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ABSTRACT

If the organisation’s ecosystem has an excess of HiPPOs, data, measured analytics, and other real-
time information that minimises uncertainty can help them mitigate the consequences. They disregard 
the wisdom of the crowd, overlook the front-line staff’s abilities, and risk disengaging the workforce. 
This research advocates agile metrics and value management to tame the HiPPO. The authors posit to 
reign in opinions with metrics. The corporate enlightenment brought about a revolutionary idea over 
three centuries ago: to elevate science and knowledge above magical thought and mysticism. When the 
authors convert this into modern terms, they are referring to data-driven management, analytics, and 
hypothesis validation. In fact, the idea of applying science in the form of true evidence, confirmed data, 
etc. to production processes underlies much of the industrial revolution.

INTRODUCTION

In the fast-paced world of business, it is imperative to make informed decisions based on reliable data 
rather than relying solely on instincts. Data provides a solid foundation for decision-making by offer-
ing an objective and analytical perspective that considers various factors affecting the organization’s 
performance. Contrary to popular belief, making quick assumptions without considering all aspects can 
prove detrimental in the long run. However, instincts play a vital role too as they are often shaped by 
years of experience and knowledge gained through working in different environments or dealing with 
diverse challenges. Successful leaders have honed their intuition over time and trust their gut feeling 
when faced with complex situations. It allows them to take calculated risks while avoiding pitfalls that 
could negatively impact organizational growth.
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Thus, using both data-driven analysis and instinctual judgment can lead organizations towards success 
as they complement each other perfectly - one providing insights into hard numbers while others offer 
invaluable insight gleaned from personal experiences and professional acumen. By integrating these two 
approaches seamlessly within the workplace culture, companies can improve retention and engagement 
of employees. Achieving the ideal balance between art and science is a complex process that requires an 
individual to possess astute judgment, intuition, and skillful interpretation of data. Knowing when to rely 
on statistics or trust one’s gut feeling entails grappling with the intricacies of human decision-making 
which demands both humility and open-mindedness towards potential errors in judgement. Being able 
to navigate ambiguity deftly is essential for making informed decisions whilst weighing all available 
options carefully. Such nuanced understanding underscores the importance of harmonizing analytical 
prowess with emotional intelligence for effective leadership in any field or endeavor.

A well-crafted analogy possesses the unique ability to bridge seemingly disconnected concepts and 
transform abstract ideas into easily understandable ones. The sheer power of an effective comparison is 
undeniable, as it can leave a lasting impression on our minds that proves hard to shake off. For instance, 
when we come across the term “business ecosystem,” what follows is an immediate mental image of 
a vast savanna teeming with life - majestic gazelles keeping watchful eyes over their younglings while 
cunning predators lay in wait for unsuspecting prey (Beinart & Coates, 2002). We envision murky ponds 
where crocodiles lurk beneath its surface, oblivious to the presence of giant hippos nearby. Such vivid 
imagery not only simplifies comprehension but also aids memory retention by offering visual cues that 
stimulate imagination and creativity within us all. Many species of this corporate ecosystem congregate 
in these “ponds.” Some people arrive quietly, taking notes and without speaking unless spoken to. Some 
people make their presence known by raising their voices over others; their argument is based on volume.

Others seize control of the meeting and “facipulate” (manipulate) it; they rise and take notes or draw, 
promising to transmit a summary of what was agreed upon to sway the message closer to their goals. 
Then there are the hippos, who appear serene and asleep until they open their mouths, capsize the tour-
ists’ boat, and turn everything upside down.

According to the HiPPO effect, the opinion of the individual who makes the most money is given 
more weight in a judgement because it has a greater innate value. The worth of an opinion is thus pro-
portional to the income of the person who expresses it. The higher the salary, the more the opinion gains 
perspective in the decision-making process.

The HiPPO effect is a fascinating phenomenon that sheds light on how human judgment operates. 
At its core, this concept suggests that when it comes to decision-making, the opinion of individuals with 
higher incomes holds more sway than those who earn less. This implies that there is an inherent value 
associated with wealth and status - qualities which are assumed to translate into expertise, credibility, 
or better information. In practice, what this means is that opinions expressed by high earners tend to be 
given more weight in important matters because they carry greater perceived merit. The idea here be-
ing that the amount one earns reflects their level of competence or knowledge in a particular area – as 
though income serves as some sort of proxy for wisdom or insight. However problematic such thinking 
may be from an ethical standpoint (and make no mistake; many critics have pointed out flaws in the 
logic), it remains true that our judgments can often hinge on factors beyond pure reason alone. Indeed, 
studies show time and again how biases related to identity markers like race.

In the cutthroat world of corporate business, it is an undeniable truth that HiPPOs - or highest-paid 
person’s opinions - reign supreme in high-level meetings. These individuals, often occupying top manage-
ment positions, hold a level of authority and decision-making power unparalleled by their peers. Their 
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