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Overview 

This book uses research-driven data to determine 
which techniques maximize the chance of selling to 
potential buyers. Specific techniques include precise 
questions to ask buyers to reveal their needs and 
desires, and ways to portray a product or service 
against an established competitor to help guide buyers. 

“Sales ability is not a minor issue because
it will determine your career success and, 

as a result, impact the quality of your life.” 

Introduction. Why Use Science to Sell? 

In the United States sales is the second-largest 
profession in the nation, yet less than half of 
salespeople are able to meet their quotas. 

Due to the internet, most buyers have made their 
decision before even meeting a salesperson, but the 
industry has not yet adapted to technological advances. 

The success rate of sales is unpredictable since many do 
not train and sell based on proven facts and statistical 
evidence. How information is presented, rather than the 
information itself, can be the deciding factor. 

The author researched social psychology, nonverbal 
and verbal communication theory, neuroscience, 
cognitive psychology, and behavioral economics to 
uncover the best method to maximize results.  

Chapter 1. Why Sales People Underperform 

Salespeople are critical for bringing in customers and 
for gaining enough revenue to keep a company afloat, 
but according to a study published in the Harvard 
Business Review, salespeople were effective less than 
40% of the time, and they even performed behaviors 
that hindered selling more than half of the time.  

Talent is not enough to be successful in this highly 
competitive and complex marketplace. You must be 
willing to develop your skills and tailor your pitch to 

individual customers. The phenomenon, known as 
neuroplasticity , explains how the brain changes to 

accommodate new skills and challenges.  

Research has proven that 85-90% of sales training is 
ineffective. It is not obsolete; it simply needs to be 
altered for modern industry. Selling should not be 
based on a specific model to which one must adhere, 
but rather based on understanding the buyers minds  

Contrary to popular belief, extroverts are not 
necessarily the best salespeople, as they tend to have 
trouble listening. Instead, those who fall between 
extroverts and introverts have the highest revenues. 

Another myth is that asking a customer how he or she 
is feeling is unhelpful. Several experiments with sales 
calls have found that simply asking how are you
feeling today almost doubled sales  

“If salespeople, managers, and trainers do not
know how buyers mentally construct buying 

decisions, how can they know if a sales behavior is 
aligned with or violates that process?” 

Chapter 2. The 2 Methods of Sales Influence 

The brain understands influence in two ways: (1) the 
peripheral route, and (2) the central route.  

Peripheral: 

The peripheral route involves factors outside of the 
message which influence decision-making. This includes 
creating trust, or the presentation of the product or 
service. People make peripheral decisions through a 
series of mental shortcuts ( heuristics ), which allows 
for fast yet impulsive decisions. Heuristics are one of 
the reasons people make illogical, emotional choices. 

People will believe a decision is riskier if only one 
option is given. Giving buyers several options will let 
them think they are making the best choice with 
minimal influence. Furthermore, when given two 
vastly different options, people will struggle to choose. 
Introducing a third option that is similar, but superior 


