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sat around the table, anxi-
ly waiting to find out why
were called in to the mee-
g. With his head down and in
shaky, hesitant voice, the
xecutive read from the paper
n front of him, “I’'m so excited
to share an amazing opportu-
nity with you.” The rest of the
speech was a blur. We were all
too focused on the clear mismatch between his body lan-
guage and words we heard. His presence was full of ner-
vous energy. The lack of eye contact, the contracting of
his upper body, and the unnatural tone of voice made
everyone in the room distrust anything that was shared.
No amount of exciting benefits and opportunities would
convince the room that the change being introduced was
one in their best interest, even if it was. All they heard
was that they were losing their jobs. Simply put, they
weren’t persuaded by the facts.

It happens every single day, inside and outside of work.
An idea is presented, regardless of its potential positive
impact, that's met with doubt, skepticism, and fear.

PERSUASION

FOR
BUSINESS
LEADERS

Someone wants to make a career change, but their spou-
se believes it’'s too risky. An employee wants to incorpo-
rate a new program, but their manager only sees the
costs. A manager wants to change workflows for in-
creased efficiency, but staff fear loss of freedom.

In these scenarios you might share the WiiFM (what’s in
it for me) benefits. To get buy-in, you list out the reasons
why it’'s a good idea. “This will improve customer satisfac-
tion, it will save you time, it will help you develop new
skills.” They push back even more. You share more data
and figures showing the positive changes that would re-
sult, but to no avail. They stand even firmer in their oppo-
sition.

The truth is that majority of our decisions are heavily
influenced by our emotions, not logic. The delivery of our
message is also quite important in persuading someone.
We are constantly looking for cues on what to believe,
think, and do. Who is sharing the message? Do | trust
and believe them? Why should | care?

Ethos (credibility), pathos (emotions), and logos (logic)
are critical elements of persuasion, based on Aristotle’s
rhetorical triangle.
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PATHOS

Emotions: stories, inspiration, vivid language

ETHOS A

)\ LOGOS

and failed to build trust,
inspire possibility, and
ultimately persuade the
audience to believe in
the change. Your past
credibility, reputation,
and authority is impor-
tant but so is the delive-
ry of your message.
Even the most respec-

ted and admired leaders
Credibility: trust, Logic: facts, - - - 2,
brand, non-verbals, reason, data can fall to Insplre or ge

delivery

The Rhetorical Triangle

Corporate managers often rely on
logic, but few have mastered the abi-
lity to appeal to people’s imagination,
values, and need for trust and human
connection. It's often what distin-
guishes a manager from a true lea-
der.

This is where the speaker’s qualifi-
cations, reputation, and personal
brand come into play. People want to
know the source of the message and
decide if they trust it. Additionally,
audiences are searching for authenti-
city. Even a well-respected leader
could deliver a message poorly if they
do not seem transparent and forthco-
ming. People will wonder what they’re
hiding and begin mistrusting the lea-
der and possibly the organization.

Studies have shown that people
appreciate transparency so much that
they are more willing to forgive a ser-
vice provider for being late, and wait,
when the delay was communicated
as early as possible, and the custo-
mer could decide how to respond.
Complaints usually come in when
there is no transparency or
acknowledgement, and the custo-
mer is left wondering and anxious.

Emotions are also a significant dri-
ver of motivation. Both negative and
positive emotions can move a person
to act. Leaders who understand the
power of emotions and successfully
use them can connect with people in
a way that will either inspire them to
move forward or dissuade them from
taking a negative action.

In the first example, the executive
did not come across confident or au-
thentic in his message. There was no
sign of empathy or de-
sire to understand po-
tential downsides from
others’ perspective. He
relied solely on logic

nerate true connection
with others.

evidence

Before you try to persuade others to
believe an idea, ask how much you
believe in the idea yourself. Your non-
verbal language gives away a lot mo-
re than you may know. In fact, ex-
perts state that anywhere from 70—
90% of our communication is non-
verbal. This would include your eye-
contact, body posture, hand gestures,
voice tone and pace, facial expressi-
ons, and even our energy. We give
away who we are and what we belie-
ve without even saying a word.

Another mistake is failing to inspire
people by painting a vivid picture of
what is and what could be. Find out
the current pain your audience is ex-
periencing. You want to begin by des-
cribing the pain first through exam-
ples and stories. Use analogies and
metaphors. Help people visualize the
situation and the negative conse-
quences of the status quo, specifically
on them as well as others. This not
only helps people relate and put the
idea into context, but it’ll also help you
empathize with your audience. Jum-
ping straight to benefits, without any

menti-

on of

what’s

happening

now can be
perceived as
insensitive.

Others can'’t

relate to you be-
cause you haven’t
demonstrated you
relate to them. Once
you’ve acknowledged
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their pain points, then you can shift to
painting a picture of the brighter futu-
re, of what's possible. The key is to
utilize the power of emotion to move
people forward.

The next time you want to influence
someone, consider incorporating all
three of the elements of persuasion:
ethos, pathos, and logos, the Greek
words for character, emotions, and
logic. Along with the message itself,
think through how you want to deliver
the message. Remember that people
need time to process emotions and
thoughts. Rushing through the pro-
cess of gaining buy-in of an important
message will only end up taking more
time later to overcome resistance.
Take the time to understand people’s
potential concerns, questions, and
fears so you can build in stories and
examples in your communication.
Take time, even if it's a few moments
at the start of a critical meeting or
presentation, to acknowledge people
and their pain points. Set yourself up
at start to be the kind of person peo-
ple want to entrust in and follow.

The art of persuasion is a skillset all
leaders ought to develop and thank-
fully can be learned. As with any
art, it takes times to create
your own style as well as
practice to develop confi-
dence. As your persua-
sion skills grow, so
will the level of
positive impact
you make
on others.

The truth

is that majority
of our decisions are
heavily influenced by

our emotions,
not logic.



