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Win buy-in  

for change

Remove barriers

Identify decision 
makers

STAKEHOLDER 
INCENTIVE MAP
UNDERSTAND WHO INFLUENCES 
BUY-IN AND WHY
Today’s business decisions are often complex, involving far more stakeholders than just 

those who will be directly affected. To fully understand all motivations we can map lay-

ers of decisions, concerns and potential benefits. What happens if the choice doesn’t go 

as planned? Who is needed to gain a full buy-in? By  developing a clear strategy, we can 

focus on the decision factors that matter most and win buy-in faster.



Start with the end-user and move in layers throughout the entire  

decision-making process. Consider the overall effects on the business and its partners.
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ACTION PLAN

     TINYBOX | It’s about strategy, not technology. We are a Think Tank for the adoption 

and implementation of emerging technologies. Our strategies create value by incorporat-

ing business strategy with technologies, people operations, and leadership development, 

to ensure client success well into the future. For more information and tools contact us at  

hello@tinybox.me or visit www.tinybox.academy 

TinyBox Expert: Laura Schulte | Founder Project Renaissance

Laura’s career has taken her through the booming ecosystems of Sili-

con Valley, Germany, and now the Eastern US. Combining her unique 

experience as a startup-to-IPO executive, award-winning business edi-

tor, and B2B content strategist, Laura provides Go To Market strategies 

for tech innovators. She helps visionary leaders accelerate the route to 

success with narratives that win trust and shortcut complexity.

LAYER I: TARGET BUYER 

On our first level, we focus on the problem, risk and reward a busi-

ness decision holds for the target buyer or decision-maker. To un-

derstand fears and potential objections, we consider what happens 

if the decision does not go as planned.  

LAYER II: PRIMARY USER

In complex purchases, the buyer is very often not the end-user. 

What does the user need to win a yes from the buyer? What worry 

or problem is behind their need? Which barriers make it difficult to 

implement the solution and show results?

LAYER III: SECONDARY STAKEHOLDERS

Finally, look at more layers to understand easy to overlook decision 

drivers.  What makes the buyer look good in front of their own boss? 

How does the decision affect how the company looks to the end cus-

tomer? How does this change positioning against the competition, or 

with channel partners?
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