer to a tool or tactic that will actually work. With each objection, we learn what the 
hurdles are and become better equipped to jump them. 

After all, the true measure of leadership, in any context, is influence. Using these tools, 
you can gain more influence, build momentum and lead change at your organization.



COLLECTIVE CAMPUS

We are a team of entrepreneurs, designers, builders, thinkers, rebels, writers, 
philosophers and more. We jump out of bed each morning to create impact on 
work on something bigger than ourselves.

We are on a mission to to unlock people’s latent potential to create impact for 
humanity and lead more fulfilling lives.

Our team has helped large organizations to discover, not just deliver, to explore, not 
just execute, and we’ve worked with the likes of Clifford Chance, BNP Paribas, 
Microsoft, Village Digital, Asahi, MetLife, Telstra, King & Wood Mallesons, National 
Australia Bank, Singapore Pools, Ascendas Singbridge and numerous others across 
Melbourne, Sydney, Singapore, Auckland, Hong Kong, London, New York, Frankfurt 
and Amsterdam.

Contact us if your organization needs help:
• Coming up with ideas
• Experimenting and turning ideas into reality
• Driving culture change; or 
• Partnering with startups.

W: WWW.COLLECTIVECAMPUS.IO
E: INFO@COLLECTIVECAMP.US
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