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To those who lost weight, gained it back, lost it again, 

and maybe gained some of  it back. To those who have 

gone through similar roller coasters with other changes. 

You’ve got this.
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6
HOW DO YOU SELL 

YOUR IDEA FOR CHANGE 
UPWARDS?

It is important to learn how to handle the 
situations in which you have an idea to change 
something. To be able to get on with it, you have 
to get some signatures first. You need your idea 
to be approved, you need money, people, time, or 
other resources to be made available to you. Let’s 
say it’s an interesting project for your company, 
or that you have an initiative to improve life in 
your community and you need the consent of  
the owners’ association, or that you’re a young 
entrepreneur who has the idea but doesn’t have 
the money.
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There is a lot to be done. Here are the main ingre-
dients for success. Without them, it’s hard to get 
anything done—with the exception, of  course, 
of  the unique situation where the director of  the 
company happens to be your mother and she’ll 
gladly put all kinds of  resources at your disposal.

With these ingredients, you have a good chance 
to impress those who can greenlight your project.

The first ingredient: clarity about 
the essence of the change.

Make sure that before you talk to others to get 
approvals, you know exactly what you want to do. 
Build a precise outline of  your desired change. 
What helps here is not to get too excited about 
your idea. Overly excited people usually talk a lot, 
share a lot of  information, jump from one thing 
to another, or go off  on a tangent not actually 
useful at this stage. If  they prepare a presenta-
tion, then they either make it too pompous or 
insufficiently coherent. The result in the minds of  
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the people they present to is usually a combina-
tion of  confusion and distrust, of  surprise and 
disappointment. Maybe you have been in such sit-
uations, on one side of  the table or the other. The 
experience is not very pleasant, no matter where 
you sit.

Drink some cold water and be very critical of  
your idea. Eliminate what is not important now. 
Identify the danger that your project avoids or the 
opportunity upon which it capitalizes. Describe 
as clearly as you can what it is about, what you 
want from those people, why now, why this way 
and not otherwise, and why you.

Therefore, the first requirement is to make clar-
ity a priority. Make sure that you have formulated 
your idea well, that you have captured its essence. 
Before presenting it to key people, present it to 
those inclined to support you. Start with your 
friends and colleagues. Ask them to be ruthless 
with questions, to be skeptical about every point. 
Go through this process patiently and carefully, 
concerned about identifying the points you didn’t 
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think about, the perspectives you didn’t take into 
account. Don’t scold your colleagues for asking 
inappropriate questions or for not knowing as 
much about the topic as you do. Answer calmly, 
give relevant explanations, write down the ideas 
that come to you during this stage.

After that, go through the description of  your 
change again and give it a form that is easy to 
understand and to accept.

The second ingredient: provide a 
variety of arguments.

The first ingredient ensures that you attract peo-
ple’s attention, that you make them think that 
there might actually be something interesting 
here. Don’t bombard them with information. 
Give them enough to make them want more, to 
see how your idea might fit into their plans.

We can draw a parallel here with the way you get 
a job. The first ingredient is a well-written CV. 
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You don’t get hired through a CV, but you can 
lose a job because of  a puffed up or poorly pre-
pared CV. The objective of  a CV is to help you 
move to the next stage, which is an interview of  
some kind.

This second ingredient is the interview. It is the 
stage in which the “approvers” analyze your idea. 
If  the first ingredient is missing, you don’t even 
get here; the story ends before it begins.

Beware, their spotlights are now on you and in a 
short time there will be questions upon questions, 
some more friendly, others more challenging. 
Now is the time when you have to master the 
subject very well.

It’s essential to have explored many arguments 
beforehand, because some are valid only in your 
head. These people, who know a little more than 
you do about how things work, might quickly dis-
mantle some of  them for you.
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Variety of  arguments is essential because different 
people are looking for different things. Some will 
approve of  your project because it puts them in a 
better light. Others will approve of  your change 
because it is well documented but, if  things are 
not strongly anchored in facts and analysis, for 
them, it will have no value. Others will approve 
your change because it is a good piece that helps 
put together the puzzle of  new economic reali-
ties. It helps a lot to know people, to know what 
arguments they are looking for, and to serve them 
exactly what suits them.

In this process of  preparing arguments, try and 
think with their minds, from their perspectives. 
What is important to them? What would they 
think? What gives them headaches and insomnia 
and how could you be of  use to them with your 
idea? What is the danger for them that your idea 
solves? What is the opportunity for them that 
your idea helps materialize? This is what you have 
to do.
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The third ingredient: it matters in 
which order you approach people.

If  you have to get the approval of  several people 
to go ahead with your idea, the order in which you 
talk to them should not be random. Avoid pre-
senting the idea directly in a meeting. It’s hard to 
anticipate everyone’s reactions and the dynamics 
of  the group, and it’s likely to cause some dam-
age to the change that you won’t be able to repair. 
Approach them one at a time. For the masters of  
influence, the meeting is just a formality, taking 
place at the end of  the persuasion process.

Imagine that you first present your idea to every-
one during a meeting. If  you gave them such a 
presentation right now, people would have one of  
the following three possible attitudes, which you 
can anticipate:

One – they might agree, jump out of  their chair, 
shake your hand, ask you where to sign, and wish 
you good luck. Very good.
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Two – they would send you for a ride. “It’s not 
possible; not now; not you; leave us alone; we 
have more important work to do; you do what 
you were told to do and stop coming up with 
these inappropriate ideas.”

Three – they would hesitate. “I don’t know; maybe, 
not now; there might be something there, but we 
have other priorities; let’s think a little more.”

Hoping that, in a meeting, you’ll have many people 
who agree, very few who don’t, and that you’ll be 
able to convince the naysayers as well as the unde-
cided—well, this is not realistic. Usually, it’s the 
“no’s” that speak first. Why? Because in the dan-
ger/opportunity discussion earlier, danger usually 
reveals itself  first. As great as your idea may be, don’t 
kid yourself; it’s not perfect. It has some downsides 
to it. People see those first, and they react.

The meeting will most likely finish way before 
everyone—if  not, in fact, anyone—will get to 
see the meaningful opportunities your idea helps 
uncover.
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The first step is to think about who would be in 
which category. Then the work of  persuading 
begins. With which of  them would you start? 
Some brave people would start with those who 
are against the project, telling themselves that if  
they convince them, the rest of  the people they 
have to convince will follow suit. This approach 
is dangerous to the success of  your idea. You may 
not have thought out enough arguments and, for 
sure, you don’t yet have any influential allies who 
could help. It is risky to start your work of  per-
suasion with those who are against you.

It’s like being on vacation on a tropical island; you 
build a raft like they do in the movies and, instead 
of  testing it on the small and quiet lake near the 
hotel to see how stable or maneuverable it is, you 
go with it directly into the big waves of  the ocean. 
It might be fun for a short while, but you won’t 
get very far and the raft will likely fall apart.

An additional risk of  starting by trying to con-
vince those against you is that they will be the 
first to find out about your idea and, if  they feel 
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threatened in any way, they might work against 
your idea. Then, when you reach those whom you 
considered neutral, you find that they are against 
it, and when you go to those you were convinced 
you could rely on, you find out that they are a 
bit indecisive. The braver the idea, the more likely 
it is that there will be people who will not only 
oppose it, but actively work to kill it.

Start with the “pros.” Get their consent. Ask for 
their support. Ask them how you could present 
the idea better, how you could make it even more 
valuable. What could they do to help you?

Continue by approaching the ones who are unde-
cided. Show them the urgency to act, mobilize 
them to analyze the idea now, rather than putting 
it aside. Ask little of  them, find a responsibility 
that they can easily accept. Ask them what should 
happen in the first stage so they offer you greater 
support along the way. Respect their position and 
win their trust step by step.
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Only now, after you have the support of  many 
influential people, after your idea has become 
even better through their contribution, only now 
should you approach those who you anticipated 
would be against your idea. It’s unrealistic to 
expect them to give you a standing ovation for ten 
minutes. There is no point in asking them for any-
thing close to that. It is enough if  you manage to 
cast some doubt in their minds regarding the cur-
rent situation, and on their arguments that your 
idea is not needed. Are they really so convinced 
that things are going perfectly well without your 
idea? Are they really so convinced that your idea 
not only does not bring anything good into the 
environment but also may harm things? Hmm. 
Leave them alone. Come back in a few days.

All these ingredients above increase your chances 
of  selling your idea. However, they do not guar-
antee your success. Note this disclaimer. We know 
from life that many ideas that could bring good 
and necessary changes actually go out before they 
light up, because the process of  obtaining sup-
port and resources is conducted chaotically.
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Make sure that when you want to change some-
thing and need people to approve it first, you put 
in the effort to convince them with an amount of  
energy equal to that invested in identifying and 
planning the actual change.

A final word here: if  you are on the other side of  
the table, if  you are one of  those who are pre-
sented with changes for approval and they are not 
described as nicely as you would expect, still, give 
people a chance. Try to see beyond their veil of  
nervousness and inexperience. Maybe you’ll see 
exactly the change you’re looking for.





LET’S CONTINUE THE 
CONVERSATION

I would love to know about how you’re doing 
with the changes you decided to make, as well as 
how you’re using any of  the ideas covered in this 
book. The easiest ways to find me are:

 • at octavian.pantis@qualians.com

 • on LinkedIn at https://ro.linkedin.com/
in/octavianpantis



Would You Like to Take These 
Messages to Your Organization? 
Book Octavian or his team now!

Octavian Pantiș accepts a limited number of  
speaking engagements each year. The inter-
national team of  experienced consultants at 
Qualians can help your organization navigate suc-
cessfully through these testing times.

To learn how you can bring his message to your 
organization and how your team can become 
even better at managing change, email office@
qualians.com or visit www.qualians.com.
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