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The Big Myth
The heavy lifting in any influence
situation is done by...

.. a “‘rock-solid case”



“Humans are not really truth-seeking
animals. We are social animals.”

Jett Bezos

Source: Bezos interview with Lex Freidman, Dec 2023



https://youtu.be/DcWqzZ3I2cY?si=C0wi1MumS331PKt3&t=5290

Cases (arguments) are
poor tools for reframing.

Framing matters

People often frame The most effective
problems in ways that persuasion techniques
don’t match your reframe first, then
solutions. collaboratively find

the options.
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https://www.bryanlarsen.com/

Finding the Frames






Frames are “the way you think about” a problem

Your problem

Critical

sSuccess
Factors

Frames are the topics inside which we hold particulars — the necessary & sufficient set.

We don’t hold frames explicitly — they are usually buried implicitly inside narratives.



Frames are unique to individuals
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When frames are different, parties “talk past” each other.

Missing elements between frames indicate possible “blind spots”



A Different Approach to an
Influencing Conversation




A case-based approach relies on the case to do the persuasion

This pits your credibility and the solution you bring against a mis-framed view, and risks setting that conflict in stone, and damage to your credibility, and the solution you propose.

Old: Case-based New: Frame-based

Prepare your case Understand your frame

Your Case thoroughly. Your Frame explicitly and holistically.
. Understand their particulars. ) Understand particulars AND the
Listen Prepare objection handling. Listen Frame to diagnose blindspots
ke th Speak from your h ) Ask the unanswerable
Make the Case authority and credibility. The Questlon question w/ blind spot..
Thats a good question.
. ?Outcomes pre-determined ¢ Offer a Point of View to have
Accept/Reject : by their frame. Re-frame a new frame considered.

Hmm, thats interesting. How would that look?

Use your solution as

Co-create the “straw-man”.

The key is to diagnose blind spots
and re-frame separately



Where to find your Points of View

In almost every case, you can bring value to a relationship. If you re-frame how you think of value.

We often overlook value we can bring because
we are focused on what we seek from someone. “Investor”

Where is their current pain? Zone of Expertise

Where is your Overlap?

Where is your Expertise?

Influence is actively engaging with the overlaps
rather than deferring or isolating them.

©

Our Points of View often offer strong points of
) Zone of Overlap
connection. (Agree/Disagree)

Good collaborators want / need
“thought partners.”

You
Zone of Peer

Unique Expertise Zone of Expertise

“Thought Leadership” is nothing more than being

1 Chapter ahead of your audience.
© copyright Growth Arc Advisors LLC 2025



...brought to their
Pain point...

How do we
Influence? Your expertise...

...to offer Insight.

Do you have a Point of View?
Can you deliver it in a way that builds trust?



THE
MATERIAL
GROWTH
NETWORK

The Network is a community of

entrepreneurs and business developers
who are focused on growth and business-
building in the materials industry.

Industries represented include:

* chemicals

« plastics & polymers

« Biomaterials & clean-tech
« petrochemicals & energy.

Be part of a community of people who
share your passion for materials. Interact
with / learn from industry thought leaders.



http://growth-arc-19923746.hs-sites.com/roundtable-for-materials-growth-registration
http://growth-arc-19923746.hs-sites.com/roundtable-for-materials-growth-registration
http://growth-arc-19923746.hs-sites.com/roundtable-for-materials-growth-registration
https://materialgrowth.substack.com/podcast
https://materialgrowth.substack.com/podcast
https://materialgrowth.substack.com/
https://materialgrowth.substack.com/
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Kendall Justiniano

Kendall has 35 years of leadership experience in the
chemical industry. Most recently he was VP Marketing
at Grace. His career spans a breadth of markets with a
focus on growth, and business development.

Highlights:

e Led the transition from acquisitive to organic growth
for a S700M specialty catalyst division of W.R. Grace.

* Helped stabilize PolyOne’s S450M extruded sheet
division and effect a carve-out to private equity.

e Championed PolyOne’s penetration of the

Transportation sector, including investments in
thermoplastic composites (8% revenue growth).

e Grew Dow’s Aircraft Deicer business from S2M to
S20MM EBIT (S45M to S70M Rev) in 3 years.

He has an MBA from Ross School of Management at the
University of Michigan and a B.S. ChE from Purdue
University.

ADVISORS


https://www.linkedin.com/in/kendalljustiniano/
mailto:kendall@growth-arc.com
tel://13143978206/

Strategy & Transformation

ORV,

Q- Innovation

Growth Arc Advisors

FOUNDED IN 2021 AND STAFFED BY FORMER CHEMICAL Commercial Effectiveness
INDUSTRY OPERATORS, GROWTH ARC ADVISORS SEEKS

TO HELP MATERIALS FIRMS ADDRESS THE a
ACCELERATING PACE OF 21ST CENTURY DIGITAL

BUSINESS, BY ENABLING BEST-IN-CLASS COMMERCIAL
PRACTICES AND STRATEGIES.

Executive Coaching



https://www.growth-arc.com/
https://www.linkedin.com/company/growth-arc-advisors-llc/
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