
We don’t have the money for that. That would be a next budget cycle expenditure. I think we’re doing this already. I’m not sure how this would fit in the budget 
right now. I’ll need to bring a few of my colleagues into this discussion before I can give you much more feedback. Let’s talk in about ninety days. I like your ideas and 
would love to pursue them next year. I’m not sure this is really for guys like us. We’re a pretty small department here and frankly I don’t think this is something we
could easily comprehend. We’re just trying to keep our heads above water. Our budget has been completely frozen. All judgmental expenses are cut to the bone, so
we can’t really do this sort of stuff. Oh, that would be something that the other guys, in the other department, would be responsible for. Let me socialize this idea a
bit and I’ll get back to you. I need to spend a bit more time with your proposal before I can really give you substantial feedback. I’ll be out of the office from this Tues-
day through next Friday of next week.                                   Let’s talk the following Monday. We’re really not the sort of company that uses consultants. The CEO is the one 
who would make any sort of decision like this. We don’t really have problems like that. We have an advertising agency already. Is this something that you’d do 
with our existing public relations team or would you be doing something completely different? We’re still very much in start-up mode here, so let’s see what sort of traction our current plans get in the coming days and then let’s talk. We’re in the midst of bringing on a new vice president who would probably be your best internal cham-
pion for this sort of work, so let me leave this decision with him. Frankly, the people you’d need to work are all about to get fired anyway. As soon as we get our 
new team assembled, let’s talk again. I really like the proposal you’ve sent us, but just so you know, I’ll be leaving the company next week. I don’t think this is a proje
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5 Shift Checklist
1.	 Shift the Question to reduce the obstacles

•	 What are the “facts” – the rules – that I’m working under? 				     
•	 What would happen if each of my “facts” turned out not to be facts at all? What if I’m wrong?
•	 What would the opposite of my “facts” be? 	  
•	 Given what you’ve just discovered, how can I do the most with the hand that I am dealt? 

2.	 Shift Time to create options
•	 What is your customer or opponent’s definition of time? What is yours? Are they different?
•	 Can you turn a marathon into a sprint? What steps would you take?
•	 Can you turn a sprint into a marathon? What steps would you take?
•	 Can you find time that your customer or opponent isn’t taking into account? What can you do with it?

3.	 Shift Interactions to change the game 
•	 What are your attempted solutions that aren’t working? Characterize the solution and create a 180 degree 	

	 opposite solution (from “ordering” to “requesting,” for example).
•	 Am I taking action when I shouldn’t be – pushing instead of listening?
•	 Am I not taking action when I should – dodging instead of informing?
•	 Am I being reactive, doing more of the same but thinking I’m doing something different? 
•	 When collaborating, do I ask, “Do you see it differently?” so I include others opinions?

4.	 Shift Perceptions to influence outcomes
•	 Are you framing your argument vividly or just pushing what you believe to be valid?
•	 Have you contrasted your offer with an existing anchor point in the ‘targets’ mind? 
•	 Are you showing what others stand to lose by not agreeing to your position? 
•	 Have you shown that your offer is a rare, exclusive scarce resource, product or service? 

5.	 Shift Structures to shape behavior 
•	 What are the driving forces at play? Follow the money. How is it actually made? What’s your customer’s 		

	 real motivation? 
•	 What are the driving forces at play outside your immediate industry but that affect your customers? 	  

	 What technologies, practices or behaviors are normal now that weren’t a few years ago – and that impact 	
	 how your product or solution can be used? 

•	 Who makes the decisions that count? What is hierarchically most important –near term or the future; 	  
	 investing in innovation or cost containment, change or status quo?  Note the path of least resistance, 		
	 that’s the structure at play. 

•	 Are there conflicting structures – goals, in this case – that are neutralizing your best efforts?  
	 Are your goals and your targets goals in alignment or in conflict? 

•	 Can you replace the existing reward structure with one that gives you a natural advantage? 
	 How can you promote this alternative structure and design a win?
•	 Change the scope, How can we do it larger or smaller? 
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