Of course! Here is the presentation script for three people in English, designed to be longer, more
interactive, and with a teaching or workshop-style tone.

Presentation: The Art of Persuasion - How to Become a Catalyst for Change

Objective: To educate the audience on the psychological barriers to change and provide them with
concrete strategies to become more persuasive by acting as catalysts.

Speaker 1: Introduction & The First Barrier: Reactance

(Start Presentation)

Speaker 1: Good morning, everyone, and welcome. Let me start with a quick question: Raise your
hand if you've ever had an idea you knew was brilliant, but you just couldn't get your team, your
boss, or a client to agree. (Pause, scan the room). It looks like we're all in the same boat.

Our natural instinct in these situations is to push. We bring more data, we argue more passionately,
we repeat our points. But according to Wharton professor Jonah Berger, this is often the biggest
mistake we can make. Why? Because when we push people, their natural instinct is to push back.
Think of trying to move a stubborn mule by shoving it from behind—it just digs its heels in.

The solution, then, isn't to be a more forceful persuader, but to become a catalyst. A catalyst doesn't
push; a catalyst identifies and removes the roadblocks that are preventing change from happening
in the first place. Today, we're going to explore four of these major roadblocks together and learn
how to dismantle them.

The first, and perhaps most fundamental, of these barriers is called Reactance. Reactance is our
internal alarm system that goes off when we feel someone is trying to take away our freedom of
choice. We are hardwired to resist being told what to do.

A perfect, almost comical, example is the "Tide Pod Challenge." When the manufacturer launched a
campaign that simply said, "Don't eat Tide Pods," what do you think happened? Internet searches
and calls to poison control centers actually increased! The very act of telling people "don't" created
the urge to do it.

So, how do we get around this? The strategy is simple but powerful: Provide a menu. Instead of
presenting a single solution—yours—offer two or three options. For instance, instead of telling your
manager, ""We must adopt this new software," try saying this: "I've analyzed our situation. To
improve productivity, we could either adopt Software A, which is comprehensive, or go with
Software B, which is simpler and more cost-effective. Which direction feels more appropriate for
our team right now?"

By doing this, you're not telling, you're guiding. You're reframing the other person from a potential
adversary into a decision-making partner. You give them back their sense of control.

But what happens when people aren't actively resisting, but are just... comfortable with the way
things are? I'll now hand it over to [Speaker 2's Name] to talk about inertia.




Speaker 2: The Weight of Habit - Endowment & Distance

Speaker 2: Thank you, [Speaker 1's Name]. That's a great point. Even without active resistance,
change is hard. This brings us to our second barrier: The Endowment Effect. This is a fascinating
cognitive bias: we place a higher value on things we already own, simply because they are ours.

Think about the last time you tried to sell a used car or a piece of furniture. You likely had a price in
mind, and you probably felt the buyers' offers were too low, right? That's the endowment effect at
work. The "status quo" feels comfortable and safe, even if it’s not perfect. A new idea, even a better
one, represents a loss of that comfort.

This attachment is made worse by our third barrier: Distance. If the change you're proposing is too
far from someone's current reality, it falls into what Berger calls the "zone of rejection.”" The change
is too big, too radical to even be considered.

Let’s imagine a doctor trying to convince a patient who drinks 3 liters of soda a day to quit. Telling
them to stop completely is too big of a leap. The patient is attached to their habit (the endowment
effect) and the goal of "zero soda" is too far away (distance).

The solution here is to ask for less. You need to shrink the distance. The doctor in this case asked
the patient to go from three liters to two liters a day. It was a small step, not a giant leap. Once that
first step was taken, the next step—to one liter—seemed much more manageable.

In a business context, it's the same. Instead of proposing a complete overhaul of a process, suggest a
pilot program on a single project. Instead of asking for a $100,000 budget, ask for $5,000 for a
feasibility study. You shrink the ask to bring it into their "zone of acceptance."

Now that we know how to bring people closer to our ideas, there's one last major hurdle: the fear of
the unknown. [Speaker 3's Name], over to you.

Speaker 3: Overcoming Fear - Uncertainty & Conclusion

Speaker 3: Exactly, [Speaker 2's Name]. The fourth and final barrier is Uncertainty. Every change
comes with risk. The problem is that the costs of change—the money, the time, the effort—are
immediate and certain. The benefits, however, are often in the future and uncertain. This gap creates
powerful hesitation.

No one would buy a car without a test drive. Why? Because spending $20,000 is a certain cost,
while the joy of driving that specific car is still an uncertain benefit.

The strategy to overcome this is to make it easy to try. You need to lower the perceived risk of
adoption. This is the principle behind free software trials, product samples in a store, or pilot
programs for new initiatives. If you want your team to adopt a new project management tool, don't
just give them a two-hour presentation. Create a small test project and have them use the tool for a
week, with no strings attached. Let them experience the benefits firsthand. This reduces the risk and
makes the change feel much less daunting.

(Conclusion)

So, let's bring it all together. The next time you want to persuade someone, stop pushing. Become a
catalyst. Ask yourself: What is the barrier?



1. Is it Reactance? If so, provide a menu of options to give them control.

2. Is it the Endowment Effect? If so, highlight the costs of inaction to show the status quo isn't
free.

3. Is it Distance? Then ask for less and propose an easy first step.
4. And is it Uncertainty? If so, make it easy to try and lower the risk.

By identifying and removing these barriers, you’re not forcing people to change. You’re allowing
them to persuade themselves. And that is the secret to true, lasting influence.

Thank you. We'd now be happy to answer any of your questions.
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