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• Founded in 2000 

• Trained 435,000+ Lean Six Sigma 

professionals 

• Served over 2,000 corporate customers 

(including 50+% of the F500) 

• First firm to offer the complete Black Belt 

curriculum online  

• Courses reviewed and approved by ASQ and 

PMI 

• Academic Partnerships with Ohio State 

University, Cal Poly and George Washington 

University 

2 

MBB Webcast Series Sponsor:  MoreSteam.com 
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Today’s Program 

• Welcome 
 

• Introduction of MBB Webcast Series 

− Ellen Milnes, MoreSteam.com 
 

• Presentation:   

− Kirby James 
 

• Open Discussion and Questions 
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Presentation Purpose 

To assist participants create more personalized 

communication that supports success during 

change efforts. 
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AGENDA 

Calibration on 
Change 

Change Demographics 
& Reality 

Making Change 
Communication 
Personal 
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About Your Presenter:  

Kirby James, HBSc, MHSc, LS MBB 

HBSc MHSc 

Advanced Program 
in Change 

Management 

 

Systems Dynamics LeanSigma Green, 
Black &  

Master Black Belt 

Organizational & 
Personal Structural 

Consulting 

Business Design & 
Architect 

Educator, lecturer, 
facilitator 

15+ years as 
corporate change 

agent 

Diverse Array of 
Change projects of 

all sizes in many 
sectors 

• Accomplished change leader, business architect, educator 

and coach. Taught advanced communication techniques to 

over 4000 professionals 
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• What is YOUR typical communication strategy to address apathy? 

Exercise part 1: Extreme Apathy 

http://www.profitguide.com/wp-content/uploads/2012/12/Apathetic-colleagues.jpg 
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• What is YOUR communication strategy to address fear of change? 

Exercise part 2: Afraid of Their Shadow 
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Did Your Communication Plan Fit the 

Challenge? 

Extreme Apathy 

• Do you attempt to 
convince them not to be 
apathetic using 
compelling arguments? 

Afraid of Their Shadow 

• Do you attempt to 
convince them not to be 
“afraid of their shadow” 
with compelling 
arguments? 
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If Change Success = Changing Minds ... 

Toronto Star 
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PART1: Calibration on change  

1. We are Enzymes of Change 
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2. Change will be Disruptive to Some 

 
*1954 
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3. Scale no Predicator of Communication Challenge 
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4. Change Models Mostly Silent on HOW 
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5. Human Dimension of Change* 

 

* BMGI 
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Part 1 Summary 

We are Enzymes of 
Change 

Change Affects People 
Differently 

Scale of Change not 
Predictive of 

Communication Challenge 

Limited Change Model 
Guidance on 

Communication 

Human 
Dimension 
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Facing reality in change & communication 

 

Example: 

Part 2) Change, Demographics & Reality 

Watch out for 
the “but” … 
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Reality in change communication trumps all. 

1. No change brings everyone on board and isn’t 

required for success 

2. No communication satisfies everyone, so trying 

to is wasteful 
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Survey Question 

• What % of the change population do you have to 

“win” over for the change to succeed? 

 

   A) 90% 

   B) >75% 

   C) >50% 

   D) <50% 
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Change is an Arduous Journey 

This is usually 
<<50%* 

* “The Tipping Point” by Malcolm Gladwell 
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Need JUST ENOUGH of the Engaged and 

Not-Engaged Employees. 

Focus Communication on Right Audience 

* “First Break 
All the Rules” 
by Gallup 
Management 

ROI analysis for 
communication 
effort. 
 
Where best to 
direct scarce 
resources? 
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Part 2 Summary 

Can’t Win 
Everyone Over 

Not All 
Messages Can 

Succeed 

Don’t Need 
Everyone to 

Support 
Change,  

Allocate 
Communication 

Effort for 
Maximum ROI 
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Part 3) Making Change Communication Personal 

Understand “DONE” “See” Audience Choose What & How to Say It 

Each 
communication 
contributes to 
change success 

Develop keen 
insight into what 
change audience 
thinks and feels 

Knowing “done” and 
“seeing” audience, 
craft messages 
DESIGNED FOR 
THEM 
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Engagement Distribution 

Engaged

Not Engaged

Actively Not Engaged

Goal of Communication = Conversion 

Understand “DONE” 

 

• Communication 
needs to help move 
enough people to 
reach the Tipping 
Point 

-10%
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10%

20%

30%

40%

50%
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0 1 2 3 4

% supporting
change
BEFORE

% supporting
change AFTER
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Objective of Audience Analysis 

• To be effective, a change agent must know 

 

– Who is not yet onside & why in THEIR terms 

 

– Design & deliver messages to address THEIR 

concerns in a way that reaches THEM 

“See” Audience 
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Seeing Done: Beckhard’s Change Equation 

A x B x D 

• A = Dissatisfaction with Current State 

• B = Desire for Future State 

• D = Practicality of Change Effort 

R = Resistance to 
Change 

“See” Audience 
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Connecting to Audiences 

An ego-centric communicator can be blind to your 

audience mindset … 

? 

“See” Audience 
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Message Development 

• The “95% Rule” (*Dr. Vincent Covello) 

95% questions 
concerns 

predictable 

95% responses 
can be prepared in 

advance 

Increased ability to 
manage change 
communication 

Understand “DONE” “See” Audience Choose What & How to Say It 
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Seeing Inside Audiences 

* Common 
underlying 
factors in 
change. 

 
* Dr. Peter Sandman 

Coercion 

Memorable 

Lack of Trust 

Lack of Control 

Not Been Heard / Responded to 
appropriately 

“See” Audience Choose What & How to Say It 
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“Afraid” Audiences 

* Common 
underlying 
factors in 
change. 

 
* Dr. Peter Sandman 

Coercion  

If THEY likely feel coerced, introduce a degree of voluntariness … 

Memorable 

If THEY HAVE seen this kind of situation before … ACKNOWLEDGE THE 
TRUTH … 

Lack of Trust 

If change leaders / messengers are NOT trusted offer accountability. 
NEVER ask to be trusted … 

Lack of Control 

Offer limited degrees of control to help them be part of the solution … 

Not Been Heard / Responded to appropriately 

If your audience has not received inadequate responses: 

APOLOGIZE and respond in more audience centric way in future 

“See” Audience Choose What & How to Say It 
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Part 3 Summary 

Personalized Change 
Communication 

Increase Conversion 
Holistic view of 

audiences 

Build messages for 
THEM that support 

“done” 

Understand “DONE” “See” Audience Choose What & How to Say It 
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CONCLUSIONS 

1. Change success = Communication success 

 

2. Communication success =/>Tipping Point 

 

3. Tipping Point = Enough Conversion for change 

 

4. Enough employees need to feel understood so 

they can support the change 

 

Understand “DONE” “See” Audience Choose What & How to Say It 
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Recommended Reading 

http://www.psandman.com/   

http://centerforriskcommunication.org/risk-
communication-consultants/  

http://www.jeffansell.com/  

http://www.psandman.com/
http://centerforriskcommunication.org/risk-communication-consultants/
http://centerforriskcommunication.org/risk-communication-consultants/
http://centerforriskcommunication.org/risk-communication-consultants/
http://centerforriskcommunication.org/risk-communication-consultants/
http://centerforriskcommunication.org/risk-communication-consultants/
http://www.jeffansell.com/
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Questions 

Have you ever 

encountered .... 

Would you explain more how 

you’ve approached …. 

How have you handled .... 

Kirby James 

MBB, Business Architect 
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• Offered in partnership with Fisher College of Business at The Ohio 

State University 

• Employs a Blended Learning model with world-class instruction 

delivered in both the classroom and online 

• Covers the MBB Body of Knowledge, topics ranging from 

advanced DOE to Leading Change to Finance for MBBs 

Master Black Belt Program 
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Thank you for joining us 

Archived presentations and other materials:  http://www.moresteam.com/presentations/  

Questions?  Comments about today’s program? 
 

Kirby James – MBB, Business Architect 

kirby@kirbyjames.com  

www.kirbyjames.com  
 

 

Ellen Milnes – MoreSteam.com 

emilnes@moresteam.com  
 

 

 
 Watch for info about our upcoming programs  

http://www.moresteam.com/presentations/
mailto:kirby@kirbyjames.com
http://www.kirbyjames.com/
mailto:emilnes@moresteam.com

