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narrowed down the field (based on their own influential reach, the quality of their methods,
significant contributions to the field of influence in 2016, and ethical standards), I tracked down
as many finalists as I could for an interview. These are the ten who impressed me the most, along
with our complete interviews.
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#10 Sharí Alexander
Google “influence speaker” and you’ll find
Sharí (pronounced sha-REE) Alexander on
page one promising to “bring the ‘dark arts’
of influence into the light”. I’ve been a
subscriber to her blog for quite some time
and her insights are both sharp and
entertaining. If you haven’t met this master
of observation, connection, and influence,
then allow me to introduce you.
Back of the Baseball Card
What makes Sharí Alexander unique is
how she learned about persuasive triggers
and techniques. She spent years studying
CIA field agents, hostage negotiators, conartists, HUMINT officers, interrogators, trial
attorneys, mentalists, undercover law enforcement, and even pick-up artists. Her
mission is to put these powerful skills in the
hands of entrepreneurs and leaders so that
they can effectively be a positive influence in their businesses and lives. Sharí has designed
numerous communication training courses and speeches that cover these enlightening areas of
enhanced communication, along with self-study programs.
Sharí is certified in neurolinguistic programing (NLP), microexpressions, and body language. Her
clients include CEOs, politicians, professional athletes (NFL, NBA), television and movie
producers, news commentators (ESPN, HLN, NBC), and New York Times Bestselling authors.
Sharí is also a regular contributor to Entrepreneur and guest lecturer at USC.
Major Contribution to Influence in 2016

To Learn More About the Persuasive Profit Formula CLICK HERE

Persuasive Profits is Sharí’s 8-week course where she teaches entrepreneurs how to be more
influential in the profit-generating areas of their businesses. It covers sales, copywriting,
speaking/webinars, working with clients, and advanced influence techniques that can be used
every day.
My Complete Interview with Sharí Alexander
Tim:

What is your top tip that salespeople can immediately begin to apply in
their work?

Shari Alexander:

Sure. So, in sales and also just influence, in general, is all about alignment. Finding how your idea, the thing that you’re wanting to convince
somebody to do, can align with what is motivating to them. So, if you’re
trying to pitch a company idea, a project, a product or service, then how
can that align with what is of interest to your mark? And I use the term
mark just simply to mean the person that you want to influence. It’s my
shorthand way so I don’t have to constantly say ‘the person that you want
to influence’.
And your mark is your mark of focus because the three stages of
influence are to observe, then connect, and then finally, influence can
happen. And so, your mark deserves all of your observation and
awareness because they are the ones that hold all of the influential keys
that you’re looking for, all of those alignments. When I am doing my
speaking engagements or working with my clients, the five main things
that we look for – that I teach people to look for are the influential VIBES.
And we can dive into these however much you want, but basically, it’s:
what are their values? That’s the V in vibe. What is it they value? What’s
important to them? What are their identifiers? How do they see themselves and can your idea align with how they see themselves or who they
want to be?
Next is their beliefs. Their beliefs around the project, around you, around
the problem, around the solution. How can you find those alignments?
And then, emotional triggers. What puts them in a positive state versus a
negative state? ‘Cause you can leverage both of those. And then lastly is
their secret goals and desires. So, often we’re very clear about the
problem that we want to solve, but not so clear as to how we want life to
look like when the problem is solved. So that’s the secret goal and desire.
What would change? And also, it could even be as lofty as like: Who do
they want themselves to be? What goals are they searching for in their
life? And can your project, your system, your process, whatever it is, help
facilitate them to reach that goal or desire? So, if you can find alignment
with one of the vibes and then – kudos to you if you can find alignment
with all of the vibes, then you have the most influential pitch in the palm of
your hand.

Tim:

Beautiful. So, this goes way deeper than most people approach
alignment. First of all, I love the concept of alignment. I agree it’s
incredibly important to be aligned with the needs of the prospect or
customer or mark and really sort of get out of our own heads and stop
thinking, “Oh, I need this sale. I need this sale.”
But I’ve never heard anybody teach this in as much depth as your VIBES
system for identifying where the alignment is. And I think that’s the next
obvious question. Once you know that alignment is important, how do you
identify alignment? How do you find their needs? And these five
categories, I guess you could say, this VIBES model that you’re
presenting, goes far beyond the typical question of: What do your
prospects want?
What are the features or benefits that they want? And this allows us to
explore conscious motivators as well as unconscious motivators, which is
huge when it comes to influence. So I’m loving the system. I’m loving the
VIBES. I think that it’s much deeper than most people in most sales
trainings present it.

Shari Alexander:

Yeah, completely. And my experience – starting off with the features and
benefits, there’s absolutely nothing wrong with that. That is a fantastic
Sales 101 lesson to learn. And if you were selling a widget, then great. If
your product is $5-15, that’s probably going to get you by. But in the
people that I work with that are trying to get investors for millions of
dollars, who are trying to land six-figure coaching deals, who are – when
you’re playing in the bigger leagues, where the investment and potential
buyer’s remorse is much greater, then that’s when all of this skill set of
finding these. Like exactly what you just said, the conscious and
unconscious alignments become even more important because we can
talk ourselves out of saying ‘yes’ to something. Because saying yes to
something usually means saying ‘yes’ to change, which is scary.
So, you’re having to deal much more with not just the mechanics of your
offer, but the internal relationship with your offer. And that’s where I find
that the VIBES come in place. And as you probably know – I’ll just say
this for the article’s sake – everything that I learned is because I’ve done
extensive interviews with the people who I consider to be master
influencers. That includes CIA agents, whose job is to turn an asset to
spy for them. It includes hostage negotiators where somebody can quite
literally live or die based on what you say, as well as trial attorneys, even
con artists and pick up artists.
So these are the guys and gals who are in quite literally, high stakes, life
and death situations that only they can manipulate based off of their wits
and their words. So that’s what I found so – like when it’s such high
stakes, that’s when I started learning from them of these influential
VIBES. Now, I kind of had to figure out this model because none of them
said, “Oh, it’s the VIBES,” because nobody spoke the language yet.
That’s just what they did naturally from their trainings.

So everything that they talked about was not about the mechanics of ‘if
you spy for us, then this is how it will happen’. No, it was all emotional. It
was all the subconscious wiring and focusing on your mark. Like
everything is about listening to your mark. That’s why observation is the
foundation of influence.
When people ask themselves, “Oh, what should I say? I’ve got a big pitch
coming up, what should I say?” “Oh, I’ve got a sales meeting, what should
I say?” That’s the wrong question. It puts you completely on the wrong
footing because now you’re focused on you. You’re turning inward, trying
to grasp at thin air as to what’s going to be influential. The missing link in
that setup is: this is a conversation. You’re looking for it – like we
mentioned before – the alignment of what is of interest to your mark.
So, if you’re worried about what you’re going to say, you’re cutting out the
influential component, which is the person you’re wanting to influence. So
instead, the question that you always want to first ask yourself is, “What
do I need to know?” And then, that’s how the conversation naturally shifts
to the whole, you’ve heard it before, of ‘we have two ears and one mouth’.
You should listen with that same ratio.
If you’re focused on your mark and you’re focused on observing them,
then you naturally are asking more questions. You’re eliciting more
information from them. They see that you are interested and not trying to
be interesting. And then they feel connected to you because of that. And
now you have laid all the groundwork you need to be an influential
person.
Tim:

It’s interesting to me. You’re known for taking the dark arts of influence
and bringing them into the light. So you mentioned con artists and spies
and really people who use these techniques in life or death situations. Is it
funny to you ever when somebody says to you, “I’m really nervous about
this sales presentation,” when the people that you’re used to dealing with
are dealing with hostage negotiations and all that crazy life or death stuff?

Shari Alexander:

Not at all. Not at all, because I understand where it comes from. It’s
basically our primal brain kicking in. So if this is a situation that you’re not
used to or the stakes feel higher or whatever the stimulus is that triggers
your limbic system to start freaking out, I understand that because that’s
purely biological. That’s an okay thing. It’s okay to be nervous. It’s just a
matter of learning how to handle those nerves, how to handle the
biofeedback and control your body versus trying to control your mind and
the thoughts. And that’s a whole other discussion.
So, no. I think – and also – so here’s another huge influential principle.
You cannot influence somebody that you are judging. So, if I’m judging
you, then I have put you in a box. I have labeled you. And that is who you
are and who you will be to me in my reality, because perception is reality.
And once that judgement happens, once that box is placed, I am cutting
off my curious mind. And influencers are constantly curious. They never
stop being curious about the people that they’re interacting with. Because

that curiosity drives the observation, which then drives the influential
triggers that you’re going to pick those up. And then, you can find those
connection points, those alignments.
So, you can’t influence somebody that you’re judging because it turns you
off from influential opportunities and perception. The same applies to
yourself. If you are judging yourself, if you are shaming yourself, then you
cannot influence yourself. Because you put yourself in this box. You
labeled yourself as, “Oh, I’m nervous before this meeting. Man, I must
really suck.” “Oh my gosh, how am I going to handle this? This is not
good. I should be better at this by now.”
Whatever those judgments are, you now have cut yourself off from the
curious mind that would be asking, “What could I do differently?” “How am
I currently perceiving this?” “How could I change this perception?” “What
resources do I have? Who could I turn to?” That’s a curious mind versus
the judgement. So, having emotions that feel ineffective in the moment,
that’s okay. That’s human. But then allowing those emotions to spiral you
into more ineffective beliefs, that’s where the problem is going to reside.
Tim:

I want to ask you a bit of an off-beat question. And I’ve been asking a lot
of the other experts this question as well, in various ways. To your
experience, when you are interviewing the people who are at the top of
their game, again, life and death situations, this stuff has to work, do you
find that these people have been recruited because they have a natural
influence ability? Or is influence something that they’ve learned and
studied? Or is there some kind of combination?

Shari Alexander:

Yeah. So, specifically with the recruiting side, I assume you’re talking
about the intelligence community, because pretty much the other areas,
there’s not much of a recruiting process. And so, I asked those guys that.
“Were you just naturally good at this or what?” And so, specifically with
the intelligence community, yeah, the systems they – the organization is
looking for those guys and women. They’re looking for those certain
qualities because what – one way that you kind of get graded as a spy, so
to speak, is how many people you can turn into spies for you, how many
assets you can accumulate. Because the more expansive and extensive
your network, then the more intelligence you’re getting from multiple
angles, which then the agency can piece together.

Tim:

Is that something that’s measurable? I guess basically, I’m asking you, is
this nature or nurture? Are they born with this influence ability or are they
learning it?

Shari Alexander:

So, with the spies, I think the organization does notice who has that
potential and then they facilitate that further, because they do have
extensive training in that area. So there’s a balance there. With the con
artists, one of the patterns that I saw is typically – and this is speaking in
generalities –

Tim:

Now, are these ex-con artists or are they still in the game?

Shari Alexander:

[Laughing] They’re ex-con artists. As far as I know, that’s what they told
me.
So, from what I can kind of piece together with the patterns I follow with
them is: it appeared to be a natural ability because they didn’t train in it
and they weren’t studying it until later. They just realized like, “Oh, I have
this gift.” But if you go back a little bit more into their story, more often
than not, they grew up in a tough atmosphere. Whether their parents
were abusive or if it was a tough neighborhood and they probably weren’t
the bigger kid, the stronger kid who could fight their way through.
So, instead, they developed this skill of using their words to do verbal Jiu
Jitsu instead of grappling on the ground. And so, I mean, is that nature?
Is that nurture? I think it’s both. And then once they realized, “Oh, I have
this skill set,” then they started trying to enhance it. I will say with
everybody, of all the best people, they – all of them are learners. It’s a
kind of a kaizen type of philosophy when it comes to influence and
communication psychology.
These guys are just so curious, they find human beings fascinating. And
they, even in interviews, they were asking me, for like, “Well, what do you
think?” “What tips do you…?” And I was just like deer in headlights. I was
like, “Seriously? You’re asking me?” But that’s just the mindset is that
they never – I mean, some of them have an ego, of course. But the ego
never gets so big that they don’t stop learning.

Tim:

So it sounds like it’s a combination, then. It sounds like whether or not
there is inherent natural ability, there is definitely learning going on and a
love of learning and that nurturing that’s happening. So, one of the things
you brought up was their background. And some of them come from
abusive backgrounds. And what I’ve heard is that when someone is
abused, particularly as a child, they tend to be more observant. Their
brain tends to tune into those moments when, “Uh oh. Dad just came
home and I can smell that little hint of alcohol. Here it comes.” And they
go into defense mode or whatever it is. They learn to notice and observe
subtle shifts and changes in emotion that could lead to an abusive
encounter.
You mentioned observation, finding those areas of alignment. Is there
anything else with observation that you wanted to cover or talk about?

Shari Alexander:

I think when it comes to observation – a lot of people assume that when I
say the word ‘observation’ they instantly think body language. Which
makes sense. Observation sounds like what you see. But really, in my
world and what I’ve discovered, is it’s really more about what you hear.
What your mark actually says. Because so many people actually miss so
many influential triggers because they’re probably worried about what
they’re going to say next.

But I will say from a body language perspective, what you’re looking for is
basically what I call significant shifts. So, if you say something and you
see your mark, just for a moment, you see more of the whites of the eyes,
they nod a little bit, there’s a little bit of a smile. They might lean in. Then,
whatever you just said positively landed with them. So then that’s your
moment to inquire further, not just to realize like, “Oh! I just said
something good. Yay me! Gold star!”
Instead, that’s your signal to find out further, why did that positively
resonate with them? So, oftentimes, when I see that, I’ll just simply call it
out. I’ll say, “Oh, it seems like kind of landed with you.” Then they will
explain to me why it was. Like, “When you talked about one-on-one
coaching. We’ve been really wanting to bring that into our organization. I
think that’s a great aspect of the proposal.” Fantastic. I’ll be sure to
include that in the project.
Then the other type of significant shift, of course, is the negative. So, if
you say something and they kind of, you see the chest slump in or they
kind of lean back or they kind of tilt their head with a little bit of a squint in
the eye, or if there’s any sort of turning away. Then, whatever you said is
not resonating well with them. Do not ignore that signal. That is your
opportunity to find out why that didn’t land. And so, just call it out. Say, “It
seems like something I just said didn’t quite resonate with you. What’s
going on there?”
And they’ll explain, “Oh, well, we tried to do something like that in the
past. But Betsy in HR didn’t let it. So I don’t know if that’s going to
happen. It just makes our lives more difficult.” But I wouldn’t know
anything about the relationship with Betsy in HR if I hadn’t explored
further from what that signal was telling me.
Tim:

Great. Now, a couple of times, you’ve mentioned these guys…and gals.
I’m looking at the list here of the top ten influence experts of 2016 that I’ve
sort of accumulated here and –

Shari Alexander:

[Laughing] I already know what’s coming.

Tim:

And over and over and over, it seems like –why is this so male
dominated? And, is it male dominated? Or is it just that women are doing
it more secretively?

Shari Alexander:

Dude. I wish I had the answer to that. ‘Cause I’ve had this question – in
fact, last night I was at the Beverly Wilshire and had this conversation
with a colleague of mine. I really – this is something I’ve been pondering
for a long time. I don’t know why and generally speaking, kind of the
expert field in a lot of different areas tends to be more men. I honestly
don’t know.

I mean, if I were to hypothesize – and this is completely off the hip. I think
that in the past – and this is one of the reasons I want to be part of this
overall discussion of influence in the world. I think that in the past,
influence has been presented to us with a dominant male energy or male
perspective. And what I mean by male energy is like the old huntergatherer kind of thing where men are to dominate. Men are to win. Men
are to hunt. Men are to kill. That kind of a thing.
In the past, any time we’ve learned about negotiation, it was kind of like,
“Here’s how to screw the guy over without him knowing it until the end of
the conversation.” “Here’s how to win.” “Here’s how to dominate.” You
know, look at Glengarry Glen Ross. It’s all, “coffee is for closers!” And all
that. So, I think because – first of all, business for so long has been male
dominant. Then the lessons around business, and therefore sales, have
been male dominant.
The women being in the workforce is still just a slow burn because it took
us so long to find our place. And then we took on male energy because
that’s the only way we could be respected. Slowly, we’re getting into more
respect around female energy, female type of leadership and sales
approaches. So, I’m proud to be one of the lone females in this space of
influence because there is a – I struggle with the right words here
because I don’t want to sound stereotypical, but there is a more gentle,
caring – okay, here’s the word: collaborative way to influence, rather than
to dominate.
And I say this all the time, influence is a collaboration. Influence is a
dance. Sometimes your partner will lead and you follow. Sometimes you’ll
lead and they’ll follow. But it’s not one-sided. I just think in the past for
whatever reason, that was the culture. And I would like that culture of
influence to shift to not have that negative stigma. That’s what I say ‘dark
arts of influence into the light’ because it doesn’t have to be ugly. It
doesn’t have to be manipulative. In fact, it can be beautiful.
Tim:

Well, I’m starting to think and I’m noticing that influencers are not going to
have a choice. With the way communication has accelerated, the oldtimey, beat you over the head machismo sort of influence, huntergatherer, as you mentioned, just simply isn’t going to work anymore.
People are too smart for that. Consumers are more educated.
So, I’m noticing a movement, even men like Adam Grant are talking about
this more – he calls it powerless communication. You mentioned the word
collaborative. Susan Cain comes to mind with her book Quiet and what
it’s like to be an introvert in these types of roles. There’s, again, just to
say that there’s a different approach here. It doesn’t have to be the
stereotypical male. And not only that, but what I think you’re saying and
what I’m seeing is that that is going to be phased out. I think it’s going to
be survival of the fittest and the fittest is not necessarily going to be that
aggressive dark arts of the influence. But rather the light piece.

So, let’s talk about that. That’s an area of passion for me. I speak a lot on
that human connection element and the importance of connecting. And
you mention on your website that there are three main components.
We’ve talked about it today: observe, connect, and influence. Talk a little
bit about connection. And before I move on from this question of women
and influence, are there any techniques that women need to do differently
or adjust when it comes to connecting or influencing? Or can they take
the same strategies as men are using and just simply plug and play?
Shari Alexander:

Yeah. All of the strategies work for all gender types. If – in fact, as you
started the question, I thought it was going to go a different route, in that
there’s some technique that men particularly struggle with. And women
just tend to find that it’s easier because of societal norms. And that’s the
technique of naïveté. Sometimes, in order to get the information you need
from your mark, you need to kind of play it dumb. And I don’t mean, I’m
not talking about Marilyn Monroe type of over the board dumb or naïve.
But it is more of like asking for help, ask to be taught something. Inquire
as if you don’t already know. And that’s – so this goes toward the world of
elicitation, which is one of my absolute favorite topics. That this is how
you can elicit information in a conversational way so that your mark
doesn’t feel like they’re being interviewed or barraged with questions
about, “Tell me how you made your business successful?” “How did you
get all that money?” And all that stuff. There’s ways that you can do that
in a way that engages them and draws out the information.
So, specifically with naïveté, I find that men kind of struggle with that
because there’s basically three positions that you’ll be in in any
conversation. Either you’ll be the dominant one, so you’ll be playing the
role of father, teacher, mentor, successful kingpin, any of those. Or, you’ll
be on the same level as the person. You’re a peer, you’re a colleague.
Then the third level is that you’ll be submissive. You’re the student, you’re
the daughter, you’re the whatever those roles are.
And so, in any conversation, you can be one of those three. You can
even be all three in one conversation. But men, I find, struggle with the
submissive role because whatever it is. It’s usually ego, that they don’t
like to appear submissive. They don’t like to appear to not know. Versus
women, societally speaking, we’re naturally put into the submissive role
and are told to be quiet and learn. And again, I’m speaking in broad,
almost ugly generalities here. So yes, so women are actually better at
probably the observe and connect side because we are more natural
listeners kind of a thing. Versus men, who are prone to more try to prove
themselves.

Tim:

Are we being sexist here?

Shari Alexander:

Yes, completely. [Laughter] A hundred percent. That’s why I’m really
struggling with this. But there is something to be said of – and I think it is
a part of the conversation that at least is interesting as an intellectual
exercise. Like we talked about before, because it has been so male

dominant. And I think just the energies of the genders are switching so
much – you know, relationships aren’t as clear as they used to be: men
being the breadwinners and the woman being the stay-at-home mom.
That’s shifting. So then, how do men communicate in today’s world with
incorporating male and female energies and perspectives and techniques
and things? And same with women? It’s a fascinating time. It’s a
fascinating thing to watch. We’re all – all of us are trying to figure it all out.
Tim:

Yeah. I think there will be a time in the future when this type of
conversation might certainly sound antiquated. I know a lot of brain scans
will show that there’s very little difference physiologically between men
and women. Men are not from Mars. Women are not from Venus. That
sort of thing. Where there is a difference, and there still is a difference, is
in what you’re terming social norms and societal norms. And those are
shifting and changing.
So yeah, I think that’s the real difference between men and women is
really just how they’re perceived. As far as communication goes, as far as
this process of influence, I think those are really the only relevant
differences. But, that said, they are differences and they are relevant. So I
think this has been certainly a fascinating kind of approach to this topic
and this discussion.

Shari Alexander:

And I will say, from just the physiological standpoint, that generally one of
the reasons why women are so good at picking up on signals, so that
then they are probably more likely to be better at the observe part of
things, is that between the two hemispheres, the corpus callosum is the
tissue that connects the hemispheres. Ours, women’s, is thicker. So
therefore, when neurons and the pathways are going through that
membrane, we actually are able to process more information both right
brain and left brain. And so it’s at a faster speed. That’s why, when
women tend to be better at picking up on tone versus men hear the word
that you said. Just because – that’s just one example of – because there
are differences between the male and female brain.

Tim:

That’s where the term women’s intuition comes from.

Shari Alexander:

It could be. It very well could be.

Tim:

It’s amazing to some guys what women can pick up on. You know, guys
are oblivious to it.
All right, so let me shift gears here. We’ve been kind of dancing around
the topic of connection. With the little time we have left, there’s a couple
more questions I wanted to get to, do you have any tips on connection?
And also, describe a little bit about the importance of connection before
you get into the tips about how to do it.

Shari Alexander:

You cannot influence without connection. Because without connection,
your conversation is combative. You have to be in partnership with the
person that you’re wanting to influence. And to feel that partnership, there
must be some connection.
So, there’s a lot of different ways that you can connect with somebody.
There is the physical little kind of NLP hack of mirroring. And I do think
that that is a great technique and can be used. Most people see that as
the first thing that comes to their mind in the end all, be all. It’s not. You
can connect over shared experiences. That’s a great one. Especially
novel shared experiences. Anything that is novelty has just instant power
because then it shows that you’re a part of each other’s same little tribe.
So, for me, if somebody talks about marvel movies, okay, then we
instantly have a connection because that’s a novel shared experience.
Not everybody likes those types of movies. Not everybody geeks out over
superheroes like I do. But when they do, instant connection. Other forms
of connection are: shared goals, shared vision, as well as – so that’s like
we’re all moving toward something together. There is a way to create
connection over a shared enemy.
I mean, we can see that in today’s political atmosphere that people are
just glomming onto each other because they are pro-Trump or antiTrump. There’s an instant connection of “Yes, we have a shared enemy.
Screw the Democrats, they suck!” Shared enemy. “Screw Trump. He
sucks!” Shared enemy. So that’s another way that if you can find – but in
your company, if you bond over tearing down whoever – like if you’re the
number two company and you want to go kill the number one company,
then perhaps that could be a motivating factor in the culture of – like,
“We’re going to demolish such and such company.” Who knows.
So yeah, and those are just some easy kind of tribal triggers that we can
use. But yeah –

Tim:

What about the sales context when somebody has a very, very short
period of time to establish that level of know, like, and trust that is
required for a transaction to take place?

Shari Alexander:

I get that one a lot. And I turn back to the VIBES. Because the VIBES are
those connection points in which if I can learn that we share the same
values, if we have the same identifiers, if we have the same goals,
whatever that is, then we can connect over that. And then, if I learn some
of the VIBES, then those are my connection points to connect it to my
pitch, my product. So, people often wonder, “Oh my gosh, it would take
days to learn the VIBES.”
I’ve timed myself on sales calls as well as listening in to my clients’ sales
calls. I can pick up on a working amount of VIBES – so it’s two or three or
one of each, whatever it is. I can pick up on a working amount of VIBES
in seven minutes. Seven minutes is a perfectly acceptable amount of time
of chit chat. So this is kind of the realization that people miss out on is

that – and I’m a person that loves to cut to the chase. I would love to have
short meetings and just cut to the chase. But I know the value of chit chat.
Because that is your opportunity to learn, to observe, and find those
connection points.
And then my record, thus far, is three minutes that I know enough. I can
hear enough and see enough that, okay, I can work with those VIBES.
And just so you know, these phases are liquid. Observe, connect,
influence – I mean, influence tends to happen closer to the end, but you
go through these phases continuously in a conversation. So, within three
to seven minutes, you get enough of the connection point. Throughout the
rest of the conversation, you’re still going to be getting more connection
points. You’re going to be looking, hearing more of the VIBES. So
observe never really ends. And then you’re just looking for, okay, that’s a
hook. I can use that.
And then other things are simply like – people like to be around people
who are like them. So any sort of matching their energy. So if they are
strong energy, you want to take on a little bit more of a strong energy. If
they’re soft energy, you want to take on a little bit more of a soft energy.
But then the other thing is – here’s the biggest one: you need to be what
you want to see. So if you want somebody to be kind, smiling, enjoying
themselves, then guess what? You have to start off with being kind,
smiling, and enjoying yourself.
We are so afraid and we’re constantly looking for validation that
oftentimes people who really struggle with sales are the ones that walk in
with the weaker frame. Because they’re waiting for the moment to get that
glint of validation from their mark, that “everything’s okay. I like you. This
conversation is going well.” Versus walking in with the energy of
confidence and charisma. That’s what charisma is, is you walking in with
the powerful frame of, “This is great. I’m happy to be here. This is fun.”
Instead of meekly afraid and like you’re sending out that and then your
mark picks up on it. And they’re going to be like, “Okay, well what’s
wrong? I’m not enjoying this.” Because you’re sending out those signals.
Tim:

Let me try to find the balance in my head for this because oftentimes
we’re taught to mimic, to be a chameleon in order to connect. And then,
you’re also talking about leading the way and being more authoritative or
confident or authentic. So how do we strike the balance between being
our authentic selves and yet, being a chameleon in order to connect with
the person?

Shari Alexander:

You just landed on one of the key lessons I learned from hostage
negotiators. And there is a phrase that they use in – I don’t know if it’s like
a manual, but definitely in texts that I saw consistently around hostage
negotiation – is the term to be an authentic chameleon. So, you do
change. You do morph. But it still must be authentic. So the realization
that we must have as human beings is to realize the actual range that we
have within ourselves.

Sometimes we have a limited perception of who we are. Like, I am driven.
I hustle. I’m all work, work. But that same person, when they get home at
the end of the day, they do have those moments when they will sit in front
of Netflix and chill and relax. So then they do have that range for relaxation and recreation. People who are like, “I’m serious. I take things
seriously. No time for fun and games here.” But that same person, when
they come home and their dog is just shaking their tail like crazy and just
happy to see them, that same person will be silly. Like, “Hello, I see you! I
haven’t seen you in – oh, yes, yes, yes!”
So they do have the range within themselves to be silly. They just aren’t
acknowledging it, that reticular activating system. Again, influence the
person that you’re judging. If you have a limited range of labels that you
put on yourself, then you’re not fully expressing or seeing how you fully
express in this life. So, it’s much easier to find those authentic chameleon
moments because you know you have the capability. And you do have
moments in your natural life that you are soft, so you can be soft.
You know there are times when you can really puff up and dominate
because you do it on the soccer field. So then you just bring that into that
meeting when it’s necessary. So it’s a matter of a self-awareness to tap
into the range. So then you still are authentically morphing.
Tim:

Mmm. I have asked that question, gosh, dozens and dozens of people.
And I think that’s my favorite answer.

Shari Alexander:

Yay! That makes me happy.

Tim:

That balanced, that authentic chameleon. I think that’s it. Finding that
range that you fit into and then stepping into those roles. And I see that
play out in my life. I’m wildly introverted and yet I get on stage in front of
hundreds of people and do magic and mentalism and I speak. And it’s
just the outer edge of my range, but it’s my range. So I think that that is a
great picture.

Shari Alexander:

Yes, yes. Love that. Love it.

Tim:

So we’ve learned about who you’ve learned from. Tell me about who
comes to you for advice? Who is the person that is – maybe we’ll call it
your ideal client. Maybe we’ll call it your most fun project. But what types
of people benefit from your information and expertise?

Shari Alexander:

Yeah. Definitely people in leadership roles. Whether they have consciously become a leader, like they definitely wanted to climb the corporate
ladder, or if it’s the unexpected leader. That, they kept getting promoted
because they were very good at the skill set that they had, but now that
they’re VP, those skills of how to put that widget together or how to write
that code aren’t serving them as much anymore in the VP role of now
managing the soft emotions and motivation of a corporate culture. So,
leaders for sure because they’re – how they communicate has a ripple
effect. And so making sure that that conversation is collaborative and

positively influential instead of negatively influential.
And then, the other type of person is obviously the sales associate. So
that type of person just wants that little bit more of that winning edge to
beat the quotas, to become the star salesman. That person that is all
about self-development, personal development, and all that good stuff.
And then lastly, it’s going to be entrepreneurs. Entrepreneurs, depending
on where they’re at in their business, typically they stay very close to the
message of what is put out there into the world. That they are involved in
the copyrighting. Or they’re approving it, they’re getting out there and
speaking on stages. They’re on sales calls. They’re now hiring people.
I honestly think that nobody needs influence more than an entrepreneur
because we wear so many hats that require influential communication. So
those are the three main categories.
Tim:

And how could someone get in touch with you?

Shari Alexander:

My web site is definitely the best place to start.
http://www.ObserveConnectInfluence.com

#9 Nir Eyal
I shared the stage with Nir (pronounced
“near”) at a conference and I turned into a
total fan-boy - getting an autograph and a
photo. If you are an entrepreneur, business
owner, or start-up then you’ll be hooked too.
Back of the Baseball Card
You’ll find Nir Eyal at the intersection of
psychology, technology, and business,
helping people to build habit-forming
products.
He is perhaps best-known as the author of
the bestselling book, Hooked: How to Build
Habit-Forming Products but he’s also
founded two tech companies and has taught
at Stanford.
Nir attended The Stanford Graduate School
of Business and Emory University.
Major Contributions to Influence in 2016
Nir has spent much of 2016 spreading the
gospel of Hooked. In addition to fantastic
blogging at NirAndFar.com, Nir’s writing has
been featured in The Harvard Business Review, TechCrunch, and Psychology Today. Nir is an
active investor in habit-forming technologies and a sought-after keynote speaker for top
conferences and events. He also organized Habit Summit, an annual conference where some of
the world's leading behavioral scientists, designers, product managers and economists gather.

For Information on the annual Habit Summit, Click HERE

Best Sales Tip: Create habit-forming products.
The sale isn’t completed when the transaction is made. Take a look at the products and
services you deliver. Are there ways to make them more habit-forming so that customers come
back again and again? Could your product become your best salesperson?
A habit-forming product brings users through four experiences, or “hooks”. They are: trigger,
action, variable reward, and investment.
Trigger - Every habit needs a trigger. This is the beginning of the behavior. An example might
be when a young woman called Barbara sees a nice photo online of a place she’s planning to
visit. Her interest has just been triggered.
Action - When Barbara clicks the photo, she is taken to Pinterest, a site she’s never been to
before. Clicking the photo is the desired action – which was made more likely by how easy it
was to do.
Variable Reward - When Barbara lands on Pinterest, not only does she see the image she
intended to find, but she’s also served a multitude of other glittering objects. The exciting
juxtaposition of expected and unexpected delights her brain with the promise of reward. Before
she knows it, she’s spent 45 minutes clicking around.
Investment - While Barbara scrolls Pinterest, she builds a desire to save some pins. By
collecting items, she is making an investment, which increases her ties to the site and primes
her for the next trigger.
My Complete Interview with Nir Eyal
Tim:

What is your top tip for salespeople?

Nir Eyal:

You know, I think my most important piece of advice would be to really
understand your customer not just the fluffy stuff but the deep
psychological motivators that make your customer buy. And I think that’s
the best thing we can do as someone who is making a product or selling
product or offering a product to a customer. If we really want to improve
people’s lives, we really have to understand what makes them tick. On a
deep psychological level, what’s the customer’s pain? Not just some fluffy
stuff, like oh, you know I want this car versus that car, but really what’s
the pain you’re solving on a psychological level. And if you can
understand that pain point you can design better products you can
become a better salesperson because you will know how to push those
buttons to give the customer what they’re really looking for.

Tim:

Is it possible Nir…I know you’ve done a lot of work with creating habitforming products. What else as part of a transaction might be habitforming besides the product itself? For example, could the customer
experience possibly be habit-forming? Could the transaction itself
possibly be habit-forming? Is there anything else that goes into the
equation besides the product itself?

Nir Eyal:

Yeah, so the best is when you can make the product itself habit-forming
but the problem with that is that it has to be a product that’s used
frequently. Most of the products that I talk about in my book – companies
like Facebook and Instagram and WhatsApp and Slack and Snapchat.
These products are used multiple times a day. So, they have very high
habit-forming potential, but of course the question I get is similar to the
one that you just asked, “That’s great for them but what about for me? My
product is something that’s bought once every few years.” So, I’ll tell you
a quick story. I was hired to give a talk in front of 600 real estate agents. I
went to the podium and the person who was introducing me said, “This is
Nir Eyal, he’s going to tell us about how to make home buying and selling
into a habit.” [Laughs] I kinda went to the podium and I said, “Look, let me
be very clear. I’m not sure why exactly you hired me here, because you
will never make home buying and selling a habit. It is just something that
doesn’t occur frequently enough. It’s something that it is the antithesis of
a habit. A habit is something done with little or no conscious thought.
Buying a home or selling a home is something we tend to overthink. But I
only have one basic talk I’ve done this research for years and years, I
can’t just create a new talk on the fly, so I gave my same basic talk. What
was interesting was how the real estate agents took the material that I
presented and adapted it for their industry. And here’s what happened,
one lady came up to me and said, “Look, you talk about emotional needs
and what you call internal triggers, these frequently occurring pain points
throughout the customer’s day, and I know I will never make home buying
and selling into a habit, but here’s the internal trigger I found. I think that
people in my neighborhood have this constantly occurring internal trigger
of financial anxiety. So, I’m going to create this newsletter so that every
day they’re getting some type of information that helps them alleviate that
internal trigger of financial anxiety.” So, she created this content that
would be sent out frequently enough to form a habit with the content she
was sending out so that of course the result of someone eventually
wanting to buy and sell a home. If they were going to do that, they were
going to do it with her because she was top of mind. So, that’s the first
way that a product that’s not itself habit-forming can create habits, is to
create content around the product. That can become a habit. Another way
to do this is through community. Alright, so if you can get people together
in some way - there’s lots of car companies that do this the Porsche
driving club and the this-and-that clubs - where what people really want is
to connect with other like-minded individuals. But of course, since the
product, since the brand is hosting that even though you don’t buy a
Porsche all that often, you’re part of this community, this tribe and you
form a habit with that community. So, those are two ways you can bolt
habit-forming experiences around non-habit forming products; content
and community.

Tim:

That is absolute gold right there and for anyone reading this I think that’s
something that really anybody can apply even if you’re not involved in the
design of the product itself. So, these are two great examples, Nir and I
want to give you an opportunity if you have any others. Is there any other
example that may pop to mind?

Nir Eyal:

Well, there’s another example I could definitely give. With the community
aspect, there’s a company I wrote about recently in an article I published.
There’s a company called Hallmark you might know them from the
greeting cards. They also happen to manufacture Christmas ornaments.
A Christmas ornament I think is a perfect example of a kind of product
you just described, it’s something that’s just not bought very often. Like,
Christmas ornaments will never become habit. They’re just not bought
frequently enough. But here’s what Hallmark did, they created what’s
called the Hallmark Keepsake Ornament Club. This club is huge. Millions
of people are members of this Hallmark Keepsake Ornament Club. They
will stand in line in front of Hallmark stores in the middle of August to be a
part of this club. You can see their pictures on their Facebook page and
on their web site. It’s amazing how many millions of people are involved
with this club. Of course, this is a great example of how a company has
created a habit, not with the product being consumed but with the
community. It’s about, “I’m getting together with Betsy and Richard and
we’re going to get together and we’re going to trade Christmas ornaments
and we’re going to talk about what’s going on in our lives.” As one of the
privileges that you get by the way, as being a member of the Hallmark
Keepsake Ornament Club, you are invited to unpack the Christmas
ornaments every time they arrive at the local store. Some people would
think that’s free labor. [Laughs] But to the members of the Hallmark
Keepsake Ornament Club think that’s a really big deal. Clearly, it’s not
about the ornament it’s about the fact that I get to interact with other
people who I care about and who care about me. And the company is
facilitating that habit. And that’s a beautiful example of how a company
can use a community habit for a non-habit-forming product.

Tim:

Great. Content and community, that’s brilliant. So, tell me about your
sweet spot then. If these are some of the people who have hired you
mentioned the story of the real estate professionals who introduced you in
such a way that made you feel “Oh maybe this is not the right audience
for me.” Where do you feel absolutely at home? Who are the ideal people
that you can help the most?

Nir Eyal:

Well it used to be tech companies, but today, every company is a tech
company. And so any company that wants to have a digital presence of
some kind where they want people to interact with that digital presence
frequently. Any company that’s building an app. That’s kind of my bread
and butter. So I work with a lot of name brand tech companies here in
Silicon Valley, but I also work with venture capitalists and startups who
are building apps to do all kinds of things. Help people exercise more,
save money, eat better, communicate with their friends more frequently,
be more efficient at work. These are all healthy habits that I think that can
be facilitated through these technologies.

Tim:

What about the future, what has you excited in 2017 and beyond? Is
there a new book? Is there anything coming down the pike?

Nir Eyal:

Yeah, so I’ve been working recently on this question of the ethics of these
products. I think we live in an age where so many of these products are
so good that it’s hard to stop using them sometimes. When you think
about how we’re incessantly checking email and Facebook and Twitter
and Instagram and WhatsApp and Slack and watching the news and all
these products that somehow keep us sucked in. What I’ve been looking
at recently from a personal productivity side, is how do we put technology
in its place? How do we make sure that we control our technology and
technology doesn’t control us? Most of my articles from 2016 and then
moving into this year have really been about how do we become better
ourselves by understanding the persuasive tactics that these companies
are using, but making sure they don’t get the best of us.

Tim:

Would you say tech might be the new smoking?

Nir Eyal:

You know, a lot of people have compared it to that. I’ve compared it to
that as well, so I’m guilty as well. I think there is a fundamental difference
in that there’s not much good about smoking. Right? Smoking doesn’t do
much for you other than continue to satiate the addiction. Whereas these
technologies it’s completely different. Right? Because these technologies
are great. They do a lot of good things for us. We love them because they
are well-made products that help us do what we want to do. So, in that
respect they’re not similar to cigarettes. On the other hand, they do have
certain properties built in to them that do keep us hooked. That doesn’t
mean we’re powerless. Just like with cigarettes, actually. You know,
there’s a lot of evidence now that shows that the way you think about
cigarettes has a huge impact on how addictive they are. If you’re the kind
of person who thinks, “Oh my God nicotine is the most addictive thing
ever, I have to have a cigarette or else I’m going to die,” you’re going to
stay addicted. But it turns out there’s a lot of evidence that shows that
actually your perception of the addiction makes a huge difference. For
example, there’s been studies of Hassidic Jews who are not allowed to
light fire on the Sabbath. And it turns out that they feel no cravings on the
Sabbath – for a whole twenty-four hours – other than right before the end
of the Sabbath. [Laughs] There has been another study that showed that
people flying on airplanes who are smokers and when they’re told not to
be able to smoke, when the flight is three hours versus when the flight is
eight hours. You’d expect the nicotine kick, the desire to smoke, to hit
them at the same time if it’s a chemical dependency. Turns out that’s not
true. What ends up happening is that both people flying on those
airplanes whether the flight is eight hours or three hours, they both
experience the craving right before landing.

Tim:

Wow.

Nir Eyal:

So, it turns out that with all these products we’re only powerless when we
think we are. That’s really the lesson whether it’s video games or
Facebook or people watching sports too much, the news recently
everyone’s hooked on the news…these products only have power over
us if we believe they do.

As promised, this is me being a fan-boy when I met Nir:

#8 Daniel Pink
One of my favorite business thinkers, Dan
Pink jumped to the front of my mind when
I began compiling this list. However, when
you see some of his accomplishments and
his brilliant quick sales tip, you might be
tempted to ask, “Why isn’t he ranked #9 or
#10?”
Back of the Baseball Card
Former chief speechwriter for Vice
President Al Gore, Daniel H. Pink is the
author of several provocative, bestselling
books about business, work, and behavior
– including three long-running New York
Times bestsellers. His books have been
translated into 35 languages and have sold
more than 2 million copies worldwide.
Pink was host and co-executive producer
of “Crowd Control,” a television series
about human behavior on the National
Geographic Channel. He also appears
frequently on NPR’s Hidden Brain, the
PBS NewsHour, and other TV and radio
networks in the US and abroad.
In 2015, London-based Thinkers 50 named him as one of the top 10 business thinkers in the
world.
Pink’s TED Talk on the science of motivation is one of the 10 most-watched TED Talks of all time,
with more than 19 million views. Impress much?
Major Contribution to Influence in 2016
Okay, so I know that To Sell is Human: The Surprising Truth About
Moving Others didn’t come out in 2016, but it remained a top seller
throughout the year and remains relevant.
Using social science to offer a fresh look at the art and science of sales,
To Sell is Human became a #1 bestseller on the New York Times, Wall
Street Journal, and Washington Post lists and has been translated into
29 languages. More than a dozen outlets, from Amazon.com to The
Washington Post, selected it as one of the best books of the year. It
also won the American Marketing Association’s Berry Book Prize as the
year’s best book on marketing. Like Adam Sandler says, not too
shabby.

Best Sales Tip: A Real-Life Jedi Mind Trick.
This technique, called “motivational interviewing” by the academic-types, can be used in a variety
of situations when someone might need a nudge. Here’s the big idea, people do things for their
reasons, not for yours. To tap into their motivation, you’re going to ask them two questions. The
second question is entirely irrational, but the first is a staple in selling, “On a scale of one to ten,
how ready are you to move forward with this?” Let’s say they give you a low number, such as
four. Now you’re going to follow up with the irrational question…
“Interesting, why didn’t you say a lower number?”
In order to answer that question, they have to explore the reasons that brought them “all the way
up” to a four. In other words, they’re thinking about their own motivations for moving forward.
Pretty smart stuff.
Mr. Pink was unavailable for an interview, but provided the above tip via email.

#7 Frank Kern
Sure, I’d heard of this “cool uncle of internet marketing” before.
What student of influence hasn’t? But when I sat down to research
his web site before our interview, something strange happened.
His words influenced me. Despite an impending deadline, I spent
almost an hour on his site and I found myself taking advantage of
his offer. Even though I was just trying to be an objective observer.
(Even though I literally wrote the book on using words to
influence!) It was as though my fingers were filling out the forms
on auto-pilot. This man has some magic.
Back of the Baseball Card
I once read that the shorter a person’s bio, the more money they make. Here’s Frank’s: “He is the
most sought-after Direct Response internet marketing consultant and copywriter on the planet.“
Mic drop.
Major Contribution to Influence in 2016

To Get a Copy of Frank's Book, CLICK HERE
Not available in stores (not even Amazon), this concise guide lays out some of Frank’s best advice
for landing clients. If you sell any kind of professional service, this is worth a look-see.

My Complete Interview with Frank Kern
Frank Kern:

All right. So I'm the worst salesman, ever, and I hate selling and I'm very,
very intimidated by it, largely because I cut my teeth in sales as a car
salesmen, which is a very adversarial profession, and then as a door-todoor salesman making cold calls, which is obviously [cell connection
dropped]. In a perfect scenario, the prospect should be well aware of
what you do and how much you charge, and they should already want it
before you ever talk to them, and that's the job of marketing.
However, if you find yourself in a sales situation where you have not
engineered that scenario in advance, then the best tip I could give is to
have the revelation, realization that the prospect does not care about us,
the salesperson, at all, and that the entire conversation should be about
the prospect and, more specifically, about the desired outcome that the
prospect has in relation to whatever the thing it is you're selling. And if
you can elicit what that desired outcome is and why they want it, then it
gives you a very, very good ability to make a case for how your stuff can
help them – if, in fact, it can help them.
And another thing that I learned is that all prospects are going to be very
naturally skeptical and it makes a lot of sense to be very upfront and open
about what they might be skeptical of well in advance of ever making the
pitch. So, for example, if you're selling some sort of information about
business building and one of their areas of skepticism might be, "Hey, I
don't know if this is gonna work for me because I don't have XYZ," I found
that it's really, really helpful in that sales conversation to say, "Listen, I
need to be right upfront with you. A lot of people this isn't suitable for
XYZ." And just shutting that fear down and being upfront with them about
that one area of skepticism allows them to therefore now be open to
everything else you're telling them because they're no longer concerned
about it, if that makes sense.

Tim:

It absolutely does. And so, it sounds like your first tip of really focusing
everything on the person that you're speaking with – it's not about you; it's
about them – it sounds like that's a pretty common mistake that a lot of
salespeople make, is either focusing too much on their product or their
features and their benefits. So is there a favorite tactic or technique that
you have to uncover what is truly important to the prospect?

Frank Kern:

Yeah, and I like to be really direct about it. So, again, I rarely ever would
talk to anyone unless I've engineered the situation to the point that they
already want it and they're often-times coming to me. So, with that said, I
kinda like to have that as a whatever – I want to say predisposition, but
that's not the right word. I'm a little sleep deprived. I've been on the road,
so you have to excuse me. But, yeah, I will ask them bluntly, such as,
"Hey, shy did you take the time out to have this conversation with me
today? What are you hoping you can accomplish?" And then I might say,
"And, by the way, the reason I'm asking that is I want to make sure I
actually can accomplish that and, quite frankly, what I have is not
appropriate for everybody."

And, again, doing that and having that just level of upfront, full disclosure
and transparency really helps the sale. And it helps the sale in two ways.
Number one, it uncovers whether or not you're not a good match for the
person, and if you're not, you can say, "Oh, man. You know what? I'm so
glad we found this out now. There's no point in us having this conversation anymore 'cause I really can't be of service to you. I don't want to
waste your time." And so that's thing number one. And thing number two,
the people that you actually can help it causes a great deal of trust.
Tim:

So it sounds like you are using marketing in a way that makes the job of
selling either much easier or even sometimes virtually nonexistent.

Frank Kern:

Well, it's never nonexistent. You can eliminate the need for person-toperson selling, depending on your ticket size. If marketing is done
properly, they could just place an order online or whatever, you know,
through a mechanism. But the formula that I like to use is essentially
generate a lead by offering to help them for free by giving them some
useful information; then further position yourself as being very helpful by
over delivering on that helpful information. And, usually, that's going to be
a sequence of information that actually helps that prospect achieve some
of the results they're looking for in advance of ever talking to you. And the
next step in that is to essentially say, "You know, if you're really serious
about getting whatever this result is, I'd be delighted to talk to you about it
and brainstorm some ideas on how to do it."
And then there's a really formula that I follow, and it's pretty simple. I offer
to help them for free. Then I tell them why I'm offering to help them for
free, which is typically something like this: I'll say, "The reason I'm doing
this, by the way, is that a percentage of the people I talk to end up
becoming clients." So that tells them right up front that there's a possibility
that a sale will be offered or made or whatever. Then I tell them the price.
I say, "By the way, in the event that you want to become a client, it's
gonna be this much money." And the next phase is, well, I'll let 'em know
it's not going to be a sales pitch in disguise. I'll say, "Listen. By the way,
this is in no way a sales pitch in disguise. Here are the things we're going
to accomplish during this conversation. And at the end of it, if you decide
that you might want to become a client, then we can discuss it, and if you
don't, that's totally fine."
And the final piece of this is where I do takeaway. And in the takeaway I
list the criteria they have to meet in order for us to ever have a
conversation. So, for example, I might say, "Listen. By the way, I can't be
of benefit to everybody, so in order for us to even have this conversation,
you need to meet some simple criteria." And that might be, for example,
you have a real business, you have an existing database of prospects,
you're selling something of actual benefit, you have goodwill in your
marketplace, et cetera. So I like to use marketing as a pre-educator and
as a very big filter to only put myself in the position to interact with people
that are highly likely to say yes from the get-go. And because of that, I
don't really have to do any traditional good selling, if that makes sense.

Tim:

Yeah, it does. Definitely. And I mean there's a lot of sales elements baked
right into that process. But, again, it's just being handled either by a
website or some other material that is, I guess, in essence, a hoop that
they jump through in order to get to a place where you're having a
conversation with them. Is that right?

Frank Kern:

Well, you have to put some stuff before the hoops, though. So you have
to demonstrate that you can help them by actually helping them in
advance during your marketing process. So the marketing process can't
just be hoop, hoop, hoop. It has to be of genuine benefit to that end user,
and they have to really recognize that, "Man, this has actually been very
helpful to me." And because of that, now they might say, "You know, I'd
like to explore working with this person further," and that's where the
hoops come in.
And the hoops aren't for psychological manipulation purposes. They're
really for filtering out prospects that (a) don't want to buy anything, or (b)
can't afford your stuff, or (c) don't meet your perfect prospect criteria.
Because I mean I can't speak for the rest of the world, but I know that I
cannot help everybody. My stuff is only suitable for a certain type of
entrepreneur, so why would I ever want to talk to anyone who isn't that
particular person?

Tim:

And it sounds like that might be the top sales tip. I mean it seems to be a
theme that's coming out over and over again, is serve first, sell second.

Frank Kern:

Well, yes, and there is a strategic process to that. Like I have this whole
marketing methodology and selling methodology that I call Results in
Advance, which is really the single most important thing that I ever
stumbled upon and, for me personally, it has made me the most money.
And what you do is you figure out – usually, I'll just do this on paper or I'll
draw a little stick figure with a frowny face on the left, and then I'll draw a
stick figure with a smiley face on the right, and then I'll draw a line
between those. And the frowny face guy represents your prospect where
he is now. He's not happy. He doesn't his results. And the smiley face
represents where he is happy and he has whatever those results are.
And then I'll map out maybe like the top four things he needs to do in
order to actually go from being unhappy to being happy, so from no
results to actually having results. And then in the marketing and sales
process I will help him get through each of those – I call them milestones.
So, for example, with that book – you know, the how to get clients fast
even though no one's ever heard of you – I know my clients have to go
through specific milestones, and my prospects have to go through
specific milestones.
The first thing is they've got to develop leads, right? So that's step
number one. So I teach them, hey, here's one very simple, very effective
way to get people to raise their hand and say, "I'm interested in getting
results." And then step number two is those leads now have to get to the
point where they like and trust you. So I teach that person how to deliver

content sequentially to those new leads to further educate them on how to
get whatever the specific result is.
And the third thing that I know is that that consulted person now needs to
have his leads requesting help from the consultant himself. So I teach him
something called the "irresistible entry offer process." And the fourth thing
is now I know that that consultant needs to be able to actually have a
conversation with that prospect that is likely to result in a sale. So I teach
them the collaborative close process.
So I'll do a great deal of that stuff for free, in advance of ever having a
pitch. So by the time I make a pitch, that prospect who used to be cold
has hopefully – if I've done my job right – already experienced tangible
benefits from dealing with me, and they've experienced tangible benefits
in the proper order. And the response I'm always trying to get from them
is "Thank you. What now?" Right? So if a guy gets a lead, he's like,
"Okay, sweet. I got a lead. Now what?"
And so if a salesperson can engineer that, if they can reverse engineer,
"Okay, what milestones do I need to help a prospect get through so now
that he's like at that ultimate 'thank you, now what' point?" – you know,
he's like, "Okay, man, just tell me – give me the stuff because
everything's working" – that's what you want to do. So it's not just blanket
service. It is more a strategic engineering of helping this person get very
specific results in advance so that the natural thing to do at this stage is to
ask you for help.
Tim:

What next. I love it. So, like you said, very strategic, very specific, not just
feel good reciprocity kind of service, but a targeted, specific checkpoint,
almost, that you want to get them to.

Frank Kern:

Yeah. Because once – the further along you move them from the left to
the right for free, the more they are going to be interested in paying you
just to help 'em hurry up and get all the way to the right. And I learned it in
the dating industry. So I had this strange confluence of events where I
helped Strauss, who was an author who wrote a book called The Game –
I helped him create and launch a dating advice product for men. And, of
course, I had no idea what I was talking about in terms of how to attract
women or whatever. You know, I'm your typical nerdy computer guy,
especially back then. This was in 2006.
So I was trying to copy and do the marketing for this, and I was doing a
very, very bad job of it. And we stumbled upon this. So I said, "Let's just
try holding some free teleseminars." And the first teleseminar we did, we
offered – well, "we" – I didn't really do anything; I was just writing the
copy. But Neil said, "Listen, I'm gonna do a free teleseminar for
everybody and I'm gonna tell you how to go up and actually start a
conversation with an attractive woman at a bar without being terrified and
without looking like a creep. And this was all for free. And he did.

And the next day we were flooded with guys that went out and actually
did it, and now they're like, "Okay, what do I do now?" Because they had
started the conversation and the girl didn't run away in terror and the guy
didn't, you know, vomit on himself out of fear or whatever. And so now
they're like, "Dude, give me more." You know what I mean? 'Cause now
they're extremely engaged.
So I was like, "Okay, well, what's the next? Neil, what's the next logical
thing we should teach them?" He said, "Well, the next logical thing we
should teach them is how to actually have that conversation." So then we
did that again, and we did another teleseminar. And it was like, "Okay,
here's how to actually hold a conversation, and here's what never to talk
about, and here –" I mean it wasn't anything cheesy; it was just a lot of
guys that didn't know – myself included – didn't really know what to do.
So you say hello and now you're standing there with your hands in your
pockets feeling dumb. So we did it and it worked.
And then the next day, they were like, "Dude, this is unbelievable. I went
out. I said hello. They didn't run away in terror, and I actually had actually
had a conversation with them, and they didn't like mace me, and I didn't
get freaked out and terrified. What now?" Right? And so now the next
logical step is, well, let's give 'em another free teleseminar and teach 'em
how to ask for the phone number.
And by the time we had gotten all the way to that point and we had
actually had these guys that – I mean I don't mean to disrespect them, but
as an avatar – you know what I mean – were the stereotypical, very
introverted, insecure guy who just wanted to get a girlfriend and they'd
gone out and they had had a conversation and they gotten the phone
number. By the time we'd helped them get to that point, making the sale
of the home study course on basically how to go out and get a girlfriend
was very, very easy because they'd already gotten to this point where
they got the number, and they're like, "Dude, I'll really do anything if you
just tell me what the hell to do next because I'm so close. I'm at the 90yard line."
So if you can engineer that, even in a one-off selling situation, I think it's
very, very helpful, and I believe that it requires none of your typical stuff
that a lot of salespeople don't like and certainly the public hates being
subjected to, which is deliberate psychological manipulation and pressure
and all of this kind of stuff. It's the old "demonstrate you can help them by
actually helping them" trick.
Tim:

The “trick,” right…

Frank Kern:

Yeah. (Laughs)

Tim:

So I guess the next obvious question for a lot of people would be what's
the ratio? When do you transition from being this helpful advisor to being
this paid consultant? Is there a rule of thumb for a number of contacts? Is
it intuitive? Is it a vibe? Is it a feeling? How many serves before the sell?

Frank Kern:

It really depends on what's being sold, so I think the audience is largely
actual salespeople. Yeah?

Tim:

Mm-hmm.

Frank Kern:

Like people who sell professionally, such as financial advisors or
whatever? So if that's the case and we're not trying to transition to an
online course or whatever where they read a sales letter, it could be
immediately, but the way it's done requires some finesse. So let's say
someone – you know, you place an ad and it says – let's say we're in real
estate, right? And we want to get listings to sell people's homes. And so
we might – or, actually – yeah, that's what we want. And so we might
publish an ad that says, "Public announcement. Discover that first quarter
2017 East County San Diego market report. Find out what homes are
selling for and what you might sell yours for." And that's a lead generation
mechanism, right?
So we might have people raise their hand and say, "Yes, I would like
that," so we send it to them. But we could conceivably on the very same
or very next day say, "Hey, thank you so much for requesting this report.
And, by the way, if you're very serious about selling your home, I would
be delighted to come evaluate the home and give you an idea of how
much you could sell it for, depending on your timeline, and give you some
tips on how to maximize the sale price of your home. And the reason why
I'm doing this is because I'm a realtor and some of the folks I do this ask
me to list their home for 'em."
So, notice I'm setting myself up for that listing presentation. I'm not
immediately saying, "Hey, give me some money." I'm positioning that
listing presentation as something of benefit. And it needs to genuinely be
something of benefit. So now the prospect knows, "Okay, this dude will
come over. He'll give me some advice on some things I could do to
maximize the sale price and get it sold quickly. And I know he's a realtor,
so he might pitch me on listing the house with him, and, who knows,
maybe I will." Right? So you can do it quickly if you do it very politely.

Tim:

And quickly might be important in that industry. If people are selling their
home very quickly, time might of the essence, so it's good to know that it
can happen relatively quickly if needed.

Frank Kern:

Yup.

Tim:

So, let me switch gears on you now. I wanted to know, if somebody really
wanted to learn the persuasive arts and they wanted to learn it from you,
where would you send them? What would you sell them? Is there a

program, a package, a product? Or would you redirect them somewhere
else?
Frank Kern:

You know, I probably would not sell them any of my stuff at this phase
because I'm more of a use marketing to make them like you so much that
the sales call itself is essentially you asking them some questions to
make sure they're a good fit and then taking an order, right? So if they're
looking for how to be a better salesperson, I'm not really that good at it.
But what I would offer is to say, "Hey, just go get all the free stuff from me
that you can, and then if you find that useful, then buy something if you
want."
So if someone were to go to FrankKern.com, I think there's an opt-in box
somewhere, and then after – I think my e-mail sequence for cold traffic
like that is two e-mails, and I think the first one says, "Well, now you've
done it. You've given your e-mail address to a marketer and that's
probably a terrible idea. You're about to get spammed to hell and back."
And then I give 'em a series of options where they can opt in for free
webinars and stuff on various topics and what have you.
I wanted to kind of give one pointer there, which is the – I think you can
study all the influential stuff that you want to, and that probably helps. But
I think the most helpful thing is to really develop a very, very intimate
knowledge of exactly what the needs and fears and desires are of your
market and really, really know that cold, because all any prospect will
really ultimately want is to typically get out of some sort of pain.
So if you understand what the pain really is and you can articulate it to
that person, and you can genuinely help them get out of it, that's the best
influence you have, is you could say, "I'm guessing you've reached out to
me today because you're experiencing X, Y, and Z. Is that right?" And
they might say, "Yeah." And then if you know that pain, you can really
say, "You know what? A lot of people come to me, and some of the
stories I've heard you wouldn't believe it. And, for example, I've heard
this, this, and this. Does any of that sound familiar to you?" And they say,
"Yeah." And so, "What are you hoping that we can accomplish together if,
in fact, we can accomplish anything?" And then they you exactly what
they want.
So if you have the ability to deliver exactly what they want, now you've
essentially had them telling you, "Here's exactly what I want you to give to
me," and the sale becomes very, very easy if you can give them what
they want. If you can't, then it would be a wise idea to say, "You know, I
can't give you all of that. I can help you with these areas. Does that
interest you?" or whatever. And so everything that I just sort of walked
through isn't really – I wouldn't put it in the category of like super
influential Ninjitsu or whatever. It's just being freaking cool and actually
knowing what it is that you can do to serve them and knowing how they
need to be helped and just eliciting that information.

Tim:

Beautiful. So who, then, is your market? Who are the types of people
should reach out to you or do reach out to you? And what type of client or
prospect or person do you get excited about working with?

Frank Kern:

So my person that I can help the most – oh, man, this is a really very
narrow market – is going to be someone who sells a service or a soft
deliverable, such as a consultant or a coach. And when I say "coach," I
mean a real coach. I don't mean the person who sells how to sell
coaching by placing Facebook ads that say how to sell coaching on
Facebook or whatever – but like a real person or a professional service
provider like an agency. And that person has a high ticket sale and they
need and want inbound – they want to create inbound marketing systems
– so meaning they want to create systems that have people coming to
them saying, "Will you please help me?" That's my ideal person because
that's what I do very, very well. And if they have an existing list of
prospects, that's even better because I have campaigns I can give them
that cause those prospects to say, "Hey, over here. I actually could use
your help. Thank you so much for reaching out."

Tim:

How can they get in touch with you? Where they grab all that glorious free
stuff you mentioned?

Frank Kern:

Everything is waiting for you over at www.FrankKern.com
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My Complete Interview with Roger Dooley
Tim:

Tell us a little bit about what the persuasion slide is and really what those
steps entail.

Roger Dooley:

Well, it's meant to be a very simple framework. You know, sometimes I've
seen folks come up with these explanations of a process, whether it's a
customer journey and there's fourteen steps and you know, the path looks
like spaghetti and it's really, simply too complicated for folks to practically
apply in their everyday business. And at the same time, there's such great
literature out there on persuasion. Some really smart scientists looked at
this and one of those scientists is B.J. Fogg from Stanford, and his
behavior model I was exposed to quite a few years ago and really found it
very interesting, but a little bit opaque to apply from a business
standpoint. In other words, the average digital marketer might not find that
in its original form as useful or practical as it might be. And at the same
time, I wanted to look at the underlying theme of my book, "Brainfluence,"
which is that 95 percent of your customers' decisions are non-conscious.
And that's a number that comes from Gerald Zaltman of Harvard. And
what I found was people are having a lot of difficulty sort of thinking about
both those rational, conscious arguments, like their products' features and
specifications and concrete benefits and so on. And also incorporating
these non-conscious appeals that could be anything from Cialdini's seven
principles of influence, up from six as of a few months ago.

Tim:

Right.

Roger Dooley:

And, you know, many of the other great science out there that doesn't
necessarily fit into Cialdini's framework exactly. But, you know, the work
of people like Dan Ariely and Adam Alter and so many others. And trying
to decide what to put in that commercial or on that landing page was
really a challenge. So what I tried to do is come up with a very simple
framework with just four elements to let people think about the conscious
and non-conscious aspects of that persuasion process. And really, it
doesn't just apply to, say, digital marketing persuasion, although that was
what started me thinking about it. But in the book I have examples of, for
instance, getting people to take their medications, which is actually a very
serious problem in this country. People have potentially life-saving or at
least pharmaceutical products that could really help them, but they don't
follow the regiment that they're supposed to and these drugs end up
being ineffective or even worse, even dangerous. For instance, like
antibiotics if you only go through part of a cycle, you're actually potentially
doing more harm than good. So in any case, the four elements are really
simple. Gravity, which is of course what makes slides work. And the
model is just a simple children's playground slide. And for me, gravity is
what your customer, and I'll say customer although it could be some other
persuasion target, comes to you with. Their needs, their wants. And
again, those can be conscious or non-conscious. Somebody has to fly to
a particular location, they have a need for transportation. And cars
represent transportation too, but when people go to buy a car, they've got
a lot of non-conscious motivators going on. Perhaps a need to be unique,

a need for prestige. They think that that sports car is going to make them
more attractive. You know, there are all these unconscious things going
on that they may be completely unaware of that still influence their
decision. Then there's the nudge. And that's when mom or dad gives a
little kid a push at the top or the child propels himself down the slide with
his arms. And that's how you get the customer's attention. It could be
anything from a phone call, a pop up ad, a visible banner on a website, a
call to action on the landing page and so on and so on. And that has to do
two things. It has to get the customer's attention, but it has to begin the
motivation process at least a little bit. You can interrupt somebody with an
e-mail, but if the headline and the content don't somehow get them
motivated enough to proceed to the next step, then it's a failure. The
angle of the slide is the motivation that you're providing. And that begins
in the nudge process, but really goes all the way down. And that's those
conscious, and again, non-conscious motivators. So the conscious
motivators are things like your product benefits, the features, its unique
characteristics. And, you know, the things that we normally tend to
include in our ads. The price. But then there are non-conscious
motivators and those could be things like social proof. Showing how many
other customers you have. Authority, testimonials. Using scarcity, like
showing that there's a limited supply or there's a limited time left to buy,
and so on and so on. And then the last element of the slide is friction. And
to me, this is perhaps in some ways the most important element, and
that's what prevents people from getting to the end of that persuasion
process. You know, last year $4 trillion dollars of merchandise was
abandoned in people's shopping carts online. Those are almost complete
persuasion processes where people were persuaded to visit the website,
maybe by expensive pay per click ads or SEO or content marketing, and
they went around the website. They shopped the products. They read the
great descriptions and were persuaded to put that product into their cart
but then hit some kind of a roadblock before they fully checked out. And
now there are various reasons why that can happen, but often it's
because of the process itself. The checkout process isn't clear on whether
a coupon was applied or whether there were going to be shipping
charges or what those charges are. Or there's a lengthy process to fill out
a form and you've got to pull a credit card physically out of your wallet and
check that little number on the back and so on. And many people will
avoid that process. I've done that where I'm a very regular user of
Amazon Prime because I use one click and that's near zero friction. And
that's one reason why they are number one. And I contrast that with other
folks who might be able to save me a few dollars on price, but I've got to
deal with their checkout process and it's simply not worth the time or
trouble. And in fact, friction is my current topic of research and will be the
topic of my next book, because to me, it's the other reason it's important
is it's relatively simple and cost effective to fix. If you want to motivate
your customers more, that can be really expensive. If you want to fill your
funnel more with potential customers, you could buy lots of nudges like
paid Google ads or Facebook ads. All of that costs money. If you want to
offer discounts, you'll definitely motivate people more. Your sales will go
up, but chances are your margins are going to go down. Where
eliminating friction, basically you're simply making the process easier for

your customer, and that may cost a little bit as a first-time investment, but
it ultimately keeps working for you forever and ever. So that's the slide in
a nutshell. And that, to me, is something that people can get their arms
around. And there are conscious and non-conscious friction elements too
and I won't go into the details at this point. But each of those elements
has both kind of components.
Tim:

Yeah. So I'm just going to kind of recap a little bit of what you said and
hopefully clarify not just for myself, but again for anybody listening, these
four steps. First of all, I do love the simplicity. I know you addressed
earlier how important it is to have something that is simple, otherwise
[laughs] we simply won't use it. And, or if it's too complex, there's too
many opportunities for mistake. There's too many opportunities to, you
know, to get off the path. So a simple framework I think is something that
is needed. I think it is something that is welcome. And also a couple of
things you mentioned too, you mentioned that there is a lot of different
people who could use this. We certainly mentioned advertisers,
marketers, people in sales. You did talk for a little bit about even things
like getting people to take their medication more effectively and
increasing patient compliance. So this is something that has a whole,
wide array of applications. And I 'm a firm believer that the ability to move
other people to action is one of the most crucial skills. So, thank you for
your work in this department. Also, I noticed that these four elements,
gravity, nudge, angle and friction really, really do line up with how the
brain works, and I know that's an area of focus for you is figuring out how
the brain works, how the brain makes decisions and then crafting
presentations, advertisements, messages to influence that decision as
effectively and as efficiently as possible. So, yeah, I think these certainly
tie in with how the brain works and how the brain processes decision
making. The other thing you mentioned was how much of our decision
making is non-conscious, and that, talk to me a little bit more about that.
What kind of implications does non-conscious decision making have? For
example, a lot of people rely on focus groups. A lot of people rely on
surveys. Is asking people what they would buy really an effective means
of finding out what their decisions are going to be?

Roger Dooley:

Well, yes and no. I mean, certainly there are some people who dismiss
focus groups and surveys and questionnaires out of hand because, they
say well, people can't tell you what they really think, what they're really
going to do. And I would not go quite that far. I think that surveys and
focus groups still have an important part in any sort of market research
process simply because they're inexpensive and for certain things, people
can give you reasonably accurate answers. People can usually tell you
whether they had breakfast that morning or what they had for breakfast
that morning. Where you get into really shaky ground is in, "Gee, we see
you purchased our new BMW 3 series. List the top three reasons why you
chose that car." You know, and you're going to get answers like, "Oh, the
resale value. I really like the performance or the interior," you know, and
very logical, rational answers. And it's going to completely omit some of
the probably drivers of that purchase like, "BMW is perceived as a status
symbol. It's a luxury car. So my neighbors are going to be envious of me."

The model that you chose whether it's a sports car or a big sedan or even
maybe an SUV is going to signal to other people something about your
personality or what you want your personality to be seen as and so on.
And people are not going to be able to answer those accurately. So, you
know, I think surveys do have their place, but when we start getting into
why questions, the other place where they can be pretty tricky is
predicting future behavior. In other words, describing a hypothetical
product to somebody and asking if they would purchase it is probably not
going to yield extremely accurate answers. I mean, it may give you an
inclination. If 100 percent of the people say, "No," maybe you ought to go
back to the drawing board. But often, people are unable to predict it - I
mean, people would not have predicted that they would buy an iPod
before they really saw it and saw the uses for it and how easy it was and
so on. And so, you know, that's why Steve Jobs famously didn't rely too
much on user input, because he didn't feel that they could accurately
describe what they wanted if it wasn't already a familiar concept. You
know, on the other hand, if you said, "Would you like, you know, an iPod
with feature X?" where, you know, the ability to have wireless
headphones or something, then, you know, people might be able to give
you a more accurate answer. But even there, it's often sort of a thought
process, "Oh, yeah, that'd be really cool," neglecting the fact that gee,
most people have, you know, wired earbuds, you know, that they paid
$5.00 or $10.00 or $15.00 for and they're unlikely to invest in wireless
headphones that need batteries or charging and so on. So I mean, even
there, those predicting future behavior questions can be kind of tough.
Tim:

Excellent. I want to talk a little bit more about friction. And before I do, I
want to ask you kind of a question about who comes to you for advice.
You know, who is it that you work with and what are some of the things
that you help them to do? I know you mentioned a bunch of different
possibilities. What's sort of your sweet spot? Who is it that seems to be
attracted to this type of research and work and how to apply it in their
lives?

Roger Dooley:

Well, you know, I think that by far, the most common group are marketers
and particularly those operating in the digital world. And the reason is
they tend to be very sort of performance-oriented and data-oriented. In
other words, if a few years ago, at least, if you were creating an ad for an
automobile, you basically had a group of people who would sit around
and come up with ideas, hopefully pick one or two good ones. Maybe
they would do focus groups on the ad or maybe they wouldn't, and they
would just sort of put it out there and hope for the best. And it was often
even difficult to tell if the ad worked, because there's so many drivers of
traffic to showrooms and then sales once people get in the showroom.
But, you know, if sales bumped up or were slower in a given weekend, it's
extremely hard to say it was because of a particular ad. Whereas people
who are doing more performance type marketing where they are trying
different things doing AB testing, and can measure results, they are very
interested in any ideas that will give them an edge over their competition
or an edge to improve their conversion rates. So I think that tends to be
the most common area. I think another area is the financial field because

for years now, they've been hearing about behavioral economics and
behavioral finance that is telling them your customers are not rational
actors all the time. And they can see the results, for instance, in using
some of the nudge techniques to get people to sign up for financial
products like 401Ks that are in their benefit to do, to sign up for, but often
they don't, and by simple interventions like opting people in rather than
forcing them to opt in, it makes a huge difference in participation and
ultimately benefit the person who's doing it. I mean, it's you don't want to
use these techniques to manipulate people into doing things that are bad
for them, but when you've got a recognized problem like a huge level of
under savings for retirement in the United States, you know, these
interventions that use behavioral science to help people are really very
valuable and good.
Tim:

Beautiful. How about maybe an interesting consulting project, maybe
something that was off the beaten path. Have you ever encountered
someone who wanted to apply your techniques in sort of a unique or
novel way or something that, again, I'm not sure if you'd even be able to
talk about this publicly or what, but yeah, anything that really stood out to
you as far as, "Wow, that's an interesting application?"

Roger Dooley:

Yeah. And, you know, unfortunately, I really can't provide details. But I did
some work for a believe it or not, this sounds incredibly off the wall, but a
person, it was an entrepreneur who was a private detective but
specialized in one very specific area that was extremely beneficial to his
potential customers, but his conversion rate was exceptionally low. In
other words, he was offering these potential customers something that
was a true benefit. I mean, looking at it impartially, I was amazed that his
initial rejection rate was I don't know, something on the order probably of
90, 95 percent when - That astounded me, but we went through a whole
series of - I mean, it was certainly some practical issues with his
marketing, I mean, because I think you've got to be grounded in
practicality. You can't just focus on psychology. And I think that's
something that I offer when I'm writing or speaking, that I've got the
entrepreneurial and business background myself, as opposed to an
academic background alone, where, you know, I try and marry the
science and the business. So we looked and found some practical issues
with his marketing efforts. But also, a bunch of sort of subtle triggers that
were probably off putting to his customers, raising suspicion about what
he was offering them and potentially then, you know, damaging his ability
to convert. So that was really probably one of the more interesting and I
think - I don’t have the numbers in from the results of the changes that we
worked on, but to me, it was potentially one of the most impactful
projects. Because, you know, there's a lot of situations you're just trying to
move the needle a little bit. You know, if you're working with a big
financial company that's saying, "Okay, we need to, you know, increase
sales of this product by, you know, 10 percent next year," I mean, that's a
huge amount of dollars. But you're really, you know, just trying to move
the needle a modest amount, where in this case, I think that we have the
potential to just dramatically change his business from being, you know,

sort of marginal to being really wildly successful. So I'm waiting for the
results on that one.
Tim:

So one of the things that I took from the story and, you know, I see this a
lot in my work as well, is how often, and I wonder how often, people,
marketers, advertisers, business owners are making mistakes in the
department of non-conscious decision making, you know. So you
mention, you know, he was saying some things, doing some things that
may have subconsciously turned off his potential buyers and prospects.
And, you know, I wonder how many of us in all areas are doing things that
we don't even realize are killing a sale or ruining our opportunities to be
more influential, simply because of the non-conscious nature of influence.

Roger Dooley:

Right. Well, you know, I think that businesses of all sizes are getting more
and more aware of these things and we're seeing businesses starting to
actually hire behavioral science people as part of their effort. And it could
be as part of an internal change effort, because that's another areas
where businesses have a lot of issues with their internal organization and
people issues and so on where behavior science has a role to play, but
then also in marketing. But at the same time, I think you see it still crop up
very, very frequently in many companies, particularly when the decisions,
marketing decisions are made mostly by a committee that, you know, sort
of sits around and evaluates options and somebody, probably the most The classic is the hippo, highest paid person in the organization, ends up
making the call saying, "Okay, you know, we're going to go with this
message for our ad." And everybody looks at her from a different
perspective. You've got marketing people who really want to focus on or
product people who want to focus on the product itself because they're so
proud of it. It's a great product. It's better than the competition. It's got
great features and new features. You've got sales people who are, it's
like, "Well, boy, you know, we know that our customers are really price
sensitive, so we've got to emphasize price. We need to offer savings or
discounts," and so on. You know, and you've got all these sort of special
interests that all have the best interest of the organization at heart.
They're all trying to get product sales, but they're viewing it from their own
perspective and frequently, the sort of behavior science aspect just
doesn't quite make it into the picture. Now certainly, there are some
organizations that do incorporate a ton of behavior science. If you visit
any of the major travel sites, like Expedia or booking.com, they are just
loaded with cues that, you know, if you take a snapshot of one of their
pages and start circling stuff on it that, you know, you can say has a
psychology component to it, you would find a bunch of stuff. You know,
everything from the, "We've only got two rooms left at this price."

Tim:

Right.

Roger Dooley:

You know, "There's five people looking at this right now." "Forty-three
people have booked in the last 24 hours." And then, you know, get this,
you know, "free amenities" and just, you know, many, many drivers that
have at least some root in behavior science. So those companies really
get it.

Tim:

Yeah, that's fascinating stuff, and it's good to have an example too, you
know, of people who are getting it, who are using it and, you know,
hopefully some of the results, you know, the before and after snapshots,
you know, it's good to have that data as well. So I did mention I want to
sort of close and talk a little bit more about friction. Again, I also want to
be respectful of your time here. But this really does fascinate me. I mean,
I think that you're right. There's a lot of literature on the gravity nudge and
angle pieces. And in my experience, the lesson has been if you close the
gap, you know, with that process of gravity, nudge and angle, then you
don't need a strong sort of closing technique. You know, you've made the
leap - you've turned the leap into a tiny step. So tell me a little bit about
friction, because it's apparently on the online world, you know, it sounds
like there's a lot of it. There's a major issue with shopping cart
abandonment and sales being lost at the last minute. First of all, does this
play out in one to one selling roles? In a similar way, is friction also, you
know, as important? And yeah, again, I'm just sort of fascinated with this
topic. And I don't know how much of the techniques in the book you can
share, but -

Roger Dooley:

You know - you know, it plays out in - Sure. Tim, it plays out in all kinds of
spaces. In the most direct, you know, in person sales process, it's been
quite a few years since I bought a car through the traditional sort of sales
process where you go into the dealership and sit down with a sales
person. But you'll notice that when you do that, they've got a sales form to
fill out that's really intimidating. It's got blanks to fill out. It's got a lot of fine
print and so on. But they don't make you do any of that. The salesman is
sitting there talking to you, he's filling it out and maybe he asks you a
question every now and then if he needs some information. But when by
the time he's got you in the state of mind that, "Okay. This is probably the
car that I want to buy," he has the everything ready for your signature,
and all you have to do is say yes. And so, you know, they intuitively get
that. And, and that could be a very intimidating process, because one of
the, as I said, there's conscious and non-conscious components. The
non-conscious component that you run into a lot in friction is cognitive
fluency. Things are more difficult than they seem. And there's some great
literature on that showing that even something as simple as a little bit
harder to read typeface, a font on a website or on a document, makes
whatever you're asking that person to do seem more difficult, even if the
text is the same, the action is the same, it seems as much as twice as
difficult to do. So something like a typical automobile agreement where
you've got, you know, tons of fine print and legalese language and so on,
is obviously a very disfluent document. And that's why they don't even put
it in front of you. [Laughs] They just, "Here, just look at this part and sign
here." But we see that a lot on websites where you get to oh, say an order
form or that, you know, your checkout form. And immediately, you're
presented with maybe a big paragraph of small print text. You've got, you
know, a dozen or two form fields to fill out. Maybe there's, you know,
some element of uncertainty when you're there. And all of this stuff is
increasing friction. Something I use a lot in my talks is my own personal
example was the - an experience I had buying office supplies. I needed
some ink for a ribbon or ink for a printer, and it's, you know, a very simple

kind of purchase. You know exactly what your model number is and
there's one product that fits that model. So I went to the inventor of the
easy button, Staples.com, because I knew that they would deliver it for
free the next day. They have that convenient service. And I didn't need it
that instant, but I figured, okay, well, that's fine. And I found the product,
dropped it into my cart and went to the checkout and immediately hit this
form. Now I'm an existing customer of Staples, so like, I'm an existing
customer of Amazon, they always keep me logged in. I don't think I've
had to log into Amazon to make a purchase in years. I’d probably have to
get a new computer or something to log in. And in this case, they didn't
recognize me, they - and I hit this form that had - it took literally five
screens on my computer. I scrolled down, scrolled up. There's form field
after form field. There's little gray paragraphs of instructions for particular
elements of the form. And I literally looked at that, made a rough estimate
of not only how long it would take me to fill it out or to figure out, you
know, how to log in and maybe some of my information would be stored,
maybe not all of it. And I decided that it was a better use of my time to
jump in my car and drive to Office Max - it's about eight minutes away and just get the darned ink. So and for all I know, that package of ink is
still in my abandoned shopping cart at Staples.com.
Tim:

[Laughs]

Roger Dooley:

And, you know, to me, this is something that's replayed time and time
again. Now not every checkout process has the same issues. But I think
anybody who's trying to sell online should take a good lesson from
Amazon, because they have really mastered the process of eliminating
friction. And, you know, in talking about cognitive fluency too, we are
speaking about things like following medical instructions. There's actually
research that shows that when people are given the same medical
instructions in a difficult to read font, that they are less likely to follow
them. So that cognitive fluency issue isn't just for e-commerce folks. It's
for anybody who's trying to get people to do stuff.

Tim:

Is there a font that we should stick with online?

Roger Dooley:

Something like Arial or Helvetica. A simple sans serif generally works the
best.

Tim:

Beautiful. So again, just to clarify for our listeners here, friction is sort of
the fourth stage and it's something you want to eliminate, right? You want
to get rid of friction because what you don't want to have happen is
somebody start at the top of the slide and then kind of slow and stop
halfway down. And I know a lot of sales people, a lot of marketing -

Roger Dooley:

I see that the metaphor has already embedded itself in your mind.

Tim:

Yeah. [Laughs]

Roger Dooley:

And that's sort of a benefit of this. And I didn't really intend to use sort of
my own techniques in developing the framework, but a metaphor is very
powerful. And in this case, people can intuitively realize what happens
when you've got too much friction on a slide. So I'm glad to see that it
worked.

Tim:

Yeah, absolutely. For sure. And you know, what I think a lot of sales
people do - a mistake that a lot of sales people make is they will basically
keep the prospect on the slide for too long. You know, they will oversell.
The prospect's ready to buy. They're ready to get off the slide. But they
sort of keep them on there. So to kind of close out here, do you have any
tips for recognizing when it's time to segue, when it's time to switch, when
it's time to say okay, the friction has been removed. It's time to ask for the
sale. It's time to, you know, have a call to action or something like that?
Now I know, you mentioned you do a lot of e-commerce stuff. But you
know, what about those of us who do more in person? Any triggers? Any
clues?

Roger Dooley:

Yeah. You know, I think that maybe - And first of all, I'm not necessarily
an expert on in-person closing, because there's certainly body language
tips where you can see, you can gauge, perhaps, whether your customer
is truly engaged. But I think that in person sales folks can take a lesson
from successful online sellers. And if you've ever seen some of these sort
of long sales pages that ended up being very good converters, even
though they were improbably long, then you would say, "Well, who is ever
going to look at all of this stuff?" One of the secrets that those pages used
was they provided frequent opportunities to close the sale. So for
instance, you might describe the product and provide some customer
testimonials. And at that point, there would be a "buy now" button. But for
that customer who wasn't yet convinced, they could keep scrolling and
then perhaps reach some additional testimonials from experts in, you
know, your space or some additional information about how to apply the
product and so on. You know, and some of these pages would go on for,
you know, for screen after screen after screen. But you did not have to go
all the way to the bottom to make that purchase. Once you reached the
point where you were persuaded, you could make that decision
immediately. So I think that anybody in an in person sales process, even
if they say, "Well, I've got, you know, 15 different things I can use to
persuade this customer to buy," ought to be mindful of the customer's
reaction to this information, you know, whether they seem to be engaged
and eager, gauge whether they're ready to buy, and give them that
opportunity to buy at various points, rather than forcing them to sit
through the whole spiel.

Tim:

Well, that's - Yeah, I think that's brilliant and almost like you said, taking a
page from the online marketers from those long form sales copy, sales
websites, just having the opportunity and just placing it in front of them,
you know, and - I don’t want to say "at random," but, you know, at
strategic points, you know, I think is a brilliant idea. So let's wrap up. I
think that after hearing this, you know, people may certainly be interested
in bringing you in as a consultant to help them move people to action in

their own lives. Is there a way to contact you? Is there, you know, I know
you mentioned you do a podcast. Let us know a little bit about a couple of
the ways that people can have some more information about you and
your work.
Roger Dooley:

Well, probably, the best jumping off point is http://www.rogerdooley.com.
I've got links to my own neuromarketing blog, my blogs at "Forbes" and
Entrepreneur.com there. I've got links to my books and my social profiles.
On social media, I do engage on LinkedIn and on Facebook. Probably my
preferred social network is Twitter, where I am @rogerdooley.

Tim:

Beautiful. Awesome. Thank you so much for your time, Roger. I really
appreciate this. This has been some great insight.

Roger Dooley:

Well, thank you, Tim. It's been great chatting.

#5 Carmine Gallo
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Medtronic, Microsoft, Pfizer, Salesforce, SAP, Walmart, and many others.
Gallo is an instructor in the office of executive education at the Harvard University School of
Design. He also writes columns for Forbes.com, Entrepreneur, Business Insider, and Inc.com.
Major Contribution to Influence in 2016
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Your story can change the world. Isn't it time you shared yours?

My Complete Interview with Carmine Gallo
Carmine Gallo:

I believe that ideas that catch on are wrapped in story. And I can
confidently say that after spending time and interviewing and researching
some of the world's greatest leaders and most effective communicators,
starting with Steve Jobs. I've done a lot of research into the Steve Jobs'
presentation style. I've written a book on Steve Jobs. That was one of my
early communication books. I have spoken to, directly to the people who
knew him best. Steve Jobs focused on, he was not just a great product
spokesperson, but he was a storyteller. He was one of the world's
greatest corporate storytellers. A product launch to Steve Jobs was much
more than just delivering information. It was like a Broadway show. It had
a narrative. It had a back story. It had characters. It had props. It had a
cast. So it wasn't just Steve Jobs delivering the product news. He would
invite the product designers and partners to fill in pieces of the narrative.

Tim:

Carmine, do you think - do you think that was natural for him? Or do you
think that was something that he sort of learned or intentionally did as a
technique or was it just sort of his natural communication style?

Carmine Gallo:

Tim, I believe, and I'm, again, I'm very confident about this based on all
my research and who I've spoken to, Steve Jobs worked at it. Steve Jobs
[laughs] was not a natural communicator. I think great speakers are
made, they're not born. And we can go back in history and you could look
at that. I mean, you can look at people like Martin Luther King or John F.
Kennedy or Ronald Reagan or even Barack Obama. When they got to a
point where they were actually noticed on the big stage, they had already
been - they had already done thousands of speeches or presentations.
Steve Jobs was very much the same. Steve Jobs in his - in his early
career, especially in the late seventies, was a kind of a stiff and nervous
communicator. I spoke to John Scully not too long ago, actually. You
know, the - the Apple CEO that Steve Jobs recruited. Remember, John
Scully. And, and he verified that for me, that even in 1984, before the big
1984 Macintosh reveal, that Steve Jobs was very nervous about public
speaking. Warren Buffet has said that he was, he too was extremely
nervous, terrified of public speaking. He had to work at it. So Steve Jobs
actually became a much more effective and effortless and confident
communicator over many, many years of working at it. So I believe that
good communication takes work. [Laughs] Which is something not a lot of
people want to hear, but it actually takes a lot of work and diligence and
application. And I don't - I think storytelling is something that comes
natural to people. Storytelling is in our DNA. Anthropologists have been
studying this. They're writing papers on how storytelling actually goes
back hundreds of thousands of years. So it is something that we're wired
for. Humans are actually wired for story. We like to hear information in
story and we like to deliver information in story. And without story, we
never would have been warned of potential threats. We never would have
learned to do things better. It's through story that ideas are most
effectively packaged. But I don't think it comes natural to sales people.
How do you tell a story in a PowerPoint? It can be done and it can be
done very well, but it's not natural. Just like, you know, clicking through

slides in a presentation is not natural. So I believe that there is power in
story, that stories can inform, illuminate and inspire, and certainly some of
the best salespeople I've met are actually really good storytellers and they
talk about story. You know, and I'll give you some examples in a minute.
But it doesn't come naturally, so we have to understand a little bit more
about how to - how to take what we do naturally, that narrative, and
package it into a form in which we can deliver that information in a
business setting, for example, through PowerPoint or a presentation.
Tim:

So, so what I'm hearing to this point is that storytelling is really part of who
we are. It's part of the human brain and how it's wired, therefore it makes
information you mentioned more compelling, more inspiring, more
persuasive, and I would imagine more memorable as well. So all things
that sales people want, and yet as you're saying this, you know, and this
is ringing true, when they teach sales, they don't seem to teach story. So
is this - and you mentioned it is transferable, and I would agree with that
100 percent that the ability to present and to speak and to tell story is
something that is learnable. And I think that's wonderful news. I know you
said a lot of people don't like to hear that it's a lot of work. But for those
listeners or rather readers who feel that they're not gifted in this regard
and never will be gifted in this regard, I think this is good news that there this offers some hope. And then to see stories like Steve Jobs and hear
that he was terrified of public speaking and stiff and ineffective early on.
Same with the political figures that you mentioned. So this leads me, I
guess, to a question where if it is transferable, what are some of the
techniques to transfer the skill of story? Are there formulas that sales
people can use? Are there classic story elements that should be
included? Are there certain times to tell a story or not tell a story? Are
there - I guess basically what I'm asking is, are there best practices for
using story in a sales organization.

Carmine Gallo:

Oh, gosh, yeah. That's exactly what we'll talk about. Let me just clarify
one thing. I wouldn't necessarily use the word terrified for Steve Jobs.

Tim:

Okay.

Carmine Gallo:

But I would use uncomfortable and nervous early in his career about
public speaking. And, and that's verified, you know, so that's accurate.
Terrified I would actually use for Warren Buffet, because he's used that
word. [Laughs] You know, so Warren Buffet early in his career, and, you
know, you can look this up, he's talked about public speaking as
something that gives you an instant or will instantly raise your value
significantly, if you are a good communicator and a good public speaker.
And he said he was so terrified of public speaking that he took a Dale
Carnegie course to improve public speaking and dropped out of his first
Dale Carnegie course because he was too afraid to just get up in front of
a group. So Barbara Corcoran, the "Shark Tank" investor, has said that
she was afraid of public speaking. So a lot of people. A lot of people who
we look at today who we think are confident communicators actually had
a lot of nervousness around public speaking and communication. Again, I
don't think it's natural to do that in a business setting. And before we get

on to best practices, Tim, if you don't mind me riffing just a little bit,
because I think this ads something to it. We were talking about why
storytelling works and how it's part of our DNA. There's a lot of research
now, and I've talked to the researchers directly, at least two or three
people who are involved in neuroscience research working in labs on the
East Coast and on the West Coast, who actually study storytelling by, you
know, putting a - taking blood draws from people to see how much
oxytocin is in their bloodstream. They put people under electrodes, you
know, studying MRIs. So I can - we can tell you that there's actually
chemical reactions when people hear stories, which is why sales people
should be using stories in each and every pitch. [Laughs] There's
chemical reactions, and there's three chemicals at work. I'm going to
throw these out, and you could do with them what you want. But there's
three chemicals at work when people hear a story. One is dopamine,
which makes you feel good, right. And, you know, what - you know what
that's all about.
Tim:

Right.

Carmine Gallo:

That's the feel good chemical. Which is why most movies, and again
there's science to this, you know, most popular movies have to have a
happy ending, right, Tim? [Laughs]

Tim:

Right.

Carmine Gallo:

I'm sure you've seen that or you've heard that before. They actually have
to have a happy ending because we're hard wired to find meaning in
struggle. It's just really, this stuff gets really fascinating. But anyway, so
most movies that don’t have a happy ending don't often do that well.
There's a couple of exceptions, but people like happy endings because of
that release of dopamine. Then stories also release oxytocin, which is the
empathy drug, so people have more empathy for the characters in the
story. And cortisol, which forces you to pay attention. So dopamine,
cortisol and oxytocin are all - it's kind of like storytelling releases a rush of
chemicals that forces your audience to pay attention to your ideas. So I
think that's really important to add. So if you don't mind, and I'm riffing, so
I hope you don't mind, but I thought that was important.

Tim:

Agreed, yeah. I think that in itself is compelling. That answers the big
question, “why story for sales people?” And like I said, I think that's
compelling evidence right there.

Carmine Gallo:

Yeah. And we know, for example, I've interviewed Richard Branson a
couple of times, and Richard Branson's big into storytelling. And he said
today, it's nearly impossible to be a successful entrepreneur or business
leader without being a good storyteller. So we have a lot of - we have
scientific reasons for being a good storyteller and we have anecdotal from
some of the world's top leaders. I think it's an important topic, especially
for sales folks. So now let's talk about best practices. Because as I
suggested, great storytellers are made, they're not born. You can
improve. And storytelling in a - using a sales pitch or a presentation

software like PowerPoint, that's it's not a natural thing, so how would you
do it. I learned a lot form TED Talks. And a lot of your sales readers are
probably into TED Talks or they're certainly familiar with it. So I don't think
it's a bad thing to weave that in. I spent, well, hundreds of hours, you
know, analyzing TED Talks for one of my previous books, but I also
interviewed many of the most successful TED speakers, people from all
walks of life, business and nonprofits and other industries. And I found
that in many cases, almost all cases, I would say the majority of cases,
story and narrative are prominent in their 18 minute presentation. I spoke
to a human rights attorney. His name is Brian Stevenson. And Brian
Stevenson knows how to persuade. He wins cases before the U.S.
Supreme Court. He understands the power of words and the power of
narrative, especially. And he's the one who told me that, "You know,
Carmine, narrative is hugely important in persuasion. Whether it's, you
know, selling an idea, arguing a court case or pitching a product in terms
of sales. Narrative is hugely important in persuasive communication." I
analyzed some of his public presentations. Sixty-five percent of this
particular speaker, who by the way, received TED's longest standing
ovation ever in TED's history, Brian Stevenson. I analyzed his
presentation style. Sixty-five percent of the content in the presentations
fell under what Aristotle would have called pathos, right, which is more
emotion, stories, the storytelling. Now what does that mean? That means
that he would - he had data to back up his argument. The content fell
under maybe 25 percent was data. So if he had an argument to make, he
would back it up with evidence, which is what most sales people do.
"Here's the data behind my product." But 65 percent of the content of his
presentations were stories, personal stories that reinforced the data. But
they were personal stories. They were stories or anecdotes that
happened to him of people he met who influenced him in a certain way.
Or stories about influential people in his life, from his family, and what
they taught him about living a certain way, about living a certain life. I
don't want to go into it too much, Tim, because I don't think it's, you know,
totally appropriate for sales people. But the point was that 65 percent of
Brian Stevenson's public presentations were personal stories, really
deeply personal stories. And when I asked him, "Brian, why do you - why
do you always use a story about your grandmother? You always talk
about being brought up by your grandmother and what she taught you."
And you know what he said? "Carmine, everybody has a grandmother."
So it creates an instant connection with people. So he was - he always,
he was thinking through everything. And then I started analyzing other
TED speakers. Let's go to the business world. How about Sheryl
Sandberg, okay, the Facebook COO. Seventy-two percent of her now
famous TED Talk is story, personal, mostly personal stories. And also
case studies of women in the workforce, because as you know, that's
what Sheryl Sandberg focuses on, that "Lean In" movement. Sheryl
Sandberg said something really interesting, and she said this publicly.
She said that when she was first talking about "Lean In", the movement to
encourage women in the workplace, she's a data head, so almost all of
her content for public presentations was data-driven. And a friend of hers
pulled her aside and said, "You're not making a connection with people in
your audience. It's all data and nothing personal." So she started telling

personal stories about her own hurdles as a working mother. She said
that originally she was very uncomfortable with it, and yet as she started
talking, as she started telling those stories, she realized that that's what
made the connections with people. It's story. So even on a business level,
I think that you - we have plenty of room to incorporate story in a
presentation. Most presentations, let's say a PowerPoint sales pitch, is
like 99 percent data about the product or information about the product
and 1 percent story. So I'm not suggesting that a sales pitch needs to be
60 to 70 percent story, but I think there needs to be more of a balance
between the data and the story. And so one of the best practices that I - a
model that I like to use, Tim, is let's take a - if you have a new product or
a service or a product or an idea that you're trying to get across to a
customer, spend no more than 18 to 20 minutes. There's actually science
that finds 20 minutes is a really good time to get information across
without putting people to sleep. So spend no more than 20 minutes on the
pitch. And if your customer wants to ask questions and take that into 45
minutes, that's fine, but your content should be no more than 20 minutes.
Start with a story. It can be a personal story or it could be a case study.
Or it can be a story of another real life person or a customer who has a
problem and then you can show how the product itself is the solution to
the problem. But wrap it in story. It's not just features and benefits. Start
with a story first, then go to the data. Add another story, then go to data.
Add another story, then go to data. I recommend three stories in a 20
minute presentation. Stories can be, by the way, 45 seconds to a minute.
It could be just a signature. Well, what are called signature stories. You
know, just a particular story that reinforces the reason behind a particular
product or a feature. People are going to remember the story more than
they're going to remember a product feature. So they're going to
remember how a product solved someone's real world problem.
Sometimes it's fun just to start with a case study. You know, that's the
language that a sales person would know. And a case story is - a case
study is a story. You could start with a story of a real world problem and a
real person who has that problem and how the current technologies or the
current products or services aren't adequate to solve that problem, and
that's why you need XYZ, this new product. So by presenting information
and content in that way, it's going to be far more impactful and
memorable than just bringing up a slide full of data points, facts and
information on a particular product. Does that make sense?
Tim:

Wow, so - It absolutely does. In fact, when I started as a speaker,
basically, to make a long story short, I was essentially a traveling sales
person. I was somebody who would deliver one day seminars and within
the information that I delivered, I also had to deliver a sales pitch for the
company's products and services. So that was the job description. I
wanted to do a great job at it, so I consulted with the best in the industry.
The best of the best. So I worked with a few different coaches, and what
they told me was exactly what you just told me. And I went and I
observed one and I saw him do this. He would stand up. He would tell a
story about a problem, and he called this portion of the story "the mess."

Carmine Gallo:

Perfect, yeah. Yeah.

Tim:

He would describe the mess.

Carmine Gallo:

Oh, I love that. I have never used that word. I love that. The mess, okay,
good.

Tim:

And just like everybody has a grandmother, everyone in the room can all
relate to a problem. If they can't relate to the problem, they're not your
customer because your product or service solves a problem and if they
don't have the problem, then, you know, you're not going to make the sale
anyway. So what he's doing is he's connecting to his potential customers
by describing the problem that the product solves. Then he talks about
exactly what you talked about. He said he mentions all the different things
that he tried that didn't work. He called this portion of the story the quest.
So he would start with the mess. Then he went through the quest. And
then finally, he discovered the product, used the product and had the final
part of the story, which is success. So a mess, quest, success story is
essentially kind of what I just did right there. I told you the story of how I
was, you know, working as a traveling sales person.

Carmine Gallo:

Yeah. And I think that what's interesting is - Do you see what that person
did? It's not that different than "Star Wars." It's not that different from an
award winning movie. Movies share a formula, which is fascinating. I've
talked to movie directors, too. And they go through the very same formula
of the back story. You know, here's the character's life. That's act one.
Always has to have a back story. You have to if you don't care about the
characters, you can't get into the rest of the movie. But then they have to
get into a mess. [Laughs]

Tim:

Yeah.

Carmine Gallo:

So they don't call it "the mess," but that's essentially what happens.
Right? They get into a mess and then there's the quest. They have to
fulfill their destiny. Or they have to save the planet from the revolution.
You know, that type of thing.

Tim:

Right.

Carmine Gallo:

So there's a mess, there's a quest and then there's a success, and that's
the happy ending. That's the dopamine release. And so once you see
those three steps, it's interesting that you've learned those three steps,
because those three steps are the three acts of a movie as well. I think
there really are formulas to how stories should be delivered. But you
could deliver a story in, you know, one minute or 30 seconds just by
taking out too many details. You have to have a couple of vivid details or
vivid descriptions, but you should keep those stories short. But the thing I
think most sales people do know, if they're any good, you know, they
know that there's problem solutions, benefit selling. What are the benefits
of a particular product or idea to a person. What I don't think they do - I
think they focus a little bit too much on the facts and information. Here's
the benefits of this particular solution to a problem. Fine. That's okay. But
I think the real special people, the people who stand out in sales, are the

ones who wrap it in narrative. So it's still problem-solution, it's still benefit
selling, but it's wrapped in narrative to where, here's another academic
word for you. It's called transport theory, where you transport your listener
into the shoes of, you know, another person or into another customer's
shoes, so they begin to really see themselves as having that problem.
The only way you can transport people, Tim, is by using narrative and
telling those stories. So we were talking about best cases or best
practices. Here's another thing. Not only do I suggest in some cases up to
65 percent story in a presentation, but tell three stories in a 20 minute
presentation and break them up. Don't just tell the personal stories. I think
there's three types of stories that work best, so if I could tell you those
real quickly. We've been talking about the personal stories. Personal
stories work very effectively, and they're probably the best to bring two
people together. But if you don't have a lot of personal stories or personal
experience or personal anecdotes, that's okay. Tell a story about another
person. That's a case study. Sales people call them case studies, but
they're just stories about other people. And so, Sheryl Sandberg when
she's talking about women in the workplace can talk about her own
personal hurdles that she's had to overcome. But then the rest of her
presentation was about other women she's met, but they're real people.
They're authentic. They're real stories. So you could tell stories about
other people. And here's the other one we're - This is really important,
Tim, and we're missing this one. Brand stories. Almost every brand has a
signature story around it. Either how that brand was started, the purpose
of the brand or one story that really reflects on that brand's promise. And
most brands that I've studied, whether it's Southwest Airlines or
Starbucks, you know, or you could even go into consulting businesses
like KPMG and others. Most of them have, like, one story that is a brand
story that they continue to, that the leaders of those particular brands
continue to share throughout the organization and for many years in order
to reinforce that brand's values or what they represent. So for example,
Howard Schultz, the CEO of Starbucks or I guess the Chairman now,
right? Didn't he step down as CEO? You could look this up. He tells the
story all the time of how he was brought up in the projects of Brooklyn. So
he grew up in the projects of Brooklyn. His father was a diaper delivery
man. And his father broke his ankle at work and was laid up in, you know,
on the couch for months. The family really struggled because they were
living in the projects. They didn't have health insurance. They didn't have
workers comp. And young Howard Schultz made a vow that if he was
ever in a position to do something good for his employees or to help
people who he had influence over, he would make sure he did, and that's
the reason why Starbucks was one of the first companies to offer full-time
health benefits to part-time workers. That's a brand story now. That's a
signature story that kind of reflects Starbucks values, but it's a story. The
facts - the facts and the benefits would be, if you work for Starbucks, we
will offer health benefits, even for part-time workers. That's the, you know,
just the facts. But the stories Tim:

Yeah. And it doesn't have the same emotional appeal [laughs] as - as the
-

Carmine Gallo:

Yeah. The story is so much more interesting. It's got -

Tim:

Right.

Carmine Gallo:

Exactly. It's emotional appeal.

Tim:

So we've got personal stories. We've got brand stories. Is there another
category? Or, I mean, can it get down to the level of product stories?

Carmine Gallo:

Yeah. The stories about other people. That's the third one.

Tim:

Okay.

Carmine Gallo:

That's different, right. That's different.

Tim:

That's true.

Carmine Gallo:

That's not about you. It's not a personal story about you. But it's, for
example, I was speaking to one of the top life insurance sales people
[laughs] in the - in America. The top life insurance. Life insurance is a
tough sell. It's a pretty tough sell these days, because nobody wants to
think about it. So he was really good. I said, "What made you stand
apart?" This guy was like the top life insurance salesman for, like, 30
years in a row. I mean, just always the top guy. I said, "What made you
stand apart?" And he goes, "I always told stories of real couples who who either, you know, who did not have life insurance or who had life
insurance and that were similar to the customer that I'm speaking to." So
if you're talking to a customer who doesn't want life insurance and they
are recently married and they don't think they need it, then you can tell a
story, a real story - they have to be authentic and real, because people
have a pretty good BS radar these days and their ears perk up when they
see that something doesn't ring true. But if you tell a real story of a real
couple who maybe did not have life insurance and who got into some
pretty bad financial problems because of it, or something tragic
happened, then it transports that customer into another person's shoes.
And they don't want to be that person. So that was an example - that's an
example to me of another person, right. That's not you. It didn't happen to
you. But it's essentially a case study, but it's a real authentic vivid story of
somebody else. And again, that's what good sales people do with any
product. It's here's an example of somebody I know or somebody who
works at a similar company that you do who had this problem. And here's
Bill. And Bill is having this problem with efficiency at work. And you talk
him through Bill's life and what Bill does day to day. And then but the
current solutions on the market aren't helping him. In fact, they're just
making his life even harder. So there I'm talking about Bill, Bill, Bill, and
then all of a sudden with this new product, Bill's life turns around and he
lives happily ever after. "Oh, okay, well, I want to be like Bill now" So
that's not a personal story. It's not a brand story. But it's a story about
another person where I can see myself in that person's shoes. So now I'm
nodding in agreement. I'm like, "Yeah, yeah. I've got Bill's problem too.

Oh, your solution helps him. Oh, yeah. Well, I'd like to feel as good as Bill
now."
Tim:

The sales person that I mentioned earlier had a term for that type of story
as well. He called it then-now-how. Then Bill was like this. Now he's like
this. And here's how he got there.

Carmine Gallo:

Beautiful.

Tim:

You know, the “then” has to connect with where the prospect is now. You
mentioned that. The “now” has to be a place that they want to get to. And
as soon as they hear those two things, they're ready for your “how”.

Carmine Gallo:

Okay. Can I ask this? Was this a successful sales person, obviously?

Tim:

Yeah. Same kind of situation. Top in the organization year after year after
year.

Carmine Gallo:

Yeah. Okay. Perfect. When you study communication and leadership long
enough like we have, you begin to see that success leaves clues. You
begin to see patterns. And so what I like to do is look at successful sales
communication and successful sales leaders through a lens. And I'll admit
that I have a, yeah, I have a bias. My lens is based on story. Based on
journalism principles, because I was a journalist first. I was trained at
Northwestern as a journalist. I worked at CNN. So I looked at everything
through a lens of story. And I found that it's story and narrative that
creates a good hook. I mean, if you're a writer in any way or a good
speaker or a good presenter or a good sales person, it always came
down to how you turned that particular idea or product into a narrative,
into a story that would connect with me emotionally. And the only way to
do that is through story. It's not through listing features and benefits on a
PowerPoint slide. The vast majority of sales professionals are using
PowerPoint, okay. And a lot of people have complaints about PowerPoint.
Well, I believe that PowerPoint is not the enemy. I've seen presentations
that were beautifully done and really compelling. When you tell a story,
complement the story with visuals. Don't create slides that compete with
the story. That's where the problem comes in. Someone is telling a
personal story or a story about a case study and on the slide, that's all I
see are words or text or charts. Well, my mind wants to read the words
and listen to your story. The two are incompatible. I can't do both. Use
visuals to complement the story. So use - sometimes, a lot of great sales
people will cut to a short video of a customer talking about how they used
a particular product. Or they will, if it's a personal story, I want to see
some personal images. Kevin Plank is the CEO of Under Armour and he
gave a presentation just recently at CES in Las Vegas where he was
talking about how Under Armour got started. And he was talking about
how when he was a football player and when he was playing for a
university, that the clothes that they wore were very uncomfortable and
they were, you know, sweating it out in the - on the East Coast heat
during the summer during practice. And he would talk about the problems

of the material at the time. Well, you know what the slides were, Tim?
Him playing football on a grid iron, you know? [Laughs]
Tim:

Yeah.

Carmine Gallo:

It's those old images, the pictures. Why would I want to see text and
words and charts when you're telling personal stories? So that's the only
last little caveat. When you tell the stories, make sure that your visuals
complement the story, not compete with the story.

Tim:

Yeah. You know, and it's interesting, you know, I've seen - I mean, I'll use
makeup as an example, just because it popped in my head here. You
know, I've seen people use pictures, but they'll just have pictures of the
makeup. You know, "Here, it comes in this tube. It comes in this quantity.
It comes in this shape." You know, a better picture might be a picture of a
face that's made up and looks beautiful. Or better yet, having a picture of
people at a party being happy. You know, kind of projecting all of the
emotions that go into feeling beautiful or feeling accepted or liked or
whatever emotional benefit that - that their product might bring.

Carmine Gallo:

Right.

Tim:

So I love your point about the types of photos and also the importance of
visuals.

Carmine Gallo:

Yeah. Complement. Complement the story with visuals. Very few of us
are - can, you know, kind of attract an audience, but captivate, I was
going to say. You know, like captivate an audience for 20 minutes. That's
- well, with no visuals, with no supporting. So even Steve Jobs. So he
would talk, but he would also have the - beautiful visuals in the
background. Very few words, but images, pictures, visuals, videos that
complement the story. That's the key. Visuals that complement the story.
And then you'll - and then you'll take PowerPoint to a whole new level. Or
Apple Keynote or Prezi. A lot of sales people like to use Prezi.

Tim:

Yeah.

Carmine Gallo:

But the point is, use visuals. I don't - I like seeing visuals. I want to see
presentations. But make sure those visuals complement the story. Yeah.

Tim:

Now I'm going to - I guess I'm going to ask you about a technique that I've
sort of stumbled across and I've used as a speaker, as an author.

Carmine Gallo:

Yeah.

Tim:

And it's the technique of open loops. Starting a story but not quite
finishing it. Going down on a rabbit trail. Have - have you - I mean, I know
you mentioned you, you know, communicate a lot with people who
research that sort of thing. Any evidence for something like that? Leaving
a story partially unfinished to keep the attention, to keep them captivated,
and then coming back to it later?

Carmine Gallo:

Oh, absolutely. I mean, again, that's effective storytelling. That's effective
narration. That's why when I read - I'm reading a book, "No Easy Day,"
which is about the hunt for Bin Laden. You know, so Navy Seals. Well,
yeah, the first chapter or the first part of the book takes you into the
compound as they are landing. Oh. Even though you know the outcome -

Tim:

Right, right.

Carmine Gallo:

You want to know what happens. And then they - then they stop and then
they go to the backstory. So that's any good book. That's how good books
are edited. They have to grab your attention first. Or a good movie. Grab
your attention first, then you've got to know, well, wait a minute. Well,
what happens next? Oh, and now I'm going to fill you in in the back story.
So that's simply what you're describing as open loop, that's just good
storytelling. The only caveat I have for open loop, it takes a little more
creativity, doesn't it? [Laughs] You know, it -

Tim:

Yeah. [Laughs]

Carmine Gallo:

It takes a little more work, a little more creativity. I don't mind it. I love it
because naturally, you have to fill in a blank when something is missing,
there's a lot of research on this, your brain wants to fill it in. So I think that
creatively done it could be done beautifully. But if you want to keep it
simple, then storytelling can also be extremely simple as well.

Tim:

Yeah. And still just as powerful.

Carmine Gallo:

Yeah.

Tim:

And like I said, just as compelling. Same - same neuro cocktail of
hormones that are going on in the brain.

Carmine Gallo:

Yeah.

Tim:

Beautiful. Good stuff. Any closing thoughts?

Carmine Gallo:

Yeah. The 65 percent rule.
[Laughs] The 65 percent rule. I love it. You know, try to - Can you create
65 percent story, 25 percent data, you know, 10 percent establishing, you
know, credibility for who you are and your brand. But can you tell more
stories than data? And wrap the data in story. That's pretty powerful.
Story, data, story, data, story, data, like a three act structure in 20
minutes. It's a pretty powerful sales pitch.

#4 Tiffani Bova

I was about to take the stage at a conference when, in a nearby session, Tiffani Bova was
receiving a huge ovation for her presentation. Twitter immediately lit up with positive feedback
from attendees and I knew that I had a tough act to follow. But I did follow her, and I’ve been
following her work ever since.
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thinkers in sales transformation and business model innovation. One of the “Most Powerful and
Influential Women in California” from the National Diversity Counsel, “Top 50 sales and marketing
influencers” by Top Sales World Magazine, and “Top Sales Influencers” by INC magazine are just
a few of the awards she’s received and her work has been featured in Harvard Business Review,
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Tiffani joined Salesforce.com in March, since then she has been travelling around the globe
speaking at various events and meeting with Salesforce customers to learn more about what
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keynotes a year and dozens of webinars and podcasts she finds a way to maintain a clear pulse
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on this list) who she not only admires but considers as her own mentors. Above is a link to a
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My Complete Interview with Tiffani Bova
Tim:

The reason I wanted to chat with you today is we shared the stage at I
believe it was ChannelCon. I'm not 100 percent sure, but I just remember
the feedback that you had received. I remember Twitter blowing up after
you got off the stage and wanting to kind of follow up with you and see
sort of what all the buzz was about.
And you kind of fill a unique space on this list. We have a lot of behavioral
scientists. We've got a lot of authors, and experts, and those types of
people. And your expertise as, and correct me if I'm wrong here and
obviously you can kind of fill in the gaps and the blanks.

Tiffani Bova:

Oh yeah, no worries.

Tim:

But sort of as a sales futurist and looking at the sales process, kind of
more from 30,000 feet, rather than the one to one sales interactions,
although again, any insights that you have to kind of bridge those two
worlds together would be more than welcome.

Tiffani Bova:

Yeah. I mean I think the reason it's unique for me is I was a practicing,
you know, I was a quota carrying bag rep, you know, sales rep. Right?

Tim:

Yeah.

Tiffani Bova:

Move up to management. Continue to move up to management. Move up
to management, and then sort of say, across all kinds of things. It's
software, hardware, was very early in cloud. You know, '99 to 2003 I
worked for the largest Web hosting company in the US and we were the
beta client for Eloqua and constant contact.
And so we were selling recurring revenue streams with reps having to
build, you know, a call center that was driven from a very unique comp
plan, which no one has done before in that way. Selling online, and
search engine optimization, and social marketing, and all of those things
that were very new back then.
And then I left there and landed at Gateway, which then would be a
complete opposite. Right? Gateway Computers.

Tim:

Right.

Tiffani Bova:

I ran a group at Gateway, and sort of built from the ground up an indirect
channel strategy for them and that was kind of going back to my roots of
selling hardware and software and technology. And then after that sort of
15 year spent of going back and forth between kind of software hardware
services.

And worked for Sprint for a little bit. You know, a distributor. I landed at
Gartner going, well maybe I just need a break, because like cripes. And I
am a seller at heart, and so I had to work really hard at becoming an
academic in that way, if you will. Looking at the world very differently than
the I got to get my quota. What do I need to do today kind of a thing.
It was very much like you said, step back and be able to look at all of
these various data points, both internally from Gartner and Gartner's
research, but then externally from all the client interactions and come up
with the story line behind, okay well what is it telling us?
Where is the future of sales going as it relates to all these very disruptive
influences that are happening in the market? Social mobile cloud
information, you know. So if Gartner would make a prediction, I'd say
okay, a prediction. Make the assumption. Right. The prediction is going to
come pretty close to being true.
What's the impact of someone who runs either a startup company from a
selling perspective all the way to a global multinational organization who
is selling in that category?
So it was a unique blend of all those previous skills of actually being a
practitioner, and then really learning how to be an academic and look for
those signals that others may be missing, so that I could kind of put the
flag out two or three years.
Tim:

Great. So basically the variety of experiences that you've had in the world
of sales and commerce has allowed you to notice maybe some patterns.
Maybe notice some methodologies, as you say, for putting the flag out for
a couple of years ahead.
Is this a field that there are a lot of people out there predicting what's
going to happen as sales futurists? Or is this more unique to Tiffani
Bova?

Tiffani Bova:

I don't know. You know, I think that, you know, I run into, obviously
because I speak at a lot of conferences. I probably do 50 or 60 keynotes
a year somewhere in the world, which that's a pretty good pace. It's
almost one a week, if not one and a half. So it's a good pace, and it would
be very small, you know, 20 people. It would be 10,000 people. I mean it's
just across the map.
And I run into a lot of people on stage that have a particular focus. It could
be on social selling, or it could be on training, or it could be on cold
calling, or it could be on mastering being a sales manager. So it's very
specific in a particular category, if you will, across kind of the art of selling.
Right.

And then you have people that have big sweeping conversations around
marketing, or customer experience, or loving the customers, or those
kinds of other tertiary topics around the act of selling. But I'd say when it
comes to sort of the future of sales, I tend to bump into a lot of pure
academics at the university level.
You know, where they are teaching an MBA class around the MBA
around marketing, and now some schools are actually introducing selling,
so you get the academic side of it.
Then you'll get some of the consulting firms that will have a practice that
is how we help big organizations optimize and improve performance
across the entire sales force? In that case they are looking at the
technology side of it, the people side of it, the process side of it, et cetera.
So I'd say they definitely are trying to keep up with all the trends, but
when you have to kind of put all that together in a story that has this blend
of, I think what makes me unique is that practicing side and that kind of
academia side, where I can have conversations with sales leaders as
someone who has actually done the job.
Maybe not to the level they have. You know, I didn't run a billion-dollar
sales organization, but many of their pains are the same. They're just at a
much grander scale. So I think I was fortunate in being able to carve out a
little niche for myself that I wouldn't say I'm alone, but there isn't many of
us.
Tim:

So I want to ask you, I think possibly the hardest question and of the day,
and it's one that is going to kind of force you to step out of that role a little
bit and kind of speak a little bit to the person who is on the ground level.
You know, the person who is out there, be it a traveling sales person. Be
it somebody who is trying to just sell their idea.
If you had to boil it down to a single sales tip that your experience would
say okay, sales people on that level, they need to be aware of this.
This is coming down the pike. This is something that they need to take a
look at. That they need to begin incorporating or start doing. Is there
anything that really jumps out at you when I ask that question, what is
your biggest sales tip?

Tiffani Bova:

So I'd say this and I say this often, but I think as a sales person no matter
what it is you're selling, you know, you could be selling cars. You could be
selling timeshares. Whatever it is that you're selling, you know, I am a firm
believer that one of the very few things a sales person can control is
actually their behavior in front of a customer.
Because as a seller, the challenge you have is much of your day to day is
chosen for you. Here is the call list you're going to call. Here is the vertical
you're going to go after. Here is your territory. Here is your comp plan.

Here is the products you're selling. Then you obviously made the decision
to work at the company, but they're telling you what to sell.
Here is the products you're going to sell, and maybe it's not the entire
portfolio. Maybe it's one of the things of the portfolio. When you're in the
call center like here is the process that you need to do if you're a BDR
rep. Now you're going to be trained on account based marketing or you're
going to be trained on challenger sell or solution sell.
So a lot of your day to day is decided, and quite frankly, here is the
technology you're going to use. We're going to deploy a sales force.
And so from a seller's perspective one of the things that they have at their
disposal is their behavior, which I kind of categorize around the
relationships they're able to build over time, both internal and external.
You have to sell equally internally as you do externally, because you want
in today's sort of customer environment there isn't one buyer.
And so it's difficult for you to say, listen I can go and win this deal all by
myself. It tends to be sort of a team sell and a team buy, so working with
your teams internally completely relies on your ability to influence people
to sort of go fight the fight with you. That's all behavior and relationships.
And so I'd even say the way you write an e-mail, the way you follow up,
you know, your social selling skills. Do you at the end of every meeting
write a thank you note? Do you go to LinkedIn and connect with that
person? Do you follow them on Twitter? What are the things you do?
And that's the kind of behavior that I mean, so from a sales tip
perspective I'm a huge believer in always investing in yourself, like
becoming a student of the profession of selling means if you're selling into
a vertical, learn about the vertical. Read their industry magazine. Join the
association. Attend events.
If you have to work with marketing more closely or customer service take
a class. Watch a webinar. Read a book. Learn about those people on
your team.
So I believe that if you're going to be a better seller you have to take
some ownership in the things you can control, because lots of it is out of
your control.
So I'd say that's the biggest tip, because I don't think it's, I think that is
one thing that can, even if you have the best products and you have the
best price, and the best solution, and the best brand, if you're just not a
genuine informed, value based seller as a person, it won't matter. Right.
And you can't fake that stuff. If you kind of don't know everything about
the product you can pull in assistance engineer or you can say enough to
be dangerous. Kind of go an inch deep, a mile wide on a particular topic,

but I think that just not being authentic in front of a customer and adding
no value can just kill a deal faster than anything.
Tim:

Wow. I would imagine educating yourself is a continuous process. Times
are changing, technologies are changing, and speaking of that, is there
anything that sales people should be worried about right now? There is a
lot of uncertainty in the industry, like I said. A lot of change. A lot of new
technologies.
Is there something that should maybe scare some sales people, any
adjustments that they really should be making in order to continue to
survive in 2017 and beyond?

Tiffani Bova:

Yeah. I think the greatest competition for a sales person today is
potentially not their brand competition. In that way where I'm A brand and
I compete with B brand. You know what I mean? Like that's who we
always go head to head with.
So while I think obviously that competition will always remain at the brand
level, I think from sales rep to sales rep the competition between those is
going to be defined and what sales reps should be worried about, if you
will, is a far more informed predictive and intelligent sales rep they're
competing against.
It could even be within their own company. Like so they used to be the
number one seller in the team, and now they're no longer the number one
seller in the team. And what changed was that particular sales rep chose
to leverage and take advantage of all of these new tools and technologies
that are being made available around artificial intelligence and predictive
marketing.
And a lot of the things around account based marketing and being
smarter with whom you call and with what information at what time. All
those kinds of things that allow the sales rep to be smarter every day.
Instead of calling 100 people like we used to, you know, you call 100
people and the math of 10 are going to call you back and 5 will make a
meeting and you'll close 2, like that.
Instead saying instead of calling 100 I know the system will push to me
and say, Tiffani, based on all of these things we know, these are the 10
people you should call today and here is the message you should deliver
to these 3, these 3 and these 3, and then follow up with these 2 doing
this.
That kind of intelligence from the system that makes the seller much more
effective is what I think sales reps who are – what's the word I would use?
Let's see. Oh, unsure of and resisting, and kind of digging their heels in
the sand of change around technology. I think that's what they have the
biggest thing to worry about.

Tim:

How do you keep informed?

Tiffani Bova:

I am a student of what I do. I am definitely a student of what I do. I
consume a lot of content from all over the place. I read books. I always
keep up on blogs. I follow people on Twitter that sort of push really good
content, but more importantly I –

Tim:

Are there any blogs or people on Twitter that you might recommend?

Tiffani Bova:

You know, it's always interesting, because I'm sort of all over the map.
People ask me that all the time. It's like who do you follow? It's because
my topics are so broad, you know, I follow people for sales. I follow
people for marketing, or I follow associations, or I follow a magazine.
Then I follow the topic of innovation, and disruption, and growth, and you
know what I mean? Because it's just this multiple touch point of
information that you have to weed through, and so I spend a good
probably hour a day just going, you know, what's the latest? What's
happening?
What's MIT saying? What's HBR saying? What's Fortune? What's
Entrepreneur Magazine? What's INC saying? What's, so those kinds of
things. What's the World Economics Form saying about, so the future of
work and what they're saying about sort of the movement and the age
change and the workforce.
I mean it's all over the place, because going back to what I said a little bit
ago, it's all of these various data points that come from lots of places that
give me that, you know, when someone says, well we really think we
have a, you know, it's so difficult selling to a millennial buyer.
In my head I'll go, God, you know, I just read this report at the World
Economic Forum that I'm talking about that the millennial buyer is now
really looking for these three things. And I have some information I can
share. And if you just look in like I only follow the sales topic I would miss
that whole subtlety around well is selling to millennials really different?

Tim:

Wow. And this, I would imagine is, is it's fun for you. Is it work for you?
You know, keeping abreast of this, is this something you have to
schedule in and sort of drudge your way through, or is this a labor of
love?

Tiffani Bova:

Yeah, I'd say it's a labor of love. It's definitely organic. I get tagged in a lot
of tweets and a lot of people will drop me notes and share stuff with me.
And hey, I read this, thought you'd find it interesting. I get a lot of that.
And so I trust my, you know, I call my Twitter followers my tribe.
I trust my tribe when they sort of say hey, they tagged me in something or
they've shared something with me, because they know that I'm kind of, I
have this sort of wheelhouse I play in. And it organically happens through
the day. I mean I don't carve out like from 9:00 to 10:00 every day this is
what I'm going to do.

But if I have a few minutes of downtime or I'm on an airplane, you know, I
travel with three or four magazines and I'll read through the magazines on
my 45 minutes flight from Los Angeles to San Francisco. Like I just read
the latest Fortune magazine this morning sitting at breakfast.
Read two articles about one was about Heinz and how Heinz is turning
around the business and the things that they did in order to cut costs and
double market cap. So you read that, and then when you're in front of
somebody and they're talking about innovation, you go look, even a long
standing 100 year old brand like Heinz can turn around and innovate, and
you have that context.
I think it just, it's not about seeming endlessly smart with little facts and
tidbits. It's much more about being able to intelligently talk about the story
and talk about the topic in a way that is interesting, and engaging, and is
everyone promotes today. Storytelling is the great way to influence
people into thinking the way that you're trying to get them to think.
And so I've been told I'm a pretty good storyteller, and so at the end of the
day that that information allows me to tell unique and rich stories,
especially when I'm on stage. I mean I think it gets a lot of times when
you're on stage and you're talking about data, the worst you can do is just
talk about the data versus letting the data just sit behind you on the
screen.
And you tell a story that basically validates the data. Like when was the
last time we, you know, I do this one a lot. How many of you buy from
Amazon? And the whole room, doesn't matter where I am, raises their
hands. Right?
Tim:

Right. Right.

Tiffani Bova:

And you sort of go okay, and how many of you went through the training,
you know, little training tool or YouTube video on how to buy on Amazon?
Well of course no one raises their hand number one, because there isn't
one. But number two, because it's highly intuitive. Right?

Tim:

Right.

Tiffani Bova:

So then you say okay, and if you're selling B2B, let's just play that
through. Our founder, Marc Benioff, was like how do I make buying
software as easy as buying on Amazon? That was sort of his, you know,
how do I democratize that?
And so when I say to the B2B audience, I say how do you make it so
intuitive? Easy, seamless, and then up sale, cross sale and
recommendations, and feedback from users and all that super easily
consumable.

So while you're not competing against "Amazon" that experience that a
consumer has with the brand is exactly what they expect to have in their
business life. And so you tell that story and then when on the screen it
says, oh consumers demand, you know, 56 percent of consumers
demand the same thing that businesses do.
And that's what the stat says let's say on the screen. I could say that stat
and people would go like, yeah, I guess, you know?
Tim:

Right.

Tiffani Bova:

But then I tell the story and I say, and you know, and here is the stat that
sort of backs that up, but I can give you the story or how many of you
have bought a car in the last five years? And most people raise their
hand. And I go, well how many of you bought a car ten years ago? And
they will raise their hand.
And I go okay, so why is it that now we have a smart phone in our hands,
mobile, all this information. It's just 24/7 and it still takes 3 hours to buy a
car. It's fascinating. Like how does that happen? And everyone laughs.
So I go now you hear car companies actually using it as part of their
marketing campaign that you can get in and out of here in less than an
hour, because they realize it's just ridiculous. I go and then let's look at
the Tesla model.
So you could argue to people like oh, people are never going to – well
people were willing to spend $125,000.00 online on a car, sight unseen,
never driven. I said so now, yes it's the one percenters, but now he's got
a $40,000.00 car that sold 300,000 units in like ten days online, sight
unseen, never driven.
And so you give those kinds of examples. Well if I didn't know that Tesla
stat, or if I didn't know the Amazon story, or if I didn't say someone is
willing to buy a million dollars worth of compute on AWS for the Super
Bowl ad without even blinking. Like it's different.
And so without those stories you don't sort of bring to life the statistics
that people glaze over with. Not everyone like I like the story the data tells
versus the data.

Tim:

Right. So you're in the arena. You are keeping yourself informed of what's
going on, and that obviously plays a role in what you do as an educator,
as a speaker. You mentioned you do a lot of keynote speaking, but you're
also drawing the correlation that hey, sales people can use this instead of
just throwing facts at your prospects.
Wrap these facts in relevant story, and the only way to have these
relevant stories is to sort of stay immersed in the arena.

Tiffani Bova:

Absolutely, and if you look at Salesforce as a brand, if you've ever
attended Dreamforce, which is a movement all in of itself. If you've ever
attended Dreamforce like our customers tell our story. I mean they're up
there saying this is what we did for customer service, and customer
experience, and our sales, and our marketing.
We're not up there talk, I mean yes we have product tracks, obviously,
because we sell a product, but we sell the product. You know, our
customers help us sell the product through their real life stories of using
the technology in new and innovative ways.
And so as you think about that, I believe we're not actually selling
technology. I believe we sell change and selling change is much more
difficult. And the way to sell change is people have to relate to why it's
important to change to what you just said. It has to be about, they have to
identify with a story, and a balance of the story.
You can't just go in there and tell stories all day. I mean it has to be that
balance of woven between, and you have to find going back to my
becoming a student, knowing what you're really good at and knowing
what you're not really good at. Always double down on what you're really
good at.
So if you're a really good storyteller, that's where to lean. And if you're
really good with the data, then that's where you lean and just try to get
better at the storytelling. You know what I'm saying? But don’t try to just
ignore data and be a storyteller if that's not your thing, so it takes practice.

Tim:

Yeah, I think that audiences vary too, you know. Prospect vary too, and
some people need that data. Some people have that sort of rational
thinking process and there is, I guess there is a sales person for every
prospect. There is a fit. There is a match. So by highlighting your
strengths you're going to sort of attract those right people for you.
So let's talk a little bit more about Salesforce and your work with that
organization. Tell us a little bit about 2016, about what has excited you
about the year, and about what projects you have personally been
involved in that have gotten you excited.

Tiffani Bova:

So I'd say this. I joined in March, and so it hasn't yet been a full year, but
it was really, this past ten months for me has been about transitioning out
of that sort of analyst mindset with a set of customers that I worked with
on a regular basis.
And just the putting out of research content to stepping back and saying,
okay I actually want to go and spend time with customers and clients, and
see how they're actually transforming their sales organizations. What are
they doing? What's working? What's not working? How are they using
technology?

Salesforce exclusively, or Salesforce with other tools? And understanding
what obstacles and hurdles they're trying to overcome, and taking that
experience that I had in my sort of ten years of selling and ten years of
being an analyst and say, okay how do I play a little bit of that advisory
role back into our customer base?
And say, look let's figure out the best way to sort of solve these problems.
Have we thought of this? Have we thought of that? Because I come at it
from a people process, you know, direction more than I come at it from a
technology direction. You know what I mean?
Like I believe technology can enable it and without it you're going to be
way behind the eight ball. But if the people and processes aren't in place
to support that enablement, you're going to kind of continue to struggle.
So I've spent time just listening and learning from our customers that are
really successful leveraging the technology. Others that are in the middle
of sort of deploying, and enhancing, and adding more services to the
stack. And some that are on the very beginning of their journey, like we've
just made a decision and we're starting to get into it.
And so for me, it's been super fun getting close to the customer again,
really and being so squarely focused on customer success. It has been
really, really inspiring and watching customers as they transform their
business has just been why I made this move. It just confirms every day
why I made this move.
Tim:

Beautiful. So I usually ask people at this time how readers can get in
touch with you? If that one thing that you make available, either a Twitter
handle, or a website, or anything like that. LinkedIn, whatever you're
comfortable sort of sharing, or sort of we can leave that part out. It's
totally up to you.

Tiffani Bova:

No. So Twitter is great for me. It's Tiffani_Bova and its Tiffani with an I at
the end always that they always spell it with a Y unfortunately, but I can't
really compete with that brand. Tiffany with an I. Connect with me on
LinkedIn. Those are great. I try to pride myself on being really responsive
to either of those.

Tim:

And what type of person would you be excited about helping, working
with, conversing with, chatting with, connecting with?

Tiffani Bova:

So I love connecting with people. A lot of times I'll read an article or I'll
even read a book and personally for me, I reach out to somebody who
has written something that I went hey, I learned something, or I really
hadn't thought about it that way. It got me to think differently.
Or hey, I just want to lay on top of what you've said sort of what I'm
thinking. And I reach out often to those kinds of people. So I like the same
thing back. Like I read your article and I'm really struggling with this in my
sales team, like we tried this and this.

When they're adding additional content and an additional story to the
lens, I sometimes use it, where I'll say hey, I wrote this article and this is
what I said. This guy reached out to me and he said that he tried it. It just
didn't work, so he tried that and it worked better. Now here is what I
learned from that interaction.
I mean it’s not I know all and others don't. I'm constantly either just slightly
adjusting my thinking, or I may make a full pivot when someone goes, hey
listen, this is what we've done. And I go wow, I never thought of that.
So I'm always up for someone who is going to expand my thinking, build
upon things I'm talking about or that I've been saying, or in some cases
has a contrarian view. So similar to what I do. I reach out when someone,
you know, a book I read or an article I read, I will do that.
Like you with me. Right? We're at a presentation or an event. You saw it.
You followed up on me. Then you said hey, I'm going to reach out. You
reached out. I responded right away. It's like hey, it's going to add value.
I'm able to give back to an industry that has been really awesome to me
by participating in this article you're doing. I'm in.
So it's I would say yes to lots more if I had more time, but I think that's the
best thing I can give.
Tim:

Speaking of time, I do want to be respectful of your time. There is just one
little gap in the article that I'm putting together here that I wanted to give
you another opportunity to either highlight an article that you've done. I
don't know if you're planning on doing a book or something like that.
But is there something that you did in 2016 that maybe drew attention or
something you're particularly proud of? Something that you would like me
to kind of shine a spotlight on?

Tiffani Bova:

So I did two live webcasts this year. One with Seth Godin and one with
Geoffrey Moore. And both for me were sort of bucket list full circle items
for me. I had met Seth in 2000, so I've known him quite a long time, and I
had him come in and do, you know, when he was doing these things, a
little, a day workshop on Purple Cow.
So and it was one of those things where like I rolled out a whole Purple
Cow workshop and we were looking for, you know, the blue ocean if you
will of this, which is a version for me as Purple Cow of then, but going
after that sort of how do you stand out in a herd and differentiate?
And he really taught me a lot in that book, and then subsequently in the
things that I've read since then. And he's been kind enough to always be
responsive to me and has been instrumental in many decisions I've made
in my career actually over time.

So for me to interview him on the Salesforce Series Pass. It's in my SIG
file actually. If you need the link I'm happy to give it to you, but it was like
a conversation with a friend. We just had a really great time talking about
sort of the future of marketing and the future of sales and kind of the
whole brand and customer experience, and how that play differently.
And it was a highlight of my year, and many people refer to that when
they see me. They'll be like I saw that interview with you and Seth. It was
really great. So that would be one that I really enjoyed.
And then the second one would be Geoffrey Moore, you know, the
Chasm guy. Crossing the Chasm is one of those sort of standard books
everybody refers to. It's sort of, it's one of those ones that if it's not in the
bookshelf of every executive you know they've definitely read it.
And so I got the opportunity to meet him many years ago and he does a
lot of work here at Salesforce, but he wrote the book Zone to Win, which
is kind of a look at how high performing sales forces can continue to
evolve and innovate, and Salesforce and Microsoft were the two
companies he sort of highlighted in the book.
And so I got the opportunity to do that series pass and I did something
with him in London. I did a fireside chat with him in front of 150 execs in
Europe before our World Tour event. And then we decided to do the
webcast, and that would be another one, where full circle moment.
You read the book, whatever 20 years ago, and you just kind of read the
book and then I've read the book probably four or five times, and then you
say, one day I'm sitting on this couch having this conversation with him.
Tim:

Wow.

Tiffani Bova:

You know, it's sort of, you – and that's why I say that I'm having just such
a great time, because I've been able to really connect in a way with
thought leaders like Seth and Geoffrey and others, and customers and in
this whole new way in this new role has just been really fantastic.
But Geoffrey was great, because I had my own opinions about Crossing
the Chasm and how you would actually apply at Salesforce as a company
goes through that hype cycle and as it crosses the chasm. You know,
how you sell.
And so we had fun of me kind of poking at him saying, I don't know really
how you'd do this as a sales leader? Because that's not something he's
done. He academically watches it. And so where Seth is a little different.
Seth has the practicing and academic side. And so that would probably
be the second one.

So those would be the two highlights for me last year, where and then
many, many opportunities to keynote at leadership events for clients of
ours around the world, where I just met some really inspiring companies
that are just so committed to innovating and so committed to customer
experience and customer success. It's just been fantastic.
But if it's something you want to point to that people can go see, I would
say it's those two webinars.

#3 Jonah Berger
While listening to NPR’s Hidden Brain podcast, I
heard Jonah Berger explain why top brands are
now paying celebrities significant sums of money
NOT to use their products. I was intrigued, so I
grabbed a copy of his book, Invisible Influence:
The Hidden Forces that Shape Behavior – which
came plastic-wrapped with a not-so-subliminal
message on the back cover that reads, “DON’T
BUY THIS BOOK”. I’m glad I ignored it. (Or did
I?)
Back of the Baseball Card
Jonah Berger is a marketing professor at the
Wharton School at the University of
Pennsylvania and bestselling author of
Contagious: Why Things Catch On – which
incidentally came out in paperback in 2016.
Dr. Berger has spent over 15 years studying how
social influence works and how it drives products
and ideas to catch on. He’s taught Wharton’s top
ranked online course, published dozens of
articles in top-tier academic journals, consulted
for a variety of Fortune 500 companies, and
popular outlets like the New York Times and Harvard Business Review often cover his work.
Major Contribution to Influence in 2016
Hands down, it’s his NY Times bestselling book, Invisible Influence. This
fascinating and groundbreaking work explores the subtle, secret influences
that affect the decisions we make—from what we buy, to the careers we
choose, to what we eat.
In Invisible Influence, Jonah Berger integrates research and thinking from
business, psychology, and social science to focus on the subtle, invisible
influences behind our choices as individuals. By understanding how social
influence works, we can decide when to resist and when to embrace it—and
we can use this knowledge to make better-informed decisions and exercise
more control over our own behavior.
Best Sales Tip: Be a Chameleon.
Trying to increase your influence, persuade someone, or close a deal? Subtly imitating the
behavior, language, or facial expressions of others can make your more successful.
How much more successful? In negotiations, people who mimicked their counterparts were five
times more likely to reach a deal. Waiters and waitresses who mimicked their customers’ orders
received a 70% higher tip.

Mimicry, or mirroring others, facilitates social interactions and boosts sales because it increases
liking, trust, and affiliation. Imagine you learned someone else has the same birthday, or went to
the same high school. You’d feel like the two of you are similar or part of the same tribe. Mimicry
works the same way. It creates a sense of kinship that turns strangers into friends and
acquaintances into allies.
So, don’t just listen; emulate. If a client starts emails with “Hey” instead of “Dear,” adopt that
language in your response. If a prospect leans back in their chair or crosses their legs, do the
same. Be a chameleon. Subtle shifts can deepen social bonds and help you close that sale.
Below is an Article by Dr. Berger (Reprinted with Permission)

How to Sell Ideas Like Gladwell
Whether you agree with him or not, Malcolm Gladwell does an amazing job of communicating
ideas. Here are three tips we can learn about selling our own ideas.
Whether you agree with his conclusions or not, Malcolm Gladwell has certainly done a great job
of getting his ideas out there. His first book, The Tipping Point, sold over 3 million copies. It has
spent 423 weeks, or over 8 years, on the New York Times bestseller list. His later books, Blink
and Outliers have also sold over a million copies each and had a similarly large impact on
management practice.
But outside of learning from Gladwell’s content, what can we learn from his success at selling
ideas? How can we become better storysellers?
Gladwell has a knack for turning complicated (and often arcane) scientific ideas into digestible,
tasty nuggets of knowledge. His readers don’t just passively sit listen, they’re inspired to take
action. To change their behavior. To transform their organizations. To tell others what they
learned.
So what does Gladwell DO that makes him so effective?
I saw Gladwell speak about his new book, David and Goliath, a few weeks ago, and here are
three tips I picked up. Some new ones, some oldies but goodies
1)

KISS – Keep It Simple, Stupid

When sharing ideas we have a tendency to slip into jargon. To talk in ways that only insiders can
understand. We know so much about the idea that we assume others do as well. So we go into
all the nuances and complexity. Without realizing that we’re losing our audience along the way.
It’s called the curse of knowledge.
Gladwell spares us the unnecessary details. He keeps it simple. He knows most of his readers
aren’t experts on cognitive psychology, network sociology, or the science of dyslexia. So he
avoids the minutiae. He boils down complicated concepts into the key details and shares only
those. Not the whole forest, just the most important trees.
If your audience remembered only one thing you told them, what should it be? How can you strip
out unnecessary details and keep it simple?

2)

Stories Beat Information Every Time

Information is great. Facts can be useful, enlightening, and help us make better decisions. But
they can also be overwhelming, boring, and hard to remember.
Rather than just providing information, Gladwell tells stories. Tales of hipsters in the East Village
or a girls’ basketball team that seemed woefully outmatched. These stories surprise and engage
the audience and they help the listener mentally simulate what is happening.
But when carefully designed, stories also serve a larger purpose. They illustrate the main point of
an argument in a way information alone can’t. They’re like vessels or carriers.
The most effective stories are Trojan Horses. Sure, there is an engaging narrative, but information
comes along for the ride. It’s proof by (compelling) example.
What’s your Trojan Horse Story? What’s the enthralling narrative that will carry your message
along inside?
3)

A Good Tease Holds Attention

Most plays have three acts. The first act introduces things, the second act develops them, and
the third resolves them. Movies, while not as explicit, usually follow a similar pattern. Sure
everything could get resolved faster, but a good first act sets the scene in a way that draws us in.
Just like a good mystery.
Gladwell’s talks (and books) often have the same structure. He starts with a question in the form
of a story, but doesn’t resolve that story right away. Instead, he launches into a second and even
a third story before wrapping up the first one. But the listener stays tuned along the way because
they want to know how the first story ends. By opening what researchers call a curiosity gap, or
hole in the listener’s knowledge, Gladwell encourages them to pay attention to the rest.
How can you open up a curiosity gap? Point out a hole in your listener’s knowledge that will make
them want to lean in closer to learn more.
Whether you agree with his ideas or not, Gladwell is a great storyteller. One of the best there is.
But he’s also a great storyseller. A master at selling ideas that drive others to action.
Whether you’re selling a product, an idea, or just yourself, we can all benefit from being better
storysellers.

#2 Dan Ariely
One of the most influential social psychologists of the
decade, Dan Ariely is the author of one of my favorite
books on behavioral economics, Predictably Irrational.
Scratch that. It’s one of my favorite books. Period.
Leaving him off this list would have been irrational.
Back of the Baseball Card
In terms of official positions, Dr. Ariely is the James B.
Duke Professor of Psychology and Behavioral
Economics at Duke University and a founding member
of the Center for Advanced Hindsight. He’s earned two
Ph.D.’s – one in cognitive psychology (UNC) and the
other in business administration (Duke).
He’s authored five books (three of them became NY Times bestsellers), done a few TED talks
(with about 8 million views), made a critically acclaimed movie, and even invented a card game
about human irrationality.
Major Contribution to Influence in 2016
Dan’s major contribution was releasing the next Dan Ariely book.
Payoff: The Hidden Logic that Shapes Our Motivations investigates
the true nature of motivation, our partial blindness to the way it
works, and how we can bridge this gap. With studies that range from
Intel to a kindergarten classroom, Ariely digs deep to find the root of
motivation — how it works and how we can use this knowledge to
approach important choices in our own lives.
And his speaking schedule. My goodness. When does the man
sleep?
Best Sales Tip: Think About Fairness
When we think about pricing we often think that people pay for what
they get, and that’s partially true, but we also pay for the feeling that
something is fair.
For example, imagine that you come to Durham, North Carolina where I live. You find a parking
spot, but you don’t have a quarter for the meter. I happen to pass by and you ask, “Excuse me
do you have a quarter?”
I say, “Yes. I’ll sell it to you for a dollar.”
How would you feel? Most people would say, “Not interested” or something more rude.
Now imagine the same situation, but this time I say, “No, but there’s a bank down the road. I can
run there, make change, and run back. I’ll be out of breath, but I’ll get you four quarters. If I do
that, how do you feel about giving me a dollar for my trouble?”

Now people feel great about it.
Now think about it, in every possible way, you’re worse off in the second case than in the first.
You have to wait. You paid a dollar for a quarter when in the first case you paid a 75-cent premium,
so it’s more expensive. And you get sweaty coins. But you’re happier. Why? Because you feel it’s
more fair. And the reality is there are lots of things out there that the fairness for them is not very
clear. And if you think about things like digital bank accounts and apps and internet service and
services of all types and especially digital goods we don’t see the effort that has gone into them
and we don’t see the fairness that comes from it. Because of that, it’s incredibly important to think
about the fairness.
One other example, think about the difference between Kickstarter and downloading a movie
illegally. Imagine the difference. In the Kickstarter case, you’re helping to contribute to creating a
movie and you feel good about putting money down. After the movie has been created, it could
be that the people who made the movie still owe money on it, they haven’t made back their
investment, whatever it is, but because the movie has been created, our call for fairness doesn’t
chime in.
Or think about the other example. We would feel very bad going to a restaurant, eating, and
escaping without paying. Why? Because we know the effort that has been done. We have
consumed food, we took time from the waiter, time from the chef. What drives fairness is not the
idea that the company has invested in something with a fixed cost, like creating a movie, but
something that is a marginal cost – something that has been created for us. When something has
been created for us, our instinct for fairness chimes in and we are willing to pay more easily.

#1 Robert Cialdini
Here he is, the “Godfather of Influence” himself.
This is the man who introduced the world to the
power of science-based persuasion in 1984 with
his seminal book, Influence: The Psychology of
Persuasion. The book went on to sell over 3 million
copies and inspire a generation of young
psychology enthusiasts, including yours truly.
To join the ranks of Dr. Cialdini’s clients, including
such organizations as Google, Microsoft, Cisco
Systems, Bayer, Coca Cola, Merrill Lynch, Pfizer,
IBM, Prudential, The Mayo Clinic, The Weather
Channel, the United States Department of Justice,
NATO,
and
MANY
more,
visit
www.InfluenceAtWork.com.
Back of the Baseball Card
Well for starters, there’s his book, Influence, the NY Times, Wall Street Journal, USA Today, and
Amazon best seller that was named one of the 100 Best Business Books of All Time by CEO
Read and required reading in over 30 languages.
Before that, Dr. Cialdini received his Ph.D. from the University of North Carolina and post-doctoral
training from Columbia University. He has held Visiting Scholar Appointments at Ohio State
University, the University of California, the Annenberg School of Communications, and the
Graduate School of Business of Stanford University. Currently, Dr. Cialdini is Regents’ Professor
Emeritus of Psychology and Marketing at Arizona State University.
Dr. Cialdini is CEO and President of INFLUENCE AT WORK; focusing on ethical influence
training, corporate keynote programs, and the CMCT (Cialdini Method Certified Trainer) program.
Major Contribution to Influence in 2016
His first solo book in over thirty years, Pre-Suasion: A Revolutionary Way
to Influence and Persuade quickly jumped to the top of the NY Times and
WSJ best seller lists. Using the same combination of rigorous scientific
research and accessibility that made Influence an iconic bestseller, Dr.
Cialdini explains how to capitalize on the essential window of time before
you deliver an important message. This “privileged moment for change”
prepares people to be receptive to a message before they experience it.
Optimal persuasion is achieved only through optimal pre-suasion. In other
words, the artful diversion of attention gets your targeted audience primed
and ready to say, “Yes.”

My Complete Interview with Robert Cialdini
Tim:

If you had to narrow it down, what would be a top tip or your best tip that
salespeople can implement in their work?

Robert Cialdini:

Here's what it would be, and it has to do with a research project that a
friend of mine undertook, a marketing professor. He decided to try to find
the single most powerful sales tactic. Of all the tactics that could be
employed, which was the one that was most effective over the greatest
number of situations, the greatest number of populations? And he spent
three years in that endeavor. And I saw him at a conference and he
stopped me and he said, "Bob, I found it. I found the single best sales
tactic. It is not to have a single sales tactic."
That's a fool's game. To think that the same approach is going to work in
all situations with all customers and clients and sets of circumstances is
just naïve. We have to customize our approach to the situation that we
encounter and what we know about it going in. And that requires that we
be informed about that situation, about our customer, about our history
with that person, about that person's history with our products, and so on,
as much as possible, and then we tailor our approach accordingly.

Tim:

So is it possible to be informed about our consumer in a general way – for
example, to understand human behavior? Does that inform us about our
customer partially, or is there something more in depth that you're
speaking about?

Robert Cialdini:

That's a very insightful comment that you just made because it seems to
me there are two layers of information that we should inform ourselves
about. The first is how we work as a species, how human beings make
decisions and choices about when to say yes and when to say no. That is
in the realm of behavioral science, and there are now several books out
that cover a half a century of research into the psychology behind
persuasion and influence and decision making. I've contributed to that
literature, but there are others as well. So that's one thing any truly
optimizing salesperson wants to avail him or herself of, that work that
shows how people work in a primitive, fundamental way when they
receive information. Right? That's one.
The second level is that deeper one where we can identify a particular
individual or someone with a particular characteristic – let's say a male or
a female, young or old, some kind of demographic characteristic – and we
know something about that individual from doing our research on the
internet. What has this person told us on Facebook, on LinkedIn? There's
information this person has given us that we would never have had before
without the advent of the internet. So do our research there as well and
then step forward armed with the knowledge that comes from both of
those levels of information.

Tim:

So this leads me to I guess my next question about understanding human
behavior and how that has helped shape your new book, Pre-Suasion. So
is that kind of what you're referencing – as far as looking people up,
asking those questions? Is this part of the pre-suasion process? And what
else is also part of the pre-suasion process?

Robert Cialdini:

Yes. Well, that is part of it, that it's knowing that person and being able to
tailor our approach to what we know that person likes, what that person
has said yes to in the past, what that person's values might be and so on.
But, in addition, it is recognizing something about human behavior in a
general sense, not just about that particular person, and that is something
that magicians and mentalists, as well as behavioral scientists, now know.
Where we direct people's attention immediately before we present our
case to them determines which aspect of our case they will find most
attractive, which aspect they will be most receptive to, by virtue of its
consistency with what we have done first, how we have led them to move
down a particular channel of thinking that is consistent with the mindset
we have created in them before we've sent our message.

Tim:

It's been a long time in between solo books for you, and I read that you
wanted to wait until there was something significant enough to warrant
another book. Is that correct?

Robert Cialdini:

Correct.

Tim:

So is it safe to say, then, that pre-suasion might be that significant that it
might sort of falls into the category of a top sales tip?

Robert Cialdini:

It is. It was truly paradigm shifting for me to think about pre-suasion as a
lever of influence because all of my career I had been focused on what a
communicator should put into a message to gain assent. And then I
started seeing research to indicate that what a communicator did or said
immediately before sending a message could leverage that message
dramatically. And I was looking at that research and it was puzzling me,
but then I had an experience, a personal experience, that told me, "Oh,
there's a book to write here."
Here's what it was. I was at home. There was a knock at my door. I
answered it to find a man who was asking me to contribute to a cause. It
was a new program for afterschool programs for children. And he didn't
give me any credentials to indicate that he was associated with this
program, and I hadn't heard that this program was being started in my
school district. But I gave him more money than I would have to the
United Way or the Cancer Society or any of these organizations that
would come to my door with those credentials.
And I remember closing the door and thinking to myself, "Wait a minute,
the reason I did that and felt good about giving him that money was not
anything he did inside his message. It was what he did before he opened
his mouth." He brought his seven-year-old daughter with him, and he

focused me on children and children's issues and children's outcomes.
And with that mindset, I was now willing to prioritize children's programs
above issues like the risk of giving money to somebody who showed me
no credentials.
And I thought to myself, "Oh, this explains where the leverage comes
from for a message: before it's delivered." It's in the instant before the
presentation of that message that something can be done that creates
remarkable traction for the message that hasn't even been encountered
yet by the recipient.
Tim:

This is fascinating to me because as I was reading through your book
Pre-Suasion, it struck me that, sure, there are anecdotes like this, but
there was a surprising amount of science to back all this up.

Robert Cialdini:

Right. And that's the thing that actually knocked me back in my chair
when I started collecting this research – how primitive this approach can
be, this particular practice can be. And the one that was most surprising
in this regard – perhaps you remember it – was a study in which
researchers in Belgium brought subjects into an experiment. They
showed them photographs. One third of them received – saw
photographs of individuals standing alone. A second third saw individuals
standing apart, separate from one another. And a third saw those same
individuals standing shoulder to shoulder together in a cooperative kind of
partnership stance.
And then in all cases the researcher got up from the table and pretended
to drop some items on the floor, and the question was who now gets off
their chair, down on their hands and knees, and becomes a helpmate for
the researcher, someone who is in a cooperative partnership kind of state
of mind and acts on it. And there was no question. Those who had seen
the pictures of people standing together were three times more likely to
move in the direction of partnership and helpfulness.
So that wasn't what surprised me, because by now when I had seen that
study, it fit with a lot of other research that what you do first channels
people in terms of behaviors that are consistent with the mindset you
have established initially in them. What shocked me about this research is
that the subjects in the experiment were 18-month-old children.

Tim:

Wow.

Robert Cialdini:

They were babies and this was still working on them. That told me
something about how basic this process is to human functioning.

Tim:

That's great.

Robert Cialdini:

Yeah.

Tim:

Now, so, obviously, salespeople can incorporate some of these framing
and priming and pre-suasion techniques. Who else comes to you for
advice? What types of people do you find yourself working with? What
types of organizations do you get excited to work with and help with their
influential pursuits?

Robert Cialdini:

One, of course, is fund raising, so people who come to me from
organizations that are part of a charity outreach or nonprofit organization
of one sort or another and want the support from the citizenry. Well, the
question is how do we phrase, how do we frame our case so that the
people will feel attracted to this organization and want to support it. So
that's one.
Here's another that has come as a result of a workshop that we do, a twoday workshop on the science of influence, usually with business
organizations sending people to those workshops. When we started,
almost all the organizations were sending their salespeople, their
marketers, and their advertising personnel, with the idea "how do we
influence outside of our organizational boundaries – our customers, our
clients, our business partners, our vendors, our suppliers and so on?"
But after those workshops had proven successful for a lot of companies in
the results that they got, they came back and have started saying, "Can
you train our managers in influence? Because what goes on inside the
organizational envelope is as important to our bottom line as what goes
on outside. We have to be influential. We have to be persuasive in
convincing our employees to be together, to accept change, to adopt new
initiatives and so on. What's the best way to frame that messaging?"

Tim:

Love it. Being an influence expert, how much do you deal with the
question, "Is this ethical"?

Robert Cialdini:

Yeah. I do deal with that question, and it's a question that I value being
asked because it raises in importance the worth of being ethical, because
so many people want to be sure that they don't act in unethical ways in
order to be successful, and they don't want to be deceived by others who
are trying to influence them in unethical or deceptive ways. And here's the
best way I can answer that question.
You know, in my first book I outlined six universal principles of influence:
authority and social proof and scarcity and liking and so on. And for me,
the way to approach the ethics issue is to identify those six principles.
You asked earlier how can salespeople inform themselves. One thing that
they can inform themselves about is what are the six universal principles
of influence that, if included in a message, increase the likelihood of
success.
Well, the key is if you have informed yourself of those six principles, you
can go into any situation and identify the one or another that's there
inherently in the situation – it's already there. If you have great authority
voices speaking for your product or service, that's the thing you raise to

the surface. If you've got a lot of social proof, a lot of people who have
spoken and testified to the value of what you're offering, that's the one
you bring to the surface. If you've got a limited availability or dwindling
availability, a unique or rare feature, well, that's the principle of scarcity
and you bring that to the surface.
So by simply pointing to something that's already there in the situation,
not only do you move people in your direction in significantly elevated
ways, you do so in an entirely ethical way. You don't deceive; you don't
coerce people into assent. You inform them by pointing out something
that's inherently true about what you have to offer that is a trigger for yes.
Tim:

That's a great answer. I certainly appreciate that. I just have one last
thing, and that is how can people get in touch with you?

Robert Cialdini:

The best way is on our website. It's www.influenceatwork.com.
Influenceatwork is all one word, dot com. And there they can get access
to any of my books, tapes, and so on. Also, if they're interested in having
me come and speak to an organization, that's available to them there as
well.

Tim:

Who inspires you?

Robert Cialdini:

It's two individuals, to be honest with you, and they're not ostensibly in the
sales domain. It's Warren Buffett and Charlie Munger, who are the
greatest investment professionals of our time. They've developed this
company, Berkshire Hathaway, in which they ask people to invest in what
they have invested in, in the companies they have invested in. And they
get to people to invest in their company at levels of worth that are
astronomical.
I don't know if you're familiar at all with Berkshire Hathaway, but – do you
know? – like about a year and a half ago Google reached $1,000.00 a
share on the New York Stock Exchange and everybody was running
around saying, "$1,000.00 a share. $1,000.00 a share. My goodness." A
single share of Berkshire Hathaway stock this morning is going for
$245,000.00 a share, and they get people to continue to invest in them at
those levels because of the salesmanship involved in their annual reports.
And here's – you know, if I had another number one sales tactic to
advance, here's what it would be. On the first page of every one of those
reports, before they describe everything that's gone well in the previous
year they describe something that went wrong, a mistake that they had
made or a weakness in their case, a drawback. And what that does is to
convince readers – and I've been one of them; for 15 years I've been
getting their annual report – "these guys are being honest with me.
What's the next thing they're gonna say?" I tell you it's so disarming to
see them mention a weakness or a mistake, I believe everything they say
afterwards.

So if there was a general principle, another one that I would recommend,
it's we know that in any case we have to make there are strengths and
weaknesses. What we're typically taught to do is to begin with all of our
strengths, and then, to be honest, we say, "But, of course..." and then we
might mention a weakness: "We're a little more expensive than some of
our rivals." Let's take that one, right? And we say that at the end.
That's a mistake. We're better advised to mention that up front and then
to say, "But here's what we do to overcome that so that you will get a
better value for it." It's by mentioning a weakness up front we establish
our credibility as trustworthy sources of information about everything that
comes next. That's what Buffett and Munger do in their annual sales
reports, and the results have been spectacular.
Tim:

Wow. So it's not the fact that it's – the technique is not necessarily
honesty in and of itself, but it's that vulnerable honesty of admitting a
weakness and combining that sort of with the pre-suasion, putting that up
front –

Robert Cialdini:

Putting it up front.

Tim:

– changing the order of how the information is presented.

Robert Cialdini:

Exactly.

Tim:

That's gold. I appreciate that.

Robert Cialdini:

Because when people are uncertain about you – if they don't know you –
your best arguments are gonna bounce off a wall of doubt until they're
sure that you're being honest. Well, mention a weakness that you can
then destroy with the strengths that you have, and now they believe all
your strengths more deeply when you present them. Remember that
advertising campaign from Avis? "Avis, we're number two, but we try
harder."

Tim:

Right.

Robert Cialdini:

That increased their market share by 700 percent in one year.

