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Everyone has something they want to change. Parents want to change their children’s be-
havior. Salespeople want to change their customers’ minds. Employees want to change 
their bosses’ perspectives, and nonprofits want to change the world. But the problem is, 
most people and most organizations are resistant to change. Instilling change isn’t about 
pushing harder, being more convincing, or more persuasive. It’s about being a catalyst.  

What’s A Catalyst? A catalyst changes someone’s mind by reducing the opposition to 
change. Catalysts REDUCE: Reactance, ease Endowment, shrink Distance, alleviate Un-
certainty, and find Corroborating Evidence.

Barrier #1 – Reactance: Telling people they have to act a certain way generates a psy-
chological phenomenon called reactance.  It’s an unpleasant feeling that occurs when peo-
ple feel that their freedom’s being threatened. To change someone’s mind, stop trying to 
persuade them.  Instead, frame their options in a way that aligns to your objective, and let 
them persuade themselves.

Barrier #2 – Endowment: Once we own something – once were endowed with it – we 
become attached to it. And, we value that thing more. To ease this “endowment effect” cata-
lysts highlight how inaction can carry a hidden cost.   Catalysts show that, rather than being 
“safe,” sticking with the status quo actually carries a real downside.

Barrier #3 – Distance: People naturally have a certain zone around their beliefs.  If a new 
piece of information falls within this zone, or a small distance away, then they’re generally 
willing to consider it.  So don’t make a big ask, make a series of small asks instead.

Barrier #4 – Uncertainty: Uncertainty often makes people hit the pause button. To over-
come this barrier, catalysts make new things easier to try, like offering free samples.

Barrier #5 – Corroborating Evidence: If you still haven’t been able to seal the deal, bring 
in reinforcements.  Catalysts identify people who are similar to their target audience and 
create opportunities for those people to offer corroborating evidence, like networking events 
where potential clients could interact with existing ones to get a third-party perspective.   


