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Adrian Reed: Hello, and a very warm welcome to this week's edition of "On the Spot", the coffee
break shaped conversation about topics relating to business change, business analysis, project
management, and lots else besides. I'm really pleased to be joined today from Toronto by my good
friend and colleague, Vince Mirabelli. So, Vince, how you doing today?
Vince Mirabelli: Good, Adrian, how's it going over there in the UK?
Adrian Reed: It's good. It's good. There's even a bit of sunshine out the window. So Vince, we're
going to be talking today about selling change, when nobody is buying. I know many people will
know you from the presentations you give or the courses that you run, as well as from your online
persona. This topic [selling change] is a presentation that I know you've given in the past. One of
the things that struck me when I first saw this title was really why does change need to be sold in
the first place?
Vince Mirabelli: Yeah. So that it's really interesting, because inertia is a hell of a thing. And the
default is a hell of a thing. We end up with the structures, and I come at this from a process-driven
background as a six sigma master black belt. It's almost like, that's the way we do it, because that's
the way we do it. You need to sometimes sell the idea of improvement because it's hard to move
people from that default, it's hard to get them to see the need for innovation, the need for
improvement, the need to change. So you need to be in this constant "sell" mode of impressing
upon people the need to change, and that requires a lot of selling.
Adrian Reed: Yeah, and it's kind of interesting, because before we went live, Vince, we were talking
about sales. We were making references to movies and expressions like ABC: "always be closing",
and how sales often instils an image of the stereotypical bad "used car salesperson". Now, of
course, not all salespeople are like that and not all used car salespeople are like that. But that's the
image it instils, yet in reality everyone's selling all of the time, we spend our lives persuading. So
what would you say, with that in mind, Vince, what type of techniques can be used to "sell" change?
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Vince Mirabelli: In the presentation, I talk about these different paths. There's the path of
selling through logic, which seems the most like the most rational choice, based on economic
theory. Then there is the path of finance and like, what makes sense from an ROI. Then there's
the path of emotion. There's all these different paths. And the truth is, you actually need all of
them, you can't just sell based on the emotional connection to the pain or to the problem, you
need to be able to tell a story that captures all of these different things. And so to that vein,
storytelling is probably one of the best ways of selling change, because the person that you're
trying to sell to (and we're using "sell" to mean more of a "persuade") they build connection
with the character who's going through that pain and that character could be a customer, it
could be an internal staff member, it could be them. So you're putting them in that seat, where
they feel what the character's feeling, and they feel the need for change. They start to connect
with the pain and then see that now there's something we can do about it. That's where you
swoop in.
Adrian Reed: It's interesting as you were speaking there, Vince, I was thinking about an
expression, a phrase I heard a good few years ago now, which is that "facts tell stories sell".
That expression has always stuck with me. And another thing I was thinking is that apparently a
question that venture capitalists will ask a startup founder is "is this a vitamin, or is it a
painkiller?" The answer they really want is "a painkiller". Because a bigger percentage of people
will pay to get rid of pain. Only a certain percentage of the market will pay for vitamins. So on
that note, do you think that storytelling has to connect with some problems, some pain
because we often talk about selling the benefits, but do we also have to create the story of the
"big scary dragon" that we need to run away from?
Vince Mirabelli: Yeah, yeah, I've heard similar things. The products that sell the best, the things
that sell the best, the things that almost don't need selling, you know, address an urgent pain,
or some desired future. You don't need to sell those things, right? Because "take this
supplement and lose weight" addresses an urgent pain for some people. Think about what an
infomercial is. It's really a 30 or 60 minute advertisement that tells stories.
Adrian Reed: And has quite a predictable storyline, because they tend to start with: "Do you
remember how hard it used to be to <<insert problem X>>?" "Wow, do I!" It's almost like a
formula of problem, pain, solution... buy NOW! And then layering more benefits on top. Maybe
we should write business cases like that.
Vince Mirabelli: Yeah, just just pay separate shipping and handling. Right?
Adrian Reed: Call now, operators are standing by!
Vince Mirabelli: What I love about those commercials, and I know this is not where we were
gonna take this. You watch those people [presenters/actors], and it's like, are you that stupid?
Like, I just I'm grabbing a random thing. I've got this this lip chap thing? Do you have trouble
opening your lip chap? [Vince exaggeratedly struggles to open lip chap] Like, come on, man. But
it's true, it's exaggerating the pain.
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It's immediately sucking you into "Oh, man, I never want that to happen to me when I'm
opening a little lip chap thing!". So yeah, so it becomes a lot easier to then start selling the
benefits leading with and building that emotional connection, firstly. Then you come in with
facts.
Adrian Reed: Yeah. Everyone is more emotional that we like to admit. We all like to pretend
we're logical.
Vince Mirabelli: We are emotional beasts. There are some people who are much better at
turning that lizard brain off and being rational and being very economic. I like to think I can do
it. But then every once in a while, I noticed that part of my brain is not functioning and it's just
pure caveman.
Adrian Reed: So let's, let's take a look at some comments. We've had some really awesome
comments. Emma says "it's good to use personas in this situation", which I think is true.
Particularly when personas are built on insight and data, so they're actually representing a real
group. I love this comment from Wouter, that storytelling is a skill we should develop as a BA.
Vince Mirabelli: To Emma's point: I love that idea of leveraging ethnographic research to
understand who your customers really are, who you're your persona really is. Because then
you're not telling the story of a customer or a customer segment, you're telling the story of
"Emma", right?. And now you have a persona that you can really connect with, that's going to
advance your ability to sell to. It's not going to necessarily do it fully, but it helps to bridge that
connection: "oh, man, I know exactly how 'Emma' feels, yeah, we need to do something about
that..."
Adrian Reed: Which brings on to Enrica's point of making them feel that they are part of the
change. And this is something that I truly believe in. We talk about engagement, but we need to
get beyond engagement into participation, which is a whole different conversation. A couple of
other comments to weave in. We have an anonymous comment: "As analysts, are we hiding
behind the facts and figures, can storytelling ever be neutral?", which leads on to a really
insightful comment, as always from our good friend, Fabricio, who says, "isn't there an ethical
issue about selling uncertain benefits?"
Vince Mirabelli: Yes, yes, yes!
Adrian Reed: Yes.... yes and.... I think as long as the uncertainty is transparent, and as long as
it's a hypothesis. No benefit is certain. Every business case that's ever been written is a
hypothesis of benefit.
Vince Mirabelli: Yeah. You know, what? From that perspective, yes. I agree with you. They are
projections, right. It is a hypothesis. It's something you believe to be true but may not end up
being true.
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However, just to address Fabricio's comment there: if you're intentionally selling benefits, with
malice, that you know not to be true. I think we're going back to intent. If you know them not to
be true then yes, I think there's an ethical issue there. I think if you're approaching it like a
Business Analyst would and you're building a business case, and you're saying: "in the first year,
we expect to have a usage of 20%, which is going to result in savings of x", yeah, you might be
wrong, but it's with good intent. I think that's an important part.
Adrian Reed: It's not deceptive. It's not deception.
Vince Mirabelli: Yeah, exactly. And so there is that level of truth. I think you use the term
transparency, it is transparent. So yes, you are projecting and that's why when we build
business cases, and (at least when I do them) there are assumptions around those benefits and
how you're going to achieve them. And are they even realistic?
Adrian Reed: Absolutely. So in 30 seconds or less Vince, what would your biggest tip or
takeaway be around this whole tricky subject?
Vince Mirabelli: Selling change--and this is what we do, we are we are agents of change--is
always worthwhile. But my biggest tip is become really, really clear on the need for change and
whether you actually truly support it, or are you just going through the motions? Because
whenever you are selling change, you will come up against resistance. At that first sign of
resistance, it's really easy, if you don't believe to just walk away. Sometimes the right thing to do
is walk away but it becomes really easy to walk away from the change, so get really clear on why
you're doing it.
Adrian Reed: That authenticity, that connection back up to a deeper mission or vision. So, Vince,
I am certain people watching will want to follow you, know more about what you do and want to
find out how to work with you. How can people stay in touch?
Vince Mirabelli: Well you can hit me up here on LinkedIn. You can also get me on my website at
vincentmirabelli.com. Or you can also check out serendipityfest.com where I have partnered
with the legendary Mr. Adrian Reed on putting together a festival of thought leadership in and
around our space and change and so you can check those out. I've got a podcast, I've got a
video show, I try to be everywhere So, vincentmirabelli.com is probably the best place,
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