
Session Eight: RECAP



• Shows interest and openness towards 
change 

• Personally adapts to change rapidly 

• Intentionally identifies stakeholders that 
may support or resist the change 

• Seeks to understand others’ resistance to 
change 

• Manages resistance to change 

• Provides ongoing support through change 

Leading Change 



Challenge: 
Creating a safe 
environment where threat 
is low and trust is high

Relevance: 
Leading with vision and 
values - providing clarity 
and accountability

Action: 
Embracing the brain's 
limitations - learning your 
language and how to speak 
the language of others

Novelty: 
Thinking bigger, deeper, 
differently, forward - 
embracing innovation as 
a must have rather than a 

nice-to-have

Interaction: 
Debunking myths about 

innovation - fully 
engaging and 

developing the team

Using Emotion: 
Capitalizing on the 

power of the 
emotional brain

Multiple Intelligences: Fostering an 
inclusive culture embracing and 

valuing ALL of our differences and 
ALL of our similarities

Stage One:

Culture

Stage Two:

Vision

Stage Three:

Communication

Stage Four:

Innovation

Stage Five:

Emotional Intelligence

Stage Six:

Inclusion



Myths of Innovation and Leading Change

Innovation is a nice to have.01

02

03

04

Innovation is quick, easy, and painless.

Innovation happens in isolation.

Innovation happens by default.



Truths of Innovation and Leading Change

Innovation is a must have to stay competitive and relevant.01



Truths of Innovation and Leading Change

Innovation takes time, resilience, and patience02



Your brain with clarity

Your brain with confusionUnstoppable, innovative,
no-matter-what response

Threat, high-stress, shut down 
and give up, freak out reaction



Panic Adaptation New Normal

www.jasonfeifer.com

Wouldn’t go back



IDEA

SUCCESS



Truths of Innovation and Leading Change

Innovation happens through collaboration and diversity03



Truths of Innovation and Leading Change

Innovation requires careful strategic planning02



1 2 3 4

Stakeholders Tactics Software Success



takeholders
I N N O V A T I O N

S



Mary Bolt

CEO

Edward Arton

Exec Assistant

Vladimir Popof

CTO

Ted Lostrom

Technology Mgr

William Salif

Webmaster

Anica Riff

Head of R&D

Ekta Unvala

Comms Tech Mgr

David Merk

CMO

Marina Jao

Head of Sales

Ralf Gifford

Hd of Advertising

Samantha Kron

Sales Team Mgr

Charles Obenk

COO

Bob Carter

Hd of Purchasing

Carla Estrom

Hd of Manufactg

Kjell Hoglund

Hd of Distribution

Judy Yang

Banker

Jean Verlot

Customer

Hillary Norting

HR Manager

Wu Zing

Hd of Accountg

Paul Derkhard

Chief Counsel

Christina Fox

CFO



Influence – to “flow through”
Persuade – to completion



If we want to influence and 
persuade our stakeholders, 
we have to understand:

• Who they are

• What are their concerns 
and interests

• How we can effectively 
build trust and connection



Mendelow’s Matrix

High power and 
low interest

Keep Informed

Wildcard

High power and 
high interest

Actively Engage

Champions

Low power and 
low interest

Minimal Effort

Spectators

Low power and 
high interest

Keep Engaged 
and Informed

Power
(Influence

Decision Maker)

Interest (skin in the game)

Contributors
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iming
I N N O V A T I O N

T



Adoption

Time

Typically
Expected

Typically
Experienced



actics
I N N O V A T I O N

T



Scouting involves taking time to understand both the formal and 
the informal structures of influence. Gain a better understanding 
of the culture 



Adoption

Time

Typically
Expected

Typically
Experienced



Scouting involves taking time to understand both the formal and 
the informal structures of influence. Gain a better understanding 
of the culture 

Ambassadorship 
is about accessing 
powerful, well-
connected people 
and getting them 
to listen 
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Time
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Scouting involves taking time to understand both the formal and 
the informal structures of influence. Gain a better understanding 
of the culture 

Ambassadorship 
is about accessing 
powerful, well-
connected people 
and getting them 
to listen 

Task Coordination is capitalizing on the final 
opportunity to influence stakeholders you chose 
not to prioritize 



Adoption

Time

Typically
Expected

Typically
Experienced



Tactics

Be strategic about the 
tactics you choose and the 
timing



RESOURCES

Ensuring the budget is 
approved and the number 
of additional project team 
members is sufficient. 

COORDINATION

Ensuring the project 
plan takes into account 
the interdependencies 
among internal 
departments and 
between the company 
and external 
organizations (e.g., 
regulators and 
suppliers). 

INNOVATION PARAMETERS

MARKET FIT

Ensuring the product 
has the right balance of 
functionality and price 
and is differentiated 
from what the 
competition offers. 
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