Organizational Change through Diffusion of Innovation
Leaders often expect change to take hold soon after it’s
announced. Much of the frustration with change comes because
it takes longer than leaders expect. By definition, leaders are
champions of change—they see the need, create or endorse the
innovation, and want to see it completed. By the time the rest of
the organization is grappling with the implications of the need,
leaders are often on to the next challenge. Leaders of
organizational change, need to have realistic expectations.
Although every individual and every organization is different,
there are common trends that occur when individuals and groups
respond to change. Knowing what to expect can help you be
more patient, more strategic and, so, more effective.
1.

Some people are ready for change now and others need
some time. Research by Everett Rogers (1964, 2005) into
adopting innovations suggests that only a small percentage
of people are immediately ready for change. Members of an
organization are likely to fall in one of the following groups:
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Most people take a wait and see approach. Gradually, as they see
positive results, more and more embrace the innovation.
2.

3.

One implication of the above is that people will oppose or
resist the change. They just aren't ready yet but they will
provide you with critical information regarding what they
value about the organization and their experience with it.
You can be more strategic by listening carefully and
responding respectfully when resistance is voiced.
Over time, momentum for change should build as more
people take on responsibility, see results, and become more
at ease with the changes. Each segment focuses on the one
ahead of it. Early adopters follow innovators, the early
majority follows the early adopters, and so forth. Gradually
the more resistant members may well accept the changes
(even if not enthusiastically). And like with any policy or
program, there may not be complete unanimity—a few
people may never fully accept the changes. So focus on
those most ready to change. Allow those who are most
resistant to opt-out of change initially. Continue to
communicate about the effort to everyone throughout,
however.

4.

Why do some people resist change? First of all, what you,
an innovator or change agent, perceive as resistance may be
the natural tendency for many people to wait and see how
things go. Most people want to know if the potential
benefits of change, any change, outweigh possible risks (real
and imagined) and the inconvenience of disrupting
habitual—and comfortable—ways of doing things.
Traditionalists, especially, are concerned that what they
have come to love and respect about the organization may
forever disappear. Traditionalists are likely to ask—and it's
a reasonable question—"what we've always done has made
us who we are and is the reason for our success, so why
should
we
change?"
Most likely, the proposed changes call for behavior that is
unfamiliar. People may fear they will not be able to succeed
in the new era. They may not agree with the chosen
direction, although they may agree that there is a problem.
The introduction of new people and ways can make the
established members feel self-conscious and uncomfortable
as they are required to think about behaviors and practices
that were taken for granted.
Resistance may be due to any or all of the following:
 Lack of information, uncertainty
 Disagreement with the ideas
 Mistrust
 Not wanting to lose power or control
 Disruption of the well-know status quo
 Fear of failure
 Vulnerability
 Long-standing conflicts
 More work
Some of these factors may be "under the surface" and not
fully recognized even by the resisters themselves.
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