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1Introduction


As social animals, we human beings cannot not communicate. Even if we are not speaking, our visual appearance and body language will ‘speak’ for us. It is therefore not surprising that people who have learned to be influential and persuasive communicators enjoy great success in life. This book will teach you how to master a range of practical and proven techniques for influencing and persuading others, which will work in all aspects of your personal and business life.


This is more than just a collection of theories on how to persuade and influence others. Spread throughout are real-life examples of people who have been acknowledged globally as highly successful influencers, together with insights into how they achieved this. And if they can do it, you can too!





2Lesson 1


What is influence?


3According to dictionary definitions, ‘influence’ can mean:




	to affect how others see a certain point or action, and react upon it


	to leave a mark on someone (not literally)


	to have someone or something start acting a bit like you.





Influencing others is one of the prime objectives of communication and is particularly important in the business world. In his 1936 book How to Win Friends and Influence People, Dale Carnegie wrote that dealing with people is probably the biggest problem we face, especially in business. He went on to say, ‘There is only one way under high heaven to get anybody to do anything and that is by making the other person want to do it. There is no other way.’


In this lesson we will be examining some of the factors that have been proven to be effective and powerful influencers, delivered by personalities as diverse as Sir Winston Churchill and Sir Bob Geldof. We will also explore what influences you – whether you make ‘head’ or ‘heart’ decisions, and how you ‘sell’ yourself when you want to promote yourself to others.



4What influences your decisions?


Think about the last time you bought something that was a ‘want’ rather than a ‘need’. Perhaps you were out and about, and you just saw something that caught your eye. You liked the look of it and you decided you wanted it, even though you knew you didn’t need it. You might have been aware that, at that point, a voice inside your head went into ‘justification mode’. It started generating ‘reasons’ why you really should have this object of your desire. Before you knew it, you had made your purchasing decision, handed over some money and it was yours.


Perhaps you remained pleased with that purchasing decision, or perhaps, in the cold light of a day or two later, you wondered what on earth possessed you to hand over good money for this ‘thing’. Whatever your feelings about that decision, your personality type will have influenced it.


The following is a list of different personality types related to buying decisions. Notice whether you identify with any of them.


The gadget geek


If it’s the latest technology, cutting-edge design and it’s considered cool to possess one of these, then the gadget geeks want it. They have an image to sustain, after all. If Apple brings out a new iPhone, then they have to be first in the queue to get one. They may even be prepared to pay someone to stand in the queue all night on their behalf so that they get pole position. They don’t even need to know what new features this iPhone has: if it’s new, it must be a better, improved version of the last model and it’s essential for them to be bang up to date.


When the Apple iPhone5 first went on sale in London, among the people in the queue eager to part with £599 was a man who justified his purchase by telling a journalist that he had just bought an Audi A6 and it was ‘only compatible with a phone that has a milled aluminium finish’! These people make justified, ‘from-the-head’ decisions.



5The connoisseur collector


These people don’t buy; they invest. They seek ‘elite purchases’, which they refer to as ‘investment pieces’. They attend fine-art auctions or – if the item they want has a particular rarity value – they stay away and become a telephone bidder, in case their presence inflates the price. Although they love beautiful things, connoisseur collectors are also prepared to invest in items that are acknowledged as desirable and therefore valuable, even if they are not to their personal taste. These could include fine wines, which they ‘put down’ in a temperature-controlled wine cellar, never to be consumed.


Admiration is everything and the quality of their possessions reflects their personal aspirations. They want to be seen as discerning buyers with impeccable taste. Although image is important to this group, their purchasing decisions tend to be led by the head rather than the heart because of the investment factor.


The memorabilia collector


These people consider themselves to be similar to the connoisseur collectors but dedicated to a particular theme. The theme might be Star Wars merchandise, royal family memorabilia or Barbie dolls through the ages. Because there tends to be no limit to the size of their collections, they are constantly adding to them, sometimes to the extent that their collected ‘treasures’ take over all the space in their homes. Charity shops, car boot sales, eBay and sci-fi fairs are all happy hunting grounds for these ‘from-the-heart’ buyers.


The trend follower


Trend followers are celebrity spotters. They avidly read the celebrity gossip magazines and, if they see that someone they admire has just started a new trend – perhaps with a hairstyle, tattoo, beauty/health treatment, fashion accessory or clothes – they have to follow it. Their hope is that, if they emulate their idol, some of their ‘stardust’ may rub off on them. Plus they will be seen to be ‘on trend’ with the latest ‘in thing’. The 6higher the profile their adored one has, the more the trend follower will want to replicate them. A prime example of this kind of idol is the Duchess of Cambridge. If she wears an outfit from a high-street retailer, it will instantly sell out, both in store and online.


These people are ‘heart buyers’, who may not necessarily think through their real reasons for making a purchase. For example, one serious downside of this behaviour has been the fallout from copying the ‘handbag dog’ accessory trend, i.e. carrying around a small dog in a handbag. First seen in the film Legally Blonde and then picked up by celebrities such as Paris Hilton, this treatment of small dogs as fashion accessories rather than as pets often results in the animals developing significant behavioural issues. Battersea Dogs Home has reported that they are increasingly being asked to rehome these disturbed small dogs.


The impulse buyer


Impulse buyers are easily influenced by other people’s persuasiveness and by ‘bargain’ purchases, and they are often great fans of television shopping channels. Their emotional states often drive their spending habits. For example, if they feel sad, they will buy something to cheer themselves up. If they feel happy, they will splash out on a treat of some kind in order to celebrate. If they are out shopping with a friend who is buying, they join in because they tell themselves that it would be unsociable not to and, in any case, they deserve it (whatever ‘it’ happens to be).


Unfortunately, impulse buys are often not wise buys. The impulse buyer can easily end up with wardrobes full of clothes they never wear. Their ‘spend, spend, spend’ habit can even take them hurtling towards financial ruin. A famous example of this was the football pools winner Viv Nicholson, who won £152,319 in 1961 (£5 million in today’s money), but who became penniless within a few years. These people are definitely ‘from-the-heart’ buyers.



7The self-help junkie


On a permanent quest for personal growth, material success or spiritual enlightenment, the self-help junkie buys a huge number of books, ebooks, training programmes, CD sets and DVD sets on their chosen subject. They are often prepared to travel anywhere in the world to attend their favourite teacher or guru’s seminars or retreats, where they hang on their every word. They consider their purchases to be investments, and it has to be said that some of these devotees do indeed utilize what they learn and go on to achieve all they desire in life. However, the majority of followers just accumulate a wealth of books that any library would be proud of, along with an extensive CD/DVD collection.


Until they feel that ‘something’ in their quest has made a difference to them, the self-help junkie will keep searching and buying because the answer has to be ‘out there’ somewhere; it’s just a matter of time before they find it. They make intuitive, heart-based purchasing decisions in their search for fulfilment and happiness.




[image: Tip logo] In order to influence others, especially in the context of selling them something, we must offer them something to which they will attribute value. This is why it’s important to understand their personality type and what drives them to make purchasing decisions.





Personality and perceived value


You may have noticed that only the first two personality types described make ‘head’ decisions and that only one of those invests in purchases with the potential to increase in value. And yet ‘value’ is the common denominator for all six types. What converts a ‘want’ to a ‘need’ is its perceived value. Every one of the personality types listed has perceived a value of some kind in their potential purchases, and a ‘need’ has evolved that can only be satisfied by possessing it.


8Let’s revisit these personality types to understand the different values they attribute to their ‘objects of desire’.




	
The gadget geek is vulnerable to peer pressure and has an innate need to be ‘leader of the pack’. This desire is so strong that it is programmed into their mental DNA and thus their purchasing decisions become logical, next-step actions. Possessing the most up-to-date, superior, shiny gadget has the value of fulfilling this non-negotiable need.


	
The connoisseur collector is always focused on the financial value of a potential purchase and evaluates it in terms of future return on investment. He or she may invest in a Picasso that is not to their personal taste because they know that, whether it is hung on the wall or not, it is an asset that can only appreciate in value.


	
The memorabilia collector has huge affection for their chosen theme. When they see a new ‘desirable’, especially if it is something they don’t yet have in their collection, their heart starts racing and an ‘inner smile’ just takes them over. They take great care of their treasured objects and attach much value to their activity because of the happiness they gain from it. They find it hard to part with any of the objects they have collected, even when the size of their collection becomes excessive.


	
The trend follower is searching for an identity. Lacking the courage to be original, they prefer to emulate others who they perceive to be setting new, desirable trends. Because their idols tend to be well known and publicly admired, the trend follower believes that they, too, will become popular if they dress the same way or do the same things. They have a strong need to feel admired and greatly value anything that might facilitate this.


	
The impulse buyer readily responds to their emotions. He or she will ‘invest’ in something that will either change an undesirable emotional state or enhance an enjoyable one to make it last. For example, they are on holiday in Spain, having a marvellous time. On the last day they experience a burning desire to take something home 9with them that will capture this sense of happiness. They browse the tourist shops and there it is – a straw donkey the size of a small child, wearing a sun hat. They have to have it! It’s a challenge carrying it home on the plane but now it sits, in pride of place, in the hallway at home. It’s in the way, of course, but every time our impulse buyer pats it on the head, happy memories of that holiday in Spain come flooding back.


	
The self-help junkie, in search of personal fulfilment and meaning in life, attributes value to anything that appears to aid them in their quest. They see their chosen gurus as having successfully completed a journey upon which they are keen to embark. They are eager to learn and to replicate everything that their chosen one did along the way. If their guru is happy to impart this knowledge in a book, on a CD or DVD, or in person at a seminar, then the self-help junkie is a willing follower, valuing every morsel of advice they can glean.





The role of the champion


Another situation in which people place great value on their needs being met is during a time of crisis. People look for someone to become their ‘champion’, someone who will take control and lead them forward to happier times. Great value will be attributed to the person who fulfils this role and, in this position, he or she becomes extremely influential. Two examples of such champions are Winston Churchill and Bob Geldof.


The influence of Churchill


During the Second World War, Great Britain’s ‘champion’ was Winston Churchill. An outstanding orator, his inspirational speeches provided a psychological boost to British morale exactly when it was needed. Two of his most memorable speeches – delivered in a tone of voice that resonated with unshakeable confidence and determination – were made during the dark days of 1940.


10The first one came on 4 June, just hours after the evacuation of Dunkirk, in which 338,226 British and French soldiers, cut off by the German army, were rescued from the Dunkirk beaches by a hastily assembled fleet of 850 boats. Many of these boats were just small pleasure craft – the smallest was only 14 ft 7 in (4.45 m) long – but they all played an essential role in saving lives. The ‘miracle of the little ships’ has remained a prominent legend in Britain. Some of the surviving boats took part in the Queen’s Diamond Jubilee river pageant in 2012, 72 years on from their finest hour.


The following is an extract from Churchill’s post-Dunkirk speech:




We shall not flag or fail; we shall go on to the end. We shall fight in France; we shall fight on the seas and oceans. We shall fight with growing confidence and growing strength in the air. We shall defend our island whatever the cost may be. We shall fight on the beaches; we shall fight on the landing grounds. We shall fight in the fields and in the streets, we shall fight in the hills; we shall never surrender.





Churchill referred to the outcome of the evacuation as a ‘miracle’ and the British press termed it a ‘disaster turned into triumph’. To this day, the phrase ‘Dunkirk spirit’ is still used in Britain to describe people who pull together to overcome times of adversity.


Churchill made a second memorable speech on 20 August, when the crisis of the Battle of Britain was imminent. German air attacks were being directed against the RAF airfields in the south of England, and Churchill used the phrase ‘so few’ to describe the RAF fighter pilots:




The gratitude of every home in our Island, in our Empire, and indeed throughout the world, except in the abodes of the guilty, goes out to the British airmen who, undaunted by odds, unwearied in their constant challenge and mortal danger, are turning the tide of the world war by their prowess and by their devotion. Never in the field of human conflict was so much owed by so many to so few.







11The power of the pause


One technique that Churchill deployed in order to add impact to his speeches was the use of pauses. Read the following extract out loud, exactly as it is written:


‘Never in the field of human conflict was so much owed by so many to so few.’


Now read it out loud again, pausing where there are dots, and notice the difference:


‘Never … in the field of human conflict … was so much …owed by so many … to so few.’


Suddenly, it now has a deeper level of meaning, a gravitas that truly ‘moved’ people emotionally. Churchill knew about the power of the pause and he used it to great effect.





The influence of Bob Geldof


Another, more unlikely, champion emerged in 1984. On the evening of 23 October, rock singer Bob Geldof, like many thousands of others in Britain, was watching the 9 o’clock news on BBC television. Like thousands of others, he was appalled by a graphic report on the human suffering and huge loss of life occurring in Ethiopia as a result of drought, disease and famine.


In his view, ‘30 million people are dying; meanwhile, in Europe, we’re spending tax to grow food we don’t need, we spend more tax to store it and we pay further tax, most disgracefully, to destroy it.’ He saw this as a crime; it made him angry and this galvanized him into action.


He needed to make a difference; the British public wanted to make a difference but didn’t know how. Geldof had the answer. Within weeks, he had assembled a group of high-profile singers, and composed and recorded with them the Band Aid single, ‘Do they know it’s Christmas?’ with the chorus of ‘Feed the World’. It was released on 7 December, became the fastest-selling single ever and raised £8 million.


12The following summer, Geldof initiated the satellite-linked UK and USA Live Aid concerts. By now he had support from the highest in the land, with Prince Charles and Princess Diana attending the Wembley concert alongside an audience of 72,000 people. TV pictures were beamed to over 1.5 billion people in 160 countries in the biggest broadcast ever known.
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