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persuasion 

>> command attention 

>> hold their interest 

>> get what you want 
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introduction 

Read this book, and you’ll be rich!

Okay, I’ll be rich too. But that’s the way the world works. To get what you want, you’ve got to give people what they want. To get attention, you’ve got to appeal to a basic need, and that’s what I’m doing. We both want to be rich, right? Watch, and learn.

To persuade anyone to do anything—even to listen to you— you’ve got to show them, clearly and quickly, what’s in it for them. Most of the time. Sometimes you need to tease and intrigue them and appeal to their curiosity or sense of humor. Hey, persuasion isn’t easy, which is why you need this book.

In this book you’ll learn an essential business and life skill. You’ll learn how to persuade people to give you their attention, to consider your point of view, and to support your efforts to succeed.

How will you do this? By seeing what persuasion really is, why and how it works, and what you must do to practice the art of persuasion. Wait, didn’t I just say it was a skill? It is a skill and an art—plus science. It’s psychology, sociology, economics, and communication, but not the way they’re taught in school. Persuasion puts all those things together at the person-to-person, in-the-moment action level. Success at persuasion depends on knowing what makes people tick, then showing them that the time has come to go along with you.

Wherever you’re going and whatever you’re doing, you’re going to need other people’s help. But this raises questions, especially if you’re in the early years of your working life: Who are these people? Where do I find them? How do I talk to them? Why should they listen to me? What do I have to offer them?

You’ll find the answers to those questions—and more—in this easy-reading volume.

What Is Persuasion?

For our purposes, persuasion is inducing one or more people to willingly and knowingly do something for you that they hadn’t initially planned or even wanted to do. Usually, they will resist you and have more power than you, which is why you need persuasion. Persuasion is getting people interested in doing as you suggest when they’re originally not particularly interested in that.

Persuasion works by influencing the other person to change. They are going to do something that they didn’t initially want to do, and they are going to do it because of you. You, as the persuader, are an agent of change.

Everybody Does It 

Everybody uses persuasion, and uses it often. You’re going to see persuasion whenever someone can grant or withhold something that someone else wants or needs. Persuasion applies in a huge range of professional and personal situations, including these:

[image: wish1] You need more time, money, or other resources from your boss 

[image: wish1] You’re selling a product or service.

[image: wish1] You have to raise money for a project or business.

[image: wish1] You want to break into a highly competitive field.

[image: wish1] You want admission to a certain type of school to learn a new vocation or avocation.

[image: wish1] You need to get past gatekeepers and gain access to people you want to persuade.

[image: wish1] You need to resolve a problem with a service provider.

[image: wish1] You simply want to get your way more often.

I myself have used persuasion to get a literary agent, win book contracts, sell products and services, gain promotions to better positions, and get approval for increased budgets, new hires, extended deadlines, and special projects. I have been a midlevel manager in Fortune 500 companies, an executive recruiter, a workshop facilitator, a salesman, a product manager, a new product developer, and, for the past ten years, a freelance writer.

The common thread in situations that call of persuasion is the need to influence people. This requires leading people or pushing them, chasing them or playing hard to get, pressuring them or leaving them alone. It all depends on the situation and the people involved, including you. The more you know about persuasion and the more tools you have at your disposal, the more effective you will be.

Whatever you want to become and whatever you want to accomplish, there are people who can help you. But you have to ask them to help you—usually more than once—give them good reasons to help you, and make them feel good about helping you. That’s persuasion, and you can learn how to do it.

Can I persuade you to turn to Chapter 1, so you can start learning how?


“NOT BRUTE FORCE BUT ONLY PERSUASION AND FAITH ARE THE KINGS OF THIS WORLD.”

—Thomas Carlyle 
(British historian) 


1 

Learn to Persuade, and You’ll Always Succeed 

When you hear the word persuasion, what do you picture in your mind? Maybe you see a slick Hollywood agent working the phones, or a politician working the podium. Maybe you think of a Mafia don making offers people can’t refuse. Or a flimflam man conning people out of fortunes.


per•suas•ion 

1. Inducing someone to do something they initially resisted 

2. Influencing someone more powerful than you to do as you ask 



The people in those stereotypical images often do persuade, with fast talk, trickery, begging, power plays, and pressure. These can be tools of persuasion, but for most of us they’re not the most effective ones—at least not when used that blatantly.

Some researchers claim that all communication involves persuasion at some level but we here we’re talking about specific tools for influencing others. The tools of persuasion that I’ll cover include flattering, reasoning, amusing, arguing, agreeing, insisting, badgering, soliciting, lobbying, challenging, bragging, threatening (in ethical ways), empathizing, apologizing, seducing, scorekeeping, bargaining, trading, storytelling, piggybacking, and persisting.

It’s quite an arsenal, but they all fit within a larger method. That larger method enables you to prepare a plan, locate and gain access to the people you need to persuade, engage their attention, present your case, deal with resistance, and secure their agreement.

Take Action 
Browse www.workingpsychology.com/marwell.htmlfor Marwell &Schmitt’s taxonomy of sixteen influence tactics.

Focus versus Hocus-pocus 

I should mention that I stick to what works, and I’m not keen on methods that I don’t find persuasive. Some authors and Web-site operators claim that they’ll teach you to secretly hypnotize people, establish magical rapport, lower their resistance, and get them to do things like drive you to the airport. I realize that most communication occurs on subconscious levels, which is where the methods I’ve just mentioned supposedly operate, but I’ve never met anyone who found them useful, and I still have to take taxis to the airport.

However, those methods aren’t totally useless. If nothing else, they may help you to focus on the other person, develop (or at least exhibit) an interest them, and maybe gain insight into their motives and emotions. Any of those outcomes would be useful, yet I suspect that researching their professional and personal backgrounds and listening closely to them would work better than trying to hypnotize them.

ARENAS OF PERSUASION 

[image: wish1] Advertising, selling, and public relations 

[image: wish1] Politicking and speechmaking 

[image: wish1] Networking and job seeking 

[image: wish1] Dealing with everyday human relations 

But Isn’t Persuasion Manipulation?

Sort of. In persuasion, you attempt to influence other people’s beliefs or behavior to achieve your purposes. Your purposes may be as lofty as Martin Luther King’s or as low as a snake oil salesman’s. But manipulation depends on whether the person being persuaded (whom I call the receiver or persuadee) feels manipulated, and whether the persuader is sincere.

The Ethics of Persuasion 

Professional persuaders, such as lawyers and advertisers, can usually argue either side of an issue. They can even do this while seeming completely sincere, which hasn’t helped sincerity’s standing. But that underscores the fact that persuasion is a skill, like swimming or cooking—but with a difference. With persuasion, you are influencing people to do something they might not have done without your influence. Therefore, you have some moral obligation to the people you persuade.


eth•ics 

1. Guidelines for behavior that are rooted in judgments about right and wrong 

2. Code of proper or allowable behavior for a profession or organization 



The chief responsibility is to be honest. Some professional persuaders will say, “Well, they’re big boys and girls who can make their own decisions.” Real persuasion is convincing people to willingly and knowingly do as you ask. They can’t do that if you’ve deceived them. You must act ethically.

The Goal: Change Beliefs and Behavior 

The goal of persuasion is to change someone’s beliefs and behavior. You might think that changing behavior would be enough, but beliefs dictate our behavior. Unless someone believes you can do a job, they won’t hire you to do it. So you must get them to believe you can do the job so they will exhibit the desired behavior and hire you.

Think of persuasion as the process of moving someone from Point A, their original point of view, to Point B, your point of view. Or if it’s a long way from their point of view to yours, move them from Point A to Point B to Point C, and so on. In other words, if you understand your receivers’ thoughts and feelings on a subject, then you can chart a path to your viewpoint or to interim points that will lead to your viewpoint.

Appealing to the Head and the Heart 

What is more effective: appealing to reason or emotion? Well, it depends on whom you’re trying to persuade, and what you’re trying to persuade them to do. It depends on how they view the situation and how they process information, and on the stage of the persuasion process.

To cover your bases, try to appeal to the head and the heart. Companies selling investments emphasize the financial return, but also use emotional appeals featuring silver-haired couples frolicking on golf courses, and college graduates in mortarboards. Similarly, charities portray the suffering of the afflicted, but also mention that the money goes to help the people who need it, rather than to pay administrative expenses. The companies and charities just mentioned do these things because people make decisions using both reason and emotion. They have to think something is a good idea and feel it’s a good idea. Also, most people lean more toward thinking or toward feeling their way to a decision, so it’s wise to strike a balance in your messages, at least until you learn how your receiver makes decisions.

In business, it’s easy to believe that the rational appeal is always most effective. But even there you often have to appeal to a person’s ego, competitiveness, sense of humor, or fear of looking bad. Few decisions are devoid of emotion. Even in sales of business-to-business products, such as photocopiers or industrial adhesives, skilled salespeople help customers feel that they’ll look good to their bosses, triumph over competitors, or enter the ranks of the forward thinking by buying the product.

KEY STEPS 

[image: wish1] Persuade yourself 

[image: wish1] Research and plan 

[image: wish1] Engage and pitch 

[image: wish1] Navigate and negotiate 

Four Steps to Persuasion 

As with any skill, there are proven ways to go about persuading people to do things:

Number1: Persuade Yourself 

You’ll have a hard time persuading someone to back your proposal if you lack confidence in it. Conversely, if you are confident in it, you stand an excellent chance of persuading others to come on board. Belief is contagious, and so is disbelief.

As someone who spent too long in too many jobs that I didn’t enjoy, I can tell you this: when you believe in what you’re doing, you will see far more success than when you don’t.

Number 2: Research Your Receiver and Plan Your Approach 

Research helps you identify who to approach and what to discuss. It enables you to identify and create potential wins for people, and to say smart things and ask smart questions when you approach them. It also helps you to anticipate and address potential points of resistance. All of this builds your confidence so you can be more persuasive.

Number 3: Engage Your Receiver and Make Your Pitch 

After you get your receiver on the phone or enter his office, you must soon present your proposal or plan. By proposal or plan, I mean anything from asking for time, information or contacts; to requesting their participation in a project or investment; to proposing that you work for them as an employee, consultant, or supplier.

This is the point where you usually— but not always—must answer the question that the receiver will pose in some form: “What’s in it for me?” I say “not always” because many people will give you their time or share information or contacts and expect nothing but gratitude. But they still must be persuaded that you won’t waste their time, misuse their information, or embarrass them in front of their contacts. As marketing consultant Todd Domke points out, “People can be very generous about opening up their networks of friends and associates to you, as long as they like you and trust you. If they don’t like you and trust you, the trail ends with them.” Getting people to like and trust you basically comes down to being informed, professional, respectful, and appreciative.

The Power of Research

In What Color Is Your Parachute? Richard Nelson Bolles suggests that job seekers deeply research organizations they’re interested in working for, first in written and online sources and then by interviewing for information with people in the organizations. The process often leads to actual job interviews and can even help you to persuade an employer to create a job for you. It’s still one of the most effective job-search tactics around.

When you want more than time, information, or contacts, be prepared to provide examples of financial, professional, and strategic wins that benefit the person or her organization—as well as emotional wins. Be prepared to meet objections and to discuss the receiver’s needs frankly. Be ready to handle unexpected news and setbacks on the way to your goal. Be armed with emotional appeals in case you need them. In other words, be totally prepared to make your pitch and support your proposal.

Number 4: Navigate Roadblocks and Negotiate Agreement 

To persuade someone to a course of action, you must deal with differences in viewpoint, objections to your proposal, and refusals to take the next step. Often it’s best to deal with differences indirectly to avoid challenging the receiver. Sometimes, however, it’s better to challenge them.

In other words, dealing with differences is something of an art. First, to deal directly with a difference you must get the person to state a specific objection. Some people will tell you quite frankly what they don’t like about your idea. Others will tell you they like it, yet refuse to take the next step. They’ll say things like, “It’s not right for us right now,” or “Everybody loved it, but it doesn’t fit our current strategy.” It’s hard to deal with these objections because they’re not specific. So the first step is to learn what, specifically, keeps someone from moving toward your point of view.

Then the real work begins: developing and delivering the logical or emotional appeals that will defuse, overcome, or minimize the objections. For instance, if someone says that what you’re proposing costs too much or takes too long or involves too many people, you can try to persuade them that the result is worth the cost, time, or manpower it will require. Or you can reduce their cost, time, or manpower commitment. Or you can point out that the cost, time, or manpower amounts to very little compared with that necessary for less-worthy endeavors. Or you can offer guarantees.

When someone is persuaded—that is, when they’ve logically embraced, or at least accepted, your point of view and feel positively toward your proposal—obtaining final agreement is usually straightforward. Yet many people often need a push to make the final commitment and actually give you the name of their contact, a big check, or a formal agreement. So always ask them to take the final step, and to agree to a specific timeframe or deadline.

Think Win-Win—No, Really 

You’ve probably heard about thinking win-win and building win-win relationships. However, since we are all mainly concerned with ourselves, it might sound like a line to you. Yet win-win is the only way to work effectively with people. You have to look out for yourself and the other guy. You have to actively seek wins for anyone you want to persuade. If you can’t find wins for them, you must try to create wins for them, even if it is only discussing the potential effect your proposal may have.

“Unless both sides win, no agreement can be permanent.”

—Jimmy Carter 
(U.S. President) 

So think win-win and seek and create wins for them. These wins can range from magnificent financial rewards to the simple joy of helping someone get ahead. Without mentioning these wins, however, you’ll find it hard to be persuasive.

Take Action 
For information on creating wins, get hold of Business Is a Contact Sport by Tom Richardson and Augusto Vidaurreta with Tom Gorman. It’s out of print but still available.

Persuasive Persistence 

In my experience, the two most important success factors in persuasion are locating people who are willing and able to help you, and then not giving up. Marketers, those paragons of persuasion, must accomplish these goals, and one way they do this is by showing persistence. Today, they expend more resources than ever on locating and cultivating customers, and, God knows, they never give up.

Persistence will boost your persuasiveness in several ways:

[image: wish1] If you look long enough, you will eventually find people who will be receptive to your plan or proposal.

[image: wish1] If you try to persuade enough people, your skills improve as you learn how to discover their motives, read their responses, and adjust your approaches.

[image: wish1] If you persist—in the right way—with specific people, either you will wear them down or you will become familiar to them and thus become a known quantity.

All three of these benefits of persistence are important, but many people fail to consider that last one. The first book I wrote was with Paul Miller, an executive-development consultant. I met Paul at a church we both attended, and when I learned about his work, I pitched him the idea of doing a business book together. When I first broached the idea to him, he politely turned me down. He would do the same a few times over the next two years. Then, however, we worked together on a committee and he realized that I was reasonably sensible, professional, and trustworthy. The next time I approached him, he agreed to share his materials with me so we could explore the idea of writing a book.
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