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When Strategic Influence Falls Apart

* Lack of Role Clarity /
-

\

* Agsume Strategic Value Is Obvious

* Language Misalignment

* No Buginess Cage Prepared
* Don't Bridge the “People — Product™ Connection

=msee* L0St Platform and Influence
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When Strategic Influence Works Well
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/0% of change programs fail —

-McKinsey,

o 2015
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75% of CEOs - HR is Business 27% of HR Leaders believe their
Critical CEOs view them this way

(Deloitte survey)

80% of CEOs - CHRO is as critical as 40% of CHROs feel they are treated
CFO this way (PWC CEO Survey)
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Less than 30% of CEOs saythatHR ¥ -~
currently meets the need at a strategic level
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Foundation of Strategic
Influence

Building Influence and Securing Leadership Buy-In for HR

Initiatives

Strategic Sweet Sp0t
g Influence &
Stroteg ic Im pCICt Busin:ss Impact

Tailored M ing + .
understand?
Shared Understanding +
Organizational Alignment

Language + Data

Why are you there?
—DoesyourCEQO——

agree?

Foundation of
Mutual Trust

(& Nimble Group




FLOWCHART: FROM

INSIGHT TO INFLUENCE
TN TN

DEFINE THE GATHER & TAILORTO
'WHY' ALIGN DATA STAKEHOLDERS

, : PRESENT ;}
SUSTAIN CLEARLY +

~ ENGAGEMENT ASK

4 .~ DIRECTLY






Group Discussion

Decide on one people Initiative you are working on, or tlnat 1S

coming up on your horizon
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What's the
company
problem/
business

pain?

b b

What's the How will
supporting you reframe
data? your
language to
match
business
goals?
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Why is this the
best thing to do
right now? What
are the
consequences if
you don’t?



From a CEQO’'s

| ense

Revenue, Risk, or
Reputation

o Clarity. Frame it in business metrics

o Context. Link to company strategy.

o Credibility. Use external benchmarks.

o Courage. Speak with candor and
conviction!



Nimble Learning
by Nimble Group







FLOWCHART: FROM

INSIGHT TO INFLUENCE
TN 7N

DEFINE THE GATHER & TAILORTO
'WHY"' ALIGN DATA STAKEHOLDERS
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Foundation of Strategic
Influence

Building Influence and Securing Leadership Buy-In for HR

Initiatives

Sweet Spot

Strategic
Influence &

SteregiC ImpCICt Business Impact

Tailored Messaging + -
Language + Data Does your audience
understand?
Organizational Alignment

Why are you there?
Does your CEO
agree?

Foundation of
Mutual Trust

@ Nimble Group
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