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A study of European organ donation was conducted in 2003 
to determine why the willingness to donate varied from country  
to country. The study identified the key variable as the default  
option given on the consent form. A default of “I will donate” 
led to high rates of consent because drivers would have to 

check a box to opt out. In comparison, low consent rates were  
found when drivers had to opt in by checking a box that indicated their intention to donate.  
The authors argued that when facing difficult decisions with very little relevant information,  
such as whether or not you want to donate your organs upon dying in a motor vehicle 
accident, the default drives the results. So that begs the question: why not opt everybody  
in on every program your company operates?

The world of business is very different. As employees, we are armed with plenty of 
information and the choices are rarely life and death. 

BI WORLDWIDE’s research demonstrates that asking employees and channel partners 
to opt in to programs generates higher engagement and better results than when the 
participants are not asked to do anything. In one study, the difference in performance 
between a program that required participants to opt in and a program that automatically 
enrolled everyone was 37%. In other words, allowing everyone to passively participate is 
worse than asking your target audience to expend a tiny amount of effort by opting in.

What does asking your audience to opt in do for your incentive or recognition program?

1. Gauges Their Interest.  
By asking the audience to opt in, you instantly identify who wants to play and 
who hasn’t bothered to read your emails. If there’s a reward on the table 
and everyone who performs really well will receive it, why not find out who’s 
interested in the program up front? Why reward people who are consistently 
great performers but aren’t engaged in the initiative?

2. Engages Their Hearts.   
Making a choice is one thing, but planning to DO something is quite another. 
The decision to take action can be a catalyst between your brain and your heart. 
Deciding to act causes the brain to engage the automatic planning function and, 
if done well, causes the heart to engage in the emotional game of I want it. 
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3. Gives Them Ownership. 
“When I choose it, I own it.” When opting in, we are deciding to own the engagement.  
We take it on as our own only if we make the commitment to participate. Once we do so, 
owning the decision leads to higher performance. If we fail to act on a commitment we’ve 
opted into, we are more likely to blame ourselves rather than place the blame elsewhere.

Relevance Rules 
Making the objectives and opt-in’s relevant is like adding fuel to the fire. Asking everyone to opt in to  
the same plan, the same program, the same goal will cause results to fall flat. What top performers  
opt in to and what the poorest performers opt in to needs to be different – it needs to be relevant to their 
current performance. Asking a frequent marathon runner to opt in to a 5K requires no effort compared 
to asking a frequent couch potato to opt in to the same.  

Opting in is easy. We opt in when we click the box acknowledging that we’ve read the rules, when we 
enter some piece of data such as our employee number into the program web site or when we select  
a goal from a list of options. 

BI WORLDWIDE’s research into the performance of sales and non-sales people demonstrates that  
those who are asked to opt in perform at significantly higher rates – 37% higher – than those who  
are automatically enrolled. Why not give it a try in your organization or with your sales channel?  
Rather than begging your target audience to play along, advise them that they must opt in to be  
a part of the incentive program. 
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To learn more about BI WORLDWIDE and its patented sales incentive program structure, 
GoalQuest®, visit: BI WORLDWIDE.com/GoalQuest or email us  

at info@BI WORLDWIDE.com


