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Change and the Learning Brain 
by Lauren Waldman
Founder, Learning Pirate



You don’t need to see the Wizard to be an Agile 
Change Management Practitioner
by Camille Clerc and Naomi Criddle



Straight Talk - A critical ingredient for creating 
movement and change  by Alex Wray 

• “Management does not align “is cause of 33% of the 70% of 
projects that fail to achieve goals.  

• Need leadership to STRETCH and use Straight Talk
• Neuroscience:

• Behavior: openly share my thinking and concerns.  What is uncomfortable about that? 
I’ll look negative, I’ll look incapable of doing my job.

• So… I’ll never appear negative, always appear as a team player - self protecting 
behavior.  

• Social pain is equivalent to physical pain - neuroscience.  Need to recognize it as not a 
real physical threat.  



• It’s against our human nature to have straight talk. 
• Sometimes we can’t tell the difference between a THREAT to our physical survival and a THREAT to our EGO or 

our IDENTITY.  We are hardwired to go below the line. 
• Mind state = Above the line: Open, Curious. Learning. Issues are discussible.
• Mind state = Below the line:  Closed, Defensive, Need to win, be right.  Issues are “un-discussible”



Straight Talk – How to

• Coach the whole team, not just the quarterback.
• Make sure you are talking about something HIGH STAKES, not just a training 

session.  Need skin in the game to get real.
• Create a phycological safe space.

1. Listen, be curious.
2. Share your thinking and back and forth. 

• Understand “Where am I?” Above the line or below the line. 

3. Monitor your own state of mind. 
4. When triggered below the line, ask yourself why?  This pulls you into your 

conscious mind.  What is the concern, issue, or threat? 
5. When appropriate let the group know you are below the line 



Measuring ACM ROI   by Microsoft
https://www.microsoft.com/microsoft-365/partners/changemanagementframework

Change Management Framework for Partners 
Here they have their method and tools including:

• Stakeholder engagement plan
• Communications plan
• Training plan
• Measurement plan
• Reinforcement plan

https://www.microsoft.com/microsoft-365/partners/changemanagementframework


Keynote Speaker: Seth Godin

Industrial revolution: make more, make faster (up and the right)

Consumer products are “average”, commodity, all the same

Now the connection economy:
• Coordination, trust, permission, exchange of ideas
• Normal curve is melting, now more people are outside the normal curve 

bracket
• Smallest viable market
• Who’s it for? = not for everyone, it will fail
• What’s it for? = treat different people differently
• From “Evolution of Change”: marginality - intersection of lots of things like CM = PM + 

OD + Phycology (like apps are highly targeted at very small specialized markets)

Change always begins in the weird people, outside the norm (think long tail or 
early adopters)

Need original work (not commodities): change/tension

Lead, take responsibility (not authority) and make change

Shift to art (value) - not jobs

UP

To The Right



Shaping The Future of Change 
Management – A Pivotal Conversation









The Evolution of Operations Management: 
Bringing the Worlds of PMO and CMO Together
By Kiran Chaudhri Lenz and Dr. Raghid El-Yafouri -
GTB





















Elevate Your Influence by

Karen Ball
kball@prosci.com
solutions@prosci.com



Understand 
what matters 
to people in 
various roles

Senders

Receivers
Solving 

Problems



Why learning to speak the language of value is important to me:

• A way to be heard
• Ability to "sell" OCM to organization
• Add value, reach objectives
• Alignment
• Because it's about them, not me!
• Being effective and efficient while still 

being meaningful
• Better connection and on target 

results
• Build relationships with Sr leaders
• Buy in
• Buy-in
• Conveying value to others is huge-

that's how we'll formulate a 
partnership

• Credibility
• Credibility
• Credibility
• Credibility and project success
• Credibility and support
• Crucial for engagement
• Demonstrate the value of CM to going 

support.
• Ditto on credibility!

• Elevate the level of trust within the 
section/agency

• End results
• Engage sponsors and stakeholders
• Ensuring working on right things.
• For buy in
• For credibility
• Get attention
• Get them to understand what is 

change management
• Help org see benefits of my work
• How I as a change manager add values 

to the project
• I don't want to be heard as jargon-y
• I get so frustrated when I can't get the 

stakeholders to see what I want
• I need a better way to be credible and 

influential globally.
• I need a value proposition to 

communicate
• I need a way to connect with what 

sponsors care about.
• I need buy in and success
• I need buy-in from my sponsors

• I need credibility
• I need get sponsors onboard
• I need it articulate the value of OCM
• I need more influence with leaders
• I need my product owner to 

understand my work is not a check the 
box activity

• I need others to work together to 
achieve the goals of our organization.

• I need to articulate the benefit of 
dedicated CM support

• I need to be a better leader and 
sponsor

• I need to be able to help myself and 
others adjust to major changes 
occurring within our team and 
organization and to do so I have to be 
able to speak about the change as a 
value statement

• I need to be able to make a 
memorable impact in my work

• I need to build change leader 
competency

• I need to build organizational 

capability among my stakeholders
• I need to change the culture
• I need to communicate the value of 

change management to leaders for 
credibility

• I need to connect with executives
• I need to demonstrate that good 

change drives business case value 
realization

• I need to drive buy in
• I need to elevate my ability to engage 

leaders
• I need to elevate my team out of IT 

into the strategic enterprise
• I need to engage effectively across  

different organizations with different 
core values

• I need to engage leaders in 
meaningful outcome focused way

• I need to establish trust and reliability
• I need to find a connection
• I need to gain buy in from 

management



Why learning to speak the language of value is important to me:

• I need to get buy in from business 
stakeholders.

• I need to get excited engagement 
from project stakeholders and 
sponsors

• I need to get my Exec to listen and 
understand OCM

• I need to get past the head nod
• I need to have a seat at the table to do 

my job effectively
• I need to help clients understand how 

I can help them
• I need to help my organization to see 

the benefits of Change Management
• I need to help others understand their 

role in the change process.
• I need to influence
• I need to influence leaders
• I need to influence sponsors
• I need to influence stakeholders
• I need to make a big impact
• I need to make a real connection
• I need to make a REAL impact
• I need to make my leaders successful
• I need to make sure that our OCM 

program is demonstrating value so 
that we can exist for the long term

• I need to positively and proactively 
move our organization forward while 
minimizing resistance.

• I need to provide value to promote 
CM

• I need to provide value. So what is it.
• I need to resonate with my leaders
• I need to sell change to my 

organizational leaders
• I neet to connect with the leader
• I want better results
• I want executives to see the monetary 

value of our work as change leaders
• I want leadership support.
• I want more respect in my role
• I want people to understand a bigger 

vision
• I want sponsors and leaders to 

understand how change management 
can drive the strategy forward better 
and faster

• I want the organization to understand 
the added value of my work

• I want to add value and be recognized
• I want to be aligned to leadership. So 

that we have a shared North Star
• I want to be asked back
• I want to be effective
• I want to be heard.
• I want to be part of the strategy work 

and drive direction
• I want to be successful in my role.
• i want to build buy in at our 

organization
• I want to change my org for the 

better.
• I want to communicate better
• I want to connect others.
• I want to create awareness for the 

need and desire for people to engage
• I want to create better relationships 

with senior leaders.
• I want to demonstrate a clear business 

purpose for change discipline
• I want to demonstrate the value of cm 

and how it ties to achieving the 
measurable benefits

• I want to drive positive business 

outcomes
• I want to effectively demonstrate the 

benefits of OCM
• I want to enable sponsors to be 

change leaders
• I want to feel appreciated
• I want to get attention from potential 

sponsors
• I want to get promoted!
• I want to get support from sponsors.
• I want to help leadership see 

problems and raise awareness
• I want to help my organization.
• I want to help people
• I want to impact people to be their 

best self
• I want to influence leadership
• I want to influence others
• I want to influence others to apply 

best practices of change management 
in their change initiatives

• I want to influence others to practice 
change management, encourage 
others by showing the value



Why learning to speak the language of value is important to me:

• I want to know what is important to 
my business leaders

• I want to land a successful project
• I want to lead a successful enterprise 

wide change
• I want to listen better to what my 

clients see as value.
• I want to make a connection
• I want to make a deeper impact
• I want to make an impact with my 

communications
• I want to sell my services!
• I want to show the value so I can stay 

focused on change management
• I want to take people on our journey 

without buy I
• I want to understand how to get 

people on board with how I can help 
them

• I will be able to help my companies 
executives see the value CM brings to 
the organization

• I'm a consultant
• Improve the impact of my 

communications

• Increase influence
• Increased access to c-suite
• Influence
• Influence
• Influence sponsors
• influence to get right results
• Influencing decision-makers
• It drives behavior
• It helps to align to sense of urgency
• It what holds our organization 

together
• Leaders know how and why to 

leverage me
• Leadership buy-in and support
• Leadership continually asks what is 

the business value of process 
improvement and change.

• Make an impact in my department
• My team needs credibility.
• My team's value is a foundation that I 

constantly have to describe.
• My team's value is the foundation that 

all our work sits on
• Need connection with receiver
• People equals value. That produces 

results
• Selling an action that I want them to 

do
• Show credibility
• so I can better connect with all levels 

and influence more effectively
• So we can elevate the change practice
• success of initiative
• The language of value is what leaders 

speak
• The world is depending on our 

organization to be successful.
• To advance
• To be able to influence
• To be able to make the biggest and 

most resonant impact.
• To better understand what is 

important to my stakeholders
• To build connection
• To connect with people
• To create a culture where others, 

outside of change management see 
the value in our work

• To gain buy-in
• To gain client buy in

• To gain traction in the organization
• to generate that 'ah ha' moment
• To get buy in from sponsors
• To get what I need.
• To have an audience
• To help influence others
• To make a bigger impact
• To sell why change management is 

important
• To understand the real problem and 

then help solve it!
• Want buy in from leadership and 

employees
• Want to help others
• We need to influence sponsors 

regarding our work in change 
Management.



Finesta Financial LLC (‘Finesta’)
is a fictional company used by
Prosci as a sample company.

The fine print:  All scenarios, people, and roles represented are fictitious and were 
created to describe typical challenges faced when managing change and the 

decisions and actions that could be taken to address them. 

Introduce 
Finesta Financial



Project Team & Solution Developers

Project Support SME Roles

Employees/Associates

Primary 
Sponsor

Senior Leaders 
of the Impact 
Groups

Managers and 
Supervisors in 
the Impact 
Groups

This is my ‘role roster’ 
to realize CI/360 
project benefits.

Laney Carter

Director of Change 
Management

First-Level Managers & Supervisors

Executives & Senior Leaders



1. Executives & Senior Leaders

2. Project Primary Sponsor 

3. First-Level Managers & Supervisors

4. Project Team & Solution Developers

5. Project Support SME Roles

6. Impacted Employees/Associates 

What matters most to me in this role?



What 
matters to 
people in 

these roles?



What 
matters to 
people in 

these roles?



What 
matters to 
people in 

these roles?



What 
matters to 
people in 

these roles?



What 
matters to 
people in 

these roles?



What 
matters to 
people in 

these roles?



Golden Rules of Language Learning

1. Live the language – listen, speak, read, write, sing

2. Make mistakes – we learn by making mistakes

3. Make it fun – be creative, get other people involved

Matthew Youlden
language coach, linguist, 

translator, interpreter, 
lecturer and polyglot

“How to learn any language easily” | TEDxClapham | https://www.youtube.com/watch?v=Yr_poW-KK1Q
www.matthewyoulden.com (Photo Credit: Babbel)



Step 4:
Have your partner guess 

who they are (which role?)

Step 2: 
Have your partner put your card on 

their forehead (no peeking)

Step 3: 
Speak to your partner in their 

language of value 

Why change 
management is 

important to you...

(1 minute)

ACMP 2019 Version of “Heads up”

Stop! Now, switch and go again.



Step into 
their shoes

Create 
positive 

outcomes

Elevate
your 

influence

Direct and lasting 
impact on the 

success of change 
initiatives





Change Saturation is a Myth by Carla Howard



Enable non-change leaders, to lead change - Make it easy



Don’t run from your change saturation  - manage it



While change saturation is a myth… it’s not easy…
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