
0XFK�RI�\RXU�SURIHVVLRQDO�VXFFHVV�
GHSHQGV�RQ�JHWWLQJ�SHRSOH�WR�VD\�Ȋ<HV�ȋ�
%HFDXVH�WKH�DELOLW\�WR�LQȵXHQFH�LV�VR�
LPSRUWDQW��VFLHQWLVWV�KDYH�UHVHDUFKHG�

ZKDW�H[DFWO\�PDNHV�VRPHRQH�LQȵXHQWLDO�

HHDULQJ�Ȋ<HVȋ�EHFRPHV�PXFK�HDVLHU�
ZKHQ�\RX�NQRZ�KRZ�WR�HWKLFDOO\�
LQȵXHQFH�SHRSOH�/HWȇV�EH�FOHDU�Ȃ�
WKLV�LVQȇW�D�PDJLF�ZDQG��<RX�FDQȇW�
JXDUDQWHH�WKDW�HYHU\RQH�ZLOO�GR�

ZKDW�\RX�ZDQW�DOO�WKH�WLPH��+RZHYHU��FRXQWOHVV�
VRFLDO�SV\FKRORJLVWV�DQG�EHKDYLRUDO�HFRQRPLVWV�
KDYH�SLQSRLQWHG�KRZ�\RX�FDQ�PRYH�VLJQLȴFDQWO\�
PRUH�SHRSOH�WR�GR�ZKDW�\RX�ZDQW�LI�\RX�DSSO\�WKH�
VFLHQFH�RQ�LQȵXHQFH�HWKLFDOO\�DQG�FRUUHFWO\��
7KLV�DUWLFOH�LV�WKH�ȴUVW�LQ�D�IRXU�SDUW�VHULHV�ZKHUH�
we’ll take a look at 5REHUW�&LDOGLQLȇV principles 
RI�LQȵXHQFH��6SHFLȴFDOO\�ZHȇOO�ORRN�DW�KRZ�
VDOHVSHRSOH�FDQ�HPSOR\�WKH�SULQFLSOHV�WR�HQVXUH�
EHWWHU�RGGV�RI�VXFFHVV��7KLV�LQLWLDO�DUWLFOH�OD\V�WKH�
JURXQGZRUN�IRU�WKH�QH[W�WKUHH�ZKHUH�ZHȇOO�GLYH�
LQWR�HDFK�RI�WKH�SULQFLSOHV�RI�LQȵXHQFH�LQ�GHWDLO�
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PEOPLE 
Ζ�EHOLHYH�LQȵXHQFH�LV�DOO�DERXW�3(23/(EHFDXVH�
VXFFHVVIXO�LQȵXHQFH�LV�DOO�DERXW3RZHUIXO�
(YHU\GD\2SSRUWXQLWLHV�WR�3HUVXDGH�WKDW�DUH�/DVWLQJ�
DQG�(WKLFDO��/HWȇV�WDNH�D�ORRN�DW�HDFK�RI�WKHVH�
FRPSRQHQWV�RI�VXFFHVVIXO�LQȵXHQFH�

Powerful
'LG�\RX�NQRZ�WKHUHȇV�D�YDVW�ERG\�RI�UHVHDUFK�
LQWR�WKH�VFLHQFH�RI�LQȵXHQFH�DQG�KXPDQ�
GHFLVLRQ�PDNLQJ"�)RU�PRUH�WKDQ����\HDUV�VRFLDO�
SV\FKRORJLVWV�DQG�EHKDYLRUDO�HFRQRPLVWV�KDYH�
DSSOLHG�ULJRURXV�VFLHQWLȴF�VWXG\�LQWR�WKH�SV\FKRORJ\�
RI�SHUVXDVLRQ�Ȃ�ZKDW�FDXVHV�RQH�SHUVRQ�WR�VD\��
Ȋ<HVȋ�WR�DQRWKHU�

:KDW�\RXȇOO�OHDUQ�GXULQJ�WKLV�VHULHV�LVQȇW�VRPHRQHȇV�
JRRG�DGYLFH�EHFDXVH�DOO�WRR�RIWHQ�WKDW�DGYLFH�PD\�
QRW�ZRUN�IRU�\RX��:KDW�\RXȇOO�OHDUQ�ZLOO�EH�EDVHG�RQ�

HPSLULFDO�VWXG\��VFLHQWLȴFDOO\�SURYHQ�ZD\V�WR�JHW�WR�
Ȋ<HVȋ�PRUH�RIWHQ�

Everyday
+DYH�\RX�HYHU�WKRXJKW�DERXW�KRZ�PXFK�WLPH�\RX�
VSHQG�SHUVXDGLQJ�RWKHUV�DW�ZRUN"�ΖI�\RXȇUH�OLNH�
RQH�RI�WKH�������SHRSOH�'DQLHO�3LQN�VXUYH\HG�IRU�
his book 7R�6HOO�LV�+XPDQ��WKHQ�DERXW�����RI�\RXU�
GD\�LV�VSHQW�LQ�ȊQRQ�VDOHV�VHOOLQJ�ȋ�ΖNQRZ�PRVW�RI�
\RX�UHDGLQJ�WKLV�DUH�VLJQLȴFDQWO\�KLJKHU�WKDQ�WKDW�
EHFDXVH�\RXȇUH�LQ�VDOHV��VR�WR�VD\�\RX�VSHQG�DW�
OHDVW�KDOI�RI�\RXU�GD\�SHUVXDGLQJ�RWKHUV�ZRXOG�EH�
FRQVHUYDWLYH�

ΖQȵXHQFH�LV�WUXO\�D�VNLOO�WKDW�FRPHV�LQ�KDQG\�RQ�
D�GDLO\�EDVLV��:KHWKHU�\RXȇUH�DW�ZRUN��KRPH�
RU�DQ\ZKHUH�HOVH\RX�LQWHUDFW�ZLWK�SHRSOH��
XQGHUVWDQGLQJ�KRZ�RWKHUV�WKLQN�DQG�EHKDYHDQG�
DGMXVWLQJ�\RXU�FRPPXQLFDWLRQ�DFFRUGLQJO\�LV�DQ�
LQFUHGLEO\�SRZHUIXO�VNLOO�WR�SRVVHVV�



Opportunities
&RQVLGHU�WKH�IROORZLQJ�TXHVWLRQ�Ζ�RIWHQ�DVN�
DXGLHQFHV�Ȃ�/DVW�WLPH�\RX�ERXJKW�D�QHZ�FDU��GLG�
\RX�QRWLFH�\RXU�QHZ�FDU�RQ�WKH�URDG�PRUH�LQ�WKH�
GD\V�LPPHGLDWHO\�DIWHU�\RXU�SXUFKDVH"

7KH�DQVZHU�LV�DOZD\V�Ȋ<HVȋ�ZKLFK�LV�IROORZHG�XS�
ZLWK�WKLV�TXHVWLRQ�Ȃ�:HUH�WKHUH�UHDOO\�PRUH�RI�
\RXU�QHZ�FDU�RQ�WKH�URDG�LQ�WKH�GD\V�DIWHU�\RX�
ERXJKW�LW"

3HRSOH�FKXFNOH�EHFDXVH�WKH\�NQRZ�HYHU\RQH�HOVH�
GLGQȇW�UXQ�RXW�DQG�DOO�RI�D�VXGGHQ�EX\�WKH�VDPH�
FDU�WKH\�GLG��:LWK�WKDW�DFNQRZOHGJHPHQW�Ζ�DVN�Ȃ�
7KHQ�ZKDW�FKDQJHG"

8VXDOO\�VRPHRQH�VD\V��Ȋ0\�SHUVSHFWLYH�ȋ�RU�Ȋ0\�
IRFXV�ȋ�7KDWȇV�ULJKW��WKHLU�IRFXV�FKDQJHG�DQG�WKH\�
VWDUWHG�WR�QRWLFH�VRPHWKLQJ�WKDW�KDG�EHHQ�WKHUH�
DOO�DORQJ��$QG�VR�LW�LV�ZLWK�SHUVXDVLRQ�

ΖQ�IXWXUH�SRVWV�ZKHQ�Ζ�GHVFULEH�WKH�SULQFLSOHV�
RI�LQȵXHQFH�\RX�PLJKW�WKLQN�WR�\RXUVHOI��ȊΖ�
NQRZ�WKDW�ȋ�7KH�UHDVRQ�\RXȇOO�LQWXLWLYHO\�NQRZ�
WKH�SULQFLSOHV�LV�EHFDXVH�WKH\�VLPSO\�GHVFULEH�
KXPDQ�EHKDYLRUȐDQG�\RXȇUH�D�KXPDQ�ZKR�
EHKDYHV��8QGRXEWHGO\�\RXȇOOUHFDOO�WLPHV�ZKHUH�
\RX�UHVSRQGHG�WR�FHUWDLQ�SULQFLSOHV�RU�LQVWDQFHV�
ZKHUH�\RX�VDZ�RWKHUVȇ�UHVSRQVH�WR�WKHP��

$OWKRXJK�\RX�NQRZ�WKHP�LQWXLWLYHO\��WKH�
GL΍HUHQFH�ZLOO�EH��DV�\RX�OHDUQ�DERXW�WKHP�LQ�
PRUH�GHWDLO�\RXU�H\HV�ZLOO�EH�RSHQ�WR�QHZ�ZD\V�
WR�HWKLFDOO\�DQG�FRUUHFWO\�XVH�WKHP��<RXU�H\HV�ZLOO�
EH�RSHQ�WR�RSSRUWXQLWLHV�WKDW�KDYH�OLWHUDOO\�EHHQ�
WKHUH�DOO�DORQJ��

Persuade
6R�ZKDW�H[DFWO\�LV�SHUVXDVLRQ"�7KHUH�DUH�ORWV�
RI�GHȴQLWLRQV�ȵRDWLQJ�DURXQG�EXW�WKH�RQH�Ζ�
OLNH�EHVW�FRPHV�IURP�D�SUHWW\�VPDUW�JX\�Ȃ�WKH�
*UHHN�SKLORVRSKHU�$ULVWRWOH��7KRXVDQGV�RI�\HDUV�
DJR�$ULVWRWOH�GHȴQHG�SHUVXDVLRQ�DVȊWKH�DUW�RI�
JHWWLQJ�VRPHRQH�WR�GR�VRPHWKLQJ�WKH\�ZRXOGQȇW�
RUGLQDULO\�GR�LI�\RX�GLGQȇW�DVN�ȋ�Ζ�OLNH�KLV�GHȴQLWLRQ�
EHFDXVH�LWȇV�VLPSOH�DQG�GLUHFW�

ΖI�VRPHRQH�LV�DOUHDG\�GRLQJ�ZKDW�\RX�ZDQW�
WKHUHȇV�QR�QHHG�WR�DVN�KLP�RU�KHU�WR�GR�DQ\WKLQJ�
GL΍HUHQWO\��/LIH�LV�JRRG�DQG�\RX�FDQ�IRFXV�\RXU�
DWWHQWLRQ�HOVHZKHUH��8QIRUWXQDWHO\��DOO�WRR�RIWHQ�
SHRSOH�DUHQȇW�GRLQJ�ZKDW�\RX�QHHG�WKHP�WR�GR�



DQG�WKDWȇV�ZKHQ�\RX�KDYH�WR�FRPPXQLFDWH�LQ�VXFK�
D�ZD\�WKDW�WKH\ȇOO�UHFHLYH�WKH�PHVVDJH�DQG�FKDQJH�
WKHLU�EHKDYLRU�DSSURSULDWHO\��

$V�PXFK�DV�Ζ�OLNH�$ULVWRWOHȇV�GHȴQLWLRQ�Ζ�WKLQN�WKHUH�
LV�D�VOLJKWO\�EHWWHU�RQH�Ȃ�3HUVXDVLRQ�LV�WKH�VFLHQFH�
RI�JHWWLQJ�VRPHRQH�WR�GR�VRPHWKLQJ�WKH\�ZRXOGQȇW�
RUGLQDULO\�GR�LI�\RX�GLGQȇW�DVN�

'LG�\RX�FDWFK�WKH�GLIIHUHQFH"�Ζ�UHSODFHG�ȊDUWȋ�
ZLWK�ȊVFLHQFHȋ�EHFDXVH�DV�Ζ�QRWHG�HDUOLHU��WKHUHȇV�
PRUH�WKDQ�VL[�GHFDGHV�RI�ULJRURXV�VFLHQWLILF�
UHVHDUFK�LQWR�WKLV�ILHOG�RI�VWXG\��<RX�DQG�Ζ�FDQ�
OHDUQ�ZKDW�GHFDGHV�RI�UHVHDUFK�KDV�WR�WHOO�XV�
WKHQ�PDNH�FRQVFLRXV�FKRLFHV�WR�DSSO\�ZKDW�
ZH�OHDUQ�LQ�RXU�HYHU\GD\�VLWXDWLRQV�WR�EHFRPH�
PRUH�HIIHFWLYH�SHUVXDGHUV�

Lasting
6RPHWLPHV�ZKHQ�SHUVXDVLRQ�LV�GRQH�ULJKW�WKH�
FKDQJH�FDQ�EH�ODVWLQJ�ZKLFK�PHDQV�QR�PRUH�
SHUVXDVLRQ�DWWHPSWV�DUH�QHHGHG��:KHQ�\RX�
REWDLQ�D�QHZ�FOLHQW�GRQȇW�\RX�KRSH�WKH\�UHPDLQ�D�
FOLHQW�IRU�D�ORQJ�WLPH"�2I�FRXUVH��/LIH�ZLOO�EH�PXFK�
HDVLHU�LI�\RX�GRQȇW�KDYH�WR�SHUVXDGH�WKHP�\HDU�
DIWHU�\HDU�WR�UHPDLQ�ZLWK�\RX��7KLV�IUHHV�\RX�XS�WR�
ORRN�IRU�QHZ�FOLHQWV�

6RPHWLPHV�\RXU�DWWHPSWV�WR�SHUVXDGH�FKDQJH�KRZ�
SHRSOH�YLHZ�WKHPVHOYHV�DQG�LW�WDNHV�RQ�D�OLIH�RI�LW�
LV�RZQ�+HUHȇV�D�SHUVRQDO�H[DPSOH��$�IULHQG�ZKR�LV�
D�ȴWQHVV�WUDLQHU�SHUVXDGHG�D�QXPEHU�RI�IULHQGV�
WR�UXQ�WKH�&ROXPEXV�0DUDWKRQPDQ\�\HDUV�DJR�
LQFOXGLQJ�P\�ZLIH�DQG�PH��

:KHQ�Ζ�ZDV�\RXQJHU�Ζ�ZDV�FRQVXPHG�ZLWK�
ZHLJKWOLIWLQJ��Ζ�ZHQW�IURP�D�VNLQQ\�����OEV��WR�
QHDUO\�����OEV��DV�Ζ�FRPSHWHG�LQ�SRZHUOLIWLQJ�
DQG�ERG\EXLOGLQJ�FRQWHVWV��ΖQ�P\�PLQG�UXQQLQJ�
QHHGOHVVO\�EXUQHG�SUHFLRXV�FDORULHV�WKDW�FRXOG�EH�
XVHG�LQ�WKH�J\P�

:LWK�WKDW�EDFNJURXQG�\RX�FDQ�VHH�P\�IULHQG�ZDV�D�
SUHWW\�JRRG�SHUVXDGHU��2QFH�Ζ�VWDUWHG�UXQQLQJ�Ζ�IHOO�
LQ�ORYH�ZLWK�LW�DQG�DQ�LQWHUHVWLQJ�WKLQJ�KDSSHQHG��
P\�VHOI�LGHQWLW\�FKDQJHG��Ζ�EHJDQ�WR�VHH�P\VHOI�DV�
D�UXQQHU�DQG�P\�IULHQG�QHYHU�KDG�WR�SHUVXDGH�PH�
WR�HQWHU�D�UDFH�DJDLQ�EHFDXVH�P\�QHZ�VHOI�LGHQWLW\�
WRRN�RYHU��6HHLQJ�P\VHOI�DV�D�UXQQHU�Ζ�QDWXUDOO\�GLG�
WKH�WKLQJV�UXQQHUV�GR�

1RW�HYHU\�SHUVXDVLRQ�DWWHPSW�KDV�VXFK�D�ODVWLQJ�
LPSDFW�EXW�RIWHQ�WLPHV�WKH\�GR�ZKHQ�VRPHRQHȇV�
VHOI�LGHQWLW\�FKDQJHV�DQG�WKDWȇV�D�EHDXWLIXO�WKLQJ�
EHFDXVH�LW�IUHHV�\RX�XS�IRU�RWKHU�WKLQJV�WKDW�
FRPSHWH�IRU�\RXU�WLPH�DQG�DWWHQWLRQ��

With that background you can see my friend 
was a pretty good persuader. Once I start-
ed running I fell in love with it and an in-
teresting thing happened; my self-identity 
changed. I began to see myself as a runner 
and my friend never had to persuade me to 
enter a race again because my new self-iden-
tity took over. Seeing myself as a runner I 
naturally did the things runners do.



Ethical
:KDWȇV�WKH�GL΍HUHQFH�EHWZHHQ�HWKLFDO�SHUVXDVLRQ�
DQG�PDQLSXODWLRQ"�0DQLSXODWRUV�WHQG�WR�ORRNRXW�
RQO\�IRU�WKHPVHOYHV��XQFRQFHUQHG�DERXW�WKH�LPSDFW�
RQ�RWKHUV��ΖW�GRHVQȇW�PDWWHU�WR�WKHP�LI�WKH\�KDYH�WR�
VWUHWFK�WKH�WUXWK�Ȃ�RU�OLH�RXWULJKW�Ȃ�WR�JHW�ZKDW�WKH\�
ZDQW��7KH\�GRQȇW�FDUH�LI�WKH\�GLVLQJHQXRXVO\�XVH�
WKHLU�NQRZOHGJH�RI�KXPDQ�EHKDYLRU�WR�WZLVW�\RXU�
DUP�EHFDXVH�WKH\�RQO\�FDUH�DERXW�KRZ�WKH�UHVXOWV�
ZRUN�RXW�IRU�WKHP�

:KHQ�LW�FRPHV�WR�HWKLFV�Ζ�OLNH�WKH�IROORZLQJ�TXRWH�
from 7KH�$UW�RI�:RR�E\�*��5LFKDUGV�6KHOO�DQG�0DULR�
0RXVVD��Ȋ$Q�HDUQHVW�DQG�VLQFHUH�ORYHU�EX\V�ȵRZHUV�
DQG�FDQG\�IRU�WKH�REMHFW�RI�KLV�D΍HFWLRQV��6R�GRHV�
WKH�FDG�ZKR�VHHNV�WR�WDNH�DGYDQWDJH�RI�DQRWKHUȇV�
KHDUW��%XW�ZKHQ�WKH�FDG�VXFFHHGV�ZH�GRQȇW�EODPH�
WKH�ȵRZHUV�DQG�FDQG\��:H�ULJKWO\�TXHVWLRQ�KLV�
FKDUDFWHU�ȋ

$UH�ȵRZHUV�JRRG�RU�EDG"�$FWXDOO\�WKH\ȇUH�QHLWKHU��
:H�DVFULEH�SHUVRQDO�PHDQLQJ�WR�WKHP��7KH�VDPH�LV�
WUXH�RI�WKH�SULQFLSOHV�RI�LQȵXHQFH��7KH\ȇUH�QHLWKHU�
JRRG�QRU�EDG��WKH\�VLPSO\�GHVFULEH�KRZ�SHRSOH�
UHVSRQG�ZKHQ�\RX�LQWHUDFW�ZLWK�WKHP��$V�WKH�
TXRWH�VKRZV�XV��KRZ�\RX�XVH�WKH�SULQFLSOHV�ZLOO�
UHYHDOVRPHWKLQJ�DERXW�\RXU�FKDUDFWHU��:LOO�\RX�
EH�WKH�NLQG�RI�SHUVRQ�ZKR�XVHV�\RXU�NQRZOHGJH�
LQ�D�ZD\�WKDWȇV�PXWXDOO\�EHQHȴFLDO"�:LOO�\RX�EH�
WUXWKIXO�LQ�\RXU�FRPPXQLFDWLRQ":HȇG�DOO�WR�ZHOO�WR�

UHPHPEHUDQRWKHU�TXRWH�IURP�RXU�IULHQG�$ULVWRWOH��
Ȋ&KDUDFWHU�PD\�DOPRVW�EH�FDOOHG�WKH�PRVW�H΍HFWLYH�
PHDQV�RI�SHUVXDVLRQ�ȋ

Conclusion
3(23/(�KDV�ODLG�WKH�JURXQGZRUN�IRU�WKH�QH[W�WKUHH�
DUWLFOHV��1H[W�PRQWK�ΖȇOO�VKDUH�VFLHQWLȴFDOO\�SURYHQ�
ZD\V�WR�EXLOG�UHODWLRQVKLSV�ZLWK�\RXU�SURVSHFWV�
DQG�FOLHQWV�XVLQJ�WKH�SULQFLSOHV�RI�LQȵXHQFH��$IWHU�
WKDW�ZHȇOO�ORRN�DW�SURYHQWHFKQLTXHV�IRU�KHOSLQJ�
FXVWRPHUV�DQG�SRWHQWLDO�FXVWRPHUV�RYHUFRPH�
XQFHUWDLQW\�GXULQJ�WKH�VDOHV�SURFHVV��:HȇOO�FRQFOXGH�
WKH�VHULHV�ZLWK�VWUDWHJLHV�WR�PRWLYDWH�FOLHQWV�DQG�
SURVSHFWV�WR�Ȋ<HVȋ�EHKDYLRUV�

Brian Ahearn��&0&7p��LV�RQH�RI�
RQO\����SHRSOH�LQ�WKH�ZRUOG�FHUWLȴHG�
WR�WHDFK�RQ�EHKDOI�RI�5REHUW�%��
&LDOGLQL��3K�'���WKH�ZRUOGȇV�PRVW�
FLWHG�OLYLQJ�VRFLDO�SV\FKRORJLVW��
%ULDQȇV�EORJ�Ȃ�ΖQȵXHQFH�3(23/( 

Ȃ�KDV�UHDGHUV�LQ�PRUH�WKDQ�����FRXQWULHV�DQG�ZDV�
QDPHG�RQH�RI�WKH�Ȋ7RS����3V\FKRORJ\�%ORJV�RI�����ȋ�
E\�WKH�2QOLQH�3V\FKRORJ\�'HJUHH�*XLGH��%ULDQ�LV�D�
NH\QRWH�VSHDNHU��WUDLQHU��FRQVXOWDQW�DQG�EXVLQHVV�
FRDFK�RQ�WKH�SV\FKRORJ\�RI�SHUVXDVLRQ��



If you’ve been in sales for any length 
of time, you know relationships 
DUH�H[WUHPHO\�LPSRUWDQW��:KLOH�
the strongest relationships cannot 

overcome a poor product, you can’t deny that a 
strong relationship is better than a weak or non-
H[LVWHQW�RQH��ΖW�FDQ�EH�WKH�GL΍HUHQFH�PDNHU�LQ�
WLJKW�VLWXDWLRQV�

Most of us can tell when someone 
ȊOLNHVȋ�XV��KRZHYHU��YHU\�IHZ�RI�
us really know how to build a 
UHODWLRQVKLS�TXLFNO\��7KH�JRRG�
news is that we have at our 

3DUW���RI�D���3DUW�6HULHV  By Brian Ahearn, author of ΖQȵXHQFH�3HRSOH�EORJ

Using Principles of 
Persuasion to Build 
Friendly Relationships

Sales trainer and author 
Jeffrey Gitomer likes to tell 

people “All things being 
equal, people want to do 

business with their friends. 
All things being not quite so 
equal, people still want to do 
business with their friends.” 



GLVSRVDO�VFLHQWLȴFDOO\�SURYHQ�ZD\V�WR�EXLOG�DQG�
VWUHQJWKHQ�UHODWLRQVKLSV�ZLWK�FOLHQWV��

ΖQ�P\�Ȋ3ULQFLSOHV�RI�3HUVXDVLRQȋ�ZRUNVKRS��Ζ�WHDFK�
SDUWLFLSDQWV�WZR�SULQFLSOHV�RI�LQȵXHQFH�IRU�EXLOGLQJ�
relationships with current and prospective clients: 
WKH�SULQFLSOH�RI�UHFLSURFLW\�DQG�WKH�SULQFLSOH�RI�OLNLQJ�

The Principle of Reciprocity 
Have you ever invited someone to a social 
gathering—perhaps a wedding, graduation or 
Christmas party—because that person invited you 
to a similar event in the past? If so, the principle of 
UHFLSURFLW\�ZDV�DW�ZRUN�LQ�WKDW�VLWXDWLRQ�

The psychological principle alerts us to the reality 
that people generally feel obligated to give to those 
ZKRȇYH�ȴUVW�JLYHQ�WR�WKHP��6RFLDO�SV\FKRORJLVWV�
believe every human society raises its people in the 
ZD\V�RI�UHFLSURFLW\��

If you think back to your childhood, or if you’ve 
raised children, you probably recall one of the 

earliest lessons kids learn is to thank someone 
ZKR�KDV�GRQH�VRPHWKLQJ�IRU�WKHP��$V�ZH�JHW�
ROGHU�RXU�UHVSRQVHV�EHFRPH�PRUH�VRSKLVWLFDWHG��
Someone’s kind deed may be met with a thank-
\RX�FDUG��VKRUW�QRWH�RU�JLIW��:H�OHDUQ�WKDW�ZKHQ�
someone does something for us we should 
ȊUHWXUQ�WKH�IDYRU�ȋ�VR�WR�VSHDN�

Why does reciprocity help build relationships? 
Think about how you feel toward people when 
WKH\�GR�VRPHWKLQJ�WKDW�EHQHȴWV�\RXȃVRPHWKLQJ�
WKDW�\RX�WUXO\�DSSUHFLDWH��ΖI�\RXȇUH�OLNH�PRVW�
people, you feel good about those people and it’s 
HDVLHU�IRU�\RX�WR�OLNH�WKHP��

1RZ�UHYHUVH�WKH�VLWXDWLRQ��<RXȇYH�GRQH�VRPHWKLQJ�
for someone, so the person appreciates your 
DFWLRQVȃDQG�\RX��7KDW�SHUVRQ�ZLOO�EH�PXFK�PRUH�
OLNHO\�WR�VD\�Ȋ<HVȋ�WR�\RX�LQ�WKH�IXWXUH�

/HWȇV�WDON�VSHFLȴFDOO\�DERXW�VDOHV�QRZ��+HUHȇV�D�
VLWXDWLRQ�PDQ\�RI�\RX�FDQ�SUREDEO\�UHODWH�WR��<RXȇUH�
WU\LQJ�WR�ZLQ�D�QHZ�DFFRXQW��<RX�OHDUQ�HYHU\WKLQJ�
you can about the prospect, including what he or 
VKH�LV�FXUUHQWO\�SD\LQJ��<RX�PDNH�\RXU�SUHVHQWDWLRQ�



OHYHUDJLQJ�HYHU\�WRRO�DYDLODEOH�WR�\RX��<RX�EHDW�ODVW�
\HDUȇV�SULFH�E\�D�JRRG�ELW�DQG�IHHO�YHU\�FRQȴGHQW�WKH�
VDOH�LV�\RXUV��

8QIRUWXQDWHO\�WKH�SURVSHFWȇV�FXUUHQW�SURYLGHU�
VZRRSV�LQ��KHDUV�DERXW�\RXU�R΍HU�DQG�DVNV�WKH�
FOLHQW�IRU�RQH�PRUH�GD\�WR�PDWFK�RU�EHDW�LW��7KH�
prospect gives the current provider the opportunity 
EHFDXVH�RI�WKHLU�HVWDEOLVKHG�UHODWLRQVKLS��/RZ�DQG�
behold, the current provider comes back, beats 
\RXU�SULFH�DQG�UHWDLQV�WKH�DFFRXQW�

That situation happened to an insurance agent who 
UHFHQWO\�DWWHQGHG�P\�ZRUNVKRS��7KH�SURVSHFWLYH�
insured paid $25,000 for her insurance the prior 
year, and the agent trying to win the account came 
LQ�DW����������:KHQ�WKH�FXUUHQW�DJHQW�JRW�ZLQG�
of this he asked for more time, scrambled and 
PDJLFDOO\�UHGXFHG�WKH�SULFH�WR����������

2QH�RI�WKH�YDOXHV�RI�UHODWLRQVKLSV�LV�WKDW�\RX�DUH�
often given the last look—and the opportunity to 
FRXQWHU�WKH�R΍HU��6R�ZKDW�VKRXOG�WKH�DJHQW�GR�QH[W�
time the account comes up for renewal? Here’s what I 
DGYLVHG�

$JHQW��ȊΖ�WKRXJKW�ZHȇG�JHW�\RXU�EXVLQHVV�ODVW�\HDU��
We had all the right coverages and beat the renewal 
SULFH�E\���������ΖQ�WKH�HQG�\RX�VDYHG����������VR�Ζ�
FDQȇW�EODPH�\RX�IRU�VWD\LQJ�ZLWK�\RXU�FXUUHQW�DJHQW��
%XW�ΖȇG�OLNH�WR�DVN�\RX�D�TXHVWLRQ��'R�\RX�WKLQN�\RXU�
current agent would have come in $10,000 lower if 
I’d not been quoting your business?”

3URVSHFWLYH�&XVWRPHU��Ȋ1R��WKH\�SUREDEO\�ZRXOG�QRW�
KDYH�FRPH�EDFN�ORZHU�DQG�HVSHFLDOO\�QRW�WKDW�ORZ�ȋ

 Agent:  “Would it be fair to say I helped 
you save $10,000?”

 Prospective Customer:  Ȋ7KDWȇV�IDLU��ΖI�
you had not bid on our account, I doubt 
my current agent would have come 
EDFN�ZLWK�WKDW�SULFH�ȋ

 Agent:  Ȋ%HFDXVH�Ζ�KHOSHG�\RX�ODVW�
year, can I ask for a favor this year?”

 Prospective Customer:  “Sure, what 
can I do?”

 Agent:  “This year, when I quote your 
account, can I have the last look instead 
of your current agent?”

Zig Ziglar said 
“You can get 
everything 
you want in 
life if you’ll just 
help enough 
other people 
get what they 
want.”

In all likelihood, recognizing how the bidding 
process helped reduce costs, the prospective 
customer will agree because reciprocity dictates 
that she help the agent who was so close to 
ZLQQLQJ�KHU�EXVLQHVV�ODVW�\HDU��$IWHU�DOO��WKH�
DJHQWȇV�ZRUN�VDYHG�KHU�D�EXQGOH�RI�PRQH\��1RW�
only did she feel good about the savings but also 
VKH�IHOW�JRRG�DERXW�WKH�DJHQW��7KDWȇV�RQH�VLPSOH�
way of using the principle of reciprocity to make 
VDOHV�HDVLHU�

The Principle of Liking
Imagine for a moment that a complete stranger 
approaches you and asks “Can I have $5?” What 
do you do? Most people would not just give 
PRQH\�WR�VRPHRQH�WKH\�GRQȇW�NQRZ��%XW�ZKDW�
LI�WKH�SHUVRQ�KDG�EHHQ�D�IULHQG"�2GGV�DUH�\RXȇG�
willingly give the money, and perhaps more, to 
VRPHRQH�\RX�NQRZ�DQG�OLNH�



“All things being 
equal, people 
want to do 
business with 
their friends. All 
things being not 
quite so equal, 
people still want 
to do business 
with their friends.”

The principle of liking explains why we willingly 
VD\�Ȋ<HVȋ�WR�VRPH�DQG�QRW�RWKHUV��7KH�SULQFLSOH�RI�
LQȵXHQFH�DOHUWV�XV�WR�WKH�UHDOLW\�WKDW�LWȇV�HDV\�WR�
VD\�Ȋ<HVȋ�WR�WKRVH�ZH�NQRZ�DQG�OLNH��7KH�NH\�LV�WR�
XQGHUVWDQG�KRZ�WR�JHW�SHRSOH�WR�OLNH�XV��

Have you ever noticed how easy it is to like 
people with whom we have things in common? 
What we have in common can range from sports 
teams we root for, the school we went to, our 
KRPHWRZQ��PXWXDO�IULHQGV�DQG�VR�RQ��ΖI�\RX�
want people to like you, discover what you have 
in common and mention those commonalities 
GXULQJ�\RXU�LQLWLDO�FRQYHUVDWLRQV��7KHQ�OHW�QDWXUH�
WDNH�LWV�FRXUVH��

$QRWKHU�VLPSOH�ZD\�WR�FRQQHFW�LV�WR�R΍HU�XS�
JHQXLQH�FRPSOLPHQWV��ΖW�IHHOV�JRRG�WR�UHFHLYH�
compliments, and we begin to associate those 
JRRG�IHHOLQJV�ZLWK�WKH�SHRSOH�ZKR�R΍HU�WKHP��$IWHU�
all, it’s much more pleasant to be around people 
ZKR�ORRN�IRU�WKH�EHVW�LQ�XV�DQG�OHW�XV�NQRZ�LW��%H�
that person who looks for the best in others and 
DFNQRZOHGJHV�LW�

The interesting thing about principle of liking is 
that it works just as much on us as it does on other 
SHRSOH��:KHQ�ZH�GLVFRYHU�LQ�RWKHU�SHRSOH�WKDW�ZH�
KDYH�WKLQJV�LQ�FRPPRQ�DQG�ZKHQ�ZH�ȴQG�WKLQJV�
we can truly compliment, we naturally come to like 
WKRVH�SHRSOH��:KHQ�WKH\�JHW�WKH�VHQVH�WKDW�ZH�OLNH�
them, they become very open to whatever we might 
DVN�RI�WKHP��7KDWȇV�WUXH�EHFDXVH�JHQHUDOO\�IULHQGV�
ZDQW�WKH�EHVW�IRU�WKHLU�IULHQGV�

Conclusion
%RWK�SULQFLSOHV�RI�LQȵXHQFH�FDQ�KHOS�\RX�EXLOG�DQG�
strengthen relationships with current clients and 
SURVSHFWLYH�FXVWRPHUV��Ζ�VWURQJO\�HQFRXUDJH�\RX�WR�
seek out ways to give to others because it’s the best 
ZD\�WR�OLYH�OLIH��1RW�RQO\�GRHV�LW�IHHO�JRRG�WR�JLYH�EXW�
DOVR�LW�SD\V�GLYLGHQGV��

=LJ�=LJODU�VDLG�Ȋ<RX�FDQ�JHW�HYHU\WKLQJ�\RX�ZDQW�LQ�
life if you’ll just help enough other people get what 
WKH\�ZDQW�ȋ�%HFRPH�D�JLYHU��HQMR\�KRZ�WKDW�IHHOV�
DQG�WUXVW�WKDW�JRRG�WKLQJV�ZLOO�KDSSHQ�

When it comes to liking, don’t just connect with 
SHRSOH�WR�DFFRPSOLVK�WKLQJV��GR�LW�EHFDXVH�LW�PDNHV�
your day and the other person’s day better in the 
SURFHVV��7KH�PRUH�IULHQGV�\RX�KDYH��WKH�PRUH�\RX�
FDQ�DFFRPSOLVK��0RUH�LPSRUWDQW��7KH�PRUH�IULHQGV�
\RX�KDYH��WKH�PRUH�\RXȇOO�HQMR\�OLIH�

Brian Ahearn, CMCT®, is one of 
RQO\����SHRSOH�LQ�WKH�ZRUOG�FHUWLȴHG�
WR�WHDFK�RQ�EHKDOI�RI�5REHUW�%��
&LDOGLQL��3K�'���WKH�ZRUOGȇV�PRVW�FLWHG�
OLYLQJ�VRFLDO�SV\FKRORJLVW��%ULDQȇV�
blog – ΖQȵXHQFH�3(23/( – has 
UHDGHUV�LQ�PRUH�WKDQ�����FRXQWULHV�

DQG�ZDV�QDPHG�RQH�RI�WKH�Ȋ7RS����3V\FKRORJ\�%ORJV�
RI�����ȋ�E\�WKH�2QOLQH�3V\FKRORJ\�'HJUHH�*XLGH��



What Makes 
saying

easy for 
our Brains

Here are 
two things 

you need to 
understand about 
most prospects. 

First, all people have reasons for 

doing what they do. They may not 

be your reasons and they may not 

appear to be good reasons. Still, 

people have personal reasons 

for making particular decisions 

RU�DFWLQJ�LQ�D�VSHFLȴF�PDQQHU��
You can bet if they don’t have any 

reasons top of mind they will come 

up with a few of them when asked 

about why they did something.

Second is that most people fear 

change. You may be familiar with 

the saying, “The devil you know is 

better than the devil you don’t.” 

:KLOH�FKDQJH�FDQ�EH�JRRG��DOO�
too often people can only think 

about what they might lose if 

the change ultimately turns out 

to be negative. Naturally, that 

puts doubt in people’s minds and 

causes them to hesitate. 

b y  B r i a n  a h e a R n , of  Influence PEOPLE



The uncertainty associated with 

potential change forces your 

prospects to keep doing what 

they’ve always done. As a sales 

professional, potential clients’ 

desire to stick with the familiar can 

be tough for you to overcome— 

unless you know which principles 

RI�LQȵXHQFH�WR�HPSOR\�

The Principle of 
Authority 
The principle of authority tells 

us that it’s easier for people to 

say “Yes” to those with superior 

wisdom or knowledge. That is why 

we pay people like doctors, lawyers 

and other professionals for advice. 

7KHLU�H[SHUWLVH�JLYHV�XV�FRQȴGHQFH�
that the proposed course of action 

is the right one.

One study using brain imaging 

with two dozen college students at 

(PRU\�8QLYHUVLW\�REVHUYHG�ZKHQ�
DQ�DXWKRULW\�ȴJXUHȂD�SURIHVVRU�DW�
Emory who was also an advisor to 

the Fed–was introduced to the class 

DQG�EHJDQ�WR�JLYH�ȴQDQFLDO�DGYLFH��
The student’s critical thinking 

stopped, and they passively took his 

advice. They knew his credentials 

so they willingly accepted what he 

had to say without questioning his 

words or ideas.

You can use your authority—both 

from within and from outside 

sources—to eliminate customers’ 

doubt. Authority from within 

means highlighting your expertise. 

That is critical because customers 

are not only buying your product 

but also they’re buying you. 

Customers want to know that the 

person they’re dealing with knows 

what he or she is talking about. 

7KDW�JLYHV�FXVWRPHUV�FRQȴGHQFH�WR�
overcome their uncertainty. Many 
things convey authority, including:

 � How you dress

 � The car you drive

 � Your title

 � Degrees and designations 

you’ve earned

 � Awards you’ve won

 � Years you’ve been in business

The more customers are aware of 

those aspects of your professional 

life, the more they come to see you 

as successful. In many people’s 

minds, if you are successful, you 

also have expertise. Convey your 
expertise with:

 � Business cards containing your 

credentials

 � A good autosignature on emails

 � A letter of introduction

 � Reference publications you’ve 

been mentioned in or written 

for

 � Client testimonials

a bit of advice: The next time 

you want a letter of introduction 

from a current client to a prospect, 

write the letter yourself. That 

ensures that your most important 

credentials are highlighted, 

and it will save your client 

time. Here is an example:

“Alice, thanks for 

agreeing to introduce 

me to Bill. I know 

you’re very busy 

and the last thing 

you want to do is spend 

30 minutes thinking about 

what to write about me. 

I have an idea that will 

save you time and ensure 

that Bill knows about my 

credentials. How about 

I give you a rough draft 

of the letter and you can 

tweak it so it contains your 

language?” 

:KR�ZRXOG�UHIXVH�WKDW�
request? It saves Alice time, 

ensures that you control the 

message and guarantees that 

the prospect will know exactly 

what they need to know about 

you. Everybody wins.

“It’s easier 
for people to 
say ‘Yes’ to 
those with 
superior 
wisdom or 
knowledge.” 



Conclusion 
$QVJ�QH�VJGUG�RTKPEKRNGU�QH�KPƔWGPEG�ECP�JGNR�[QW�QXGTEQOG�
uncertainty in the minds of prospective customers and 
current clients, which should make getting the sale much 
easier. So remember these two things: 

Look for ways to highlight your expertise or bring expertise 
into your sales presentation. That will give your prospect 
EQPƓFGPEG�VJCV�YJCV�[QWũTG�RTQRQUKPI�KU�VJG�TKIJV�UQNWVKQP�

Share what other customers are doing, or more 
URGEKƓECNN[�EWUVQOGTU�YJQ�CTG�LWUV�NKMG�[QWT�RTQURGEV��
That will provide prospects with a sense of comfort and 
safety that your proposal has worked for others and will 
work for them.

:KDW�LI�\RX�GRQȇW�KDYH�WKH�\HDUV�LQ�
business, the credentials or awards 

to boast about? That is where 

outside authority comes into play. 

You can reference various statistics 

and cite authoritative sources to 

ensure that your prospect feels 

PRUH�FRQȴGHQW�DERXW�\RX�DQG�\RXU�
suggested course of action. Added 

EHQHȴW��<RX�EXLOG�\RXU�DXWKRULW\�LQ�
the process because you’re viewed 

as well-read and someone who 

does research for clients. Here’s 

one such example:

“Susan, Louis Pasteur once said, 

‘Chance favors only the prepared 

mind.’ In preparation for our 

meeting I did a little research on 

your question from the other day. 

I found out some things from the 

%XUHDX�RI�/DERU�Ζ�WKLQN�\RXȇOO�ȴQG�
very interesting.” 

Something as simple as what 

I’ve just outlined will impress the 

prospect and build the client’s 

anticipation about what the 

research will reveal. 

:KHWKHU�\RXU�DXWKRULW\�LV�
based on your credentials or 

substantiated from outside 

sources, it will encourage your 

prospective customers to begin 

to overcome any uncertainty they 

may have about switching to your 

product or service.

The Principle of 
Consensus
Consensus is the principle of 

persuasion that highlights the 

IDFW�WKDW�ZHȇUH�RIWHQ�LQȵXHQFHG�
E\�WKH�FURZG��:KHQ�ZH�VHH�PDQ\�
people—people just like us—

doing something, we assume 

it’s probably the right thing for 

us to do. As the old saying goes, 

“Everyone can’t be wrong.” That’s 

not always true, but most of the 

time we’re better going with the 

ȵRZ�WKDQ�DJDLQVW�LW�

:KHQ�LW�FRPHV�WR�KHOSLQJ�D�
prospect overcome uncertainty, 

the principle is powerful because 

we typically feel better doing 

something our peers are doing. 

Share with prospects other 

customers’ feedback and 

experiences. For example, if 

you know the majority of your 

customers love the upgrades they 

choose, weave that into your sales 

presentation. Example:

“Tom, you seem a bit hesitant 

about whether you want to go with 

the deluxe package. I understand 

your hesitation because the base 

model is a good bit of money to 

begin with. However, what I can 

tell you from years of experience 

is that customers who go with the 

deluxe model love it. In fact, I’ve 

never had one come back and 

say they regretted their decision. 

However, I can tell you that I have 

worked with customers who went 

with the base model come back 

and say they wish they’d have gone 

with the upgrade.”

You’ve just given prospect Tom 

some powerful information to 

consider. If everyone who went 

with the deluxe version loves it and 

customers who went with the base 

version don’t, the prospect has 

some thinking to do. Presenting the 

information that way might just be 

WKH�GL΍HUHQFH�EHWZHHQ�VHOOLQJ�WKH�
deluxe over the base version. And, 

if Tom is like other customers who 

love the deluxe, he’s more likely 

to be a repeat customer and tell 

others about you and the product.

Brian ahearn, 

CMCT®, is 

one of only 20 

people in the 

ZRUOG�FHUWLȴHG�
to teach on 

behalf of Robert B. Cialdini, 

Ph.D., the world’s most cited 

living social psychologist. 

Brian’s blog – ΖQȵXHQFH�
PEOPLE – has readers in more 

than 190 countries and was 

named one of the “Top 30 

Psychology Blogs of 2012” by 

the Online Psychology Degree 

Guide. Brian is a keynote 

speaker, trainer, consultant 

and business coach on the 

psychology of persuasion. 
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7KLV�LV�WKH�IRXUWK�DQG�ȴQDO�LQVWDOOPHQW�LQ�
WKH�VHULHV�RQ�KRZ�WR�HWKLFDOO\�LQȵXHQFH�
SHRSOH�WR�D�Ȋ<HVȋ�GHFLVLRQ��7KH�ȴUVW�DUWLFOH�
introduced readers to the concept of 

PEOPLE – Powerful Everyday Opportunities to Persuade 
that are Lasting and Ethical. The second article gave 
readers a few simple ideas on relationship building. 
Last month was all about helping prospects overcome 
uncertainty and this month we’ll look at some 
psychological triggers that can help motivate behavior.

So you’ve met with prospective clients and 

successfully established a relationship with 

them. It’s clear they like you so they’ve 

given you a shot at their business. Of 

course, liking you and trusting you enough 

WR�DFWXDOO\�JLYH�\RX�WKHLU�EXVLQHVV�DUH�WZR�GL΍HUHQW�
things. But you’ve done a good job overcoming 

some of their uncertainty by establishing your 

credibility and showing how many customers just 

like them have made the switch. 

They’re comfortable with you and trust you. 

However, when you hit the home stretch, you sense 

their hesitancy to pull the trigger and make the 

switch. They’re afraid your product or service might 

not be all it’s cracked to be, and you sense they’re 

thinking it might just be easier to stay where they 

are. What’s a salesperson to do?

The Principle of Consistency 
The principle of consistency describes the human 

tendency we all have to be consistent in what we 

say and what we do. It’s a strong drive because we 

feel pressure internally (we want to feel good about 

ourselves) and externally (we want to look good in 

the eyes of others). If you understand that principle 

and can ethically show prospects how the decision 

you’re asking them to make aligns with what they’ve 

said or done in the past—their beliefs, values and 

so on—it will be easier for them to make the switch.

The principle of consistency is the reason a sales 

technique known as “the up front close” can be so 

H΍HFWLYH��ΖI�\RX�FDQ�HVWDEOLVK�SURVSHFWVȇ�FULWHULD�IRU�
moving their business up front, it becomes very natural 

for them to make the switch when you show them 

you’ve done everything they’ve asked. Here’s how it 

might play out sometime early in the sales process:

Salesperson: “Jane, you seem like you’re a very 

busy person.”

Jane: “You don’t know the half of it!”

Salesperson: “If I can show you a way to possibly 

save time during the quoting process, would you be 

willing to hear me out?”

The principle 
of consistency 
describes 
the human 
tendency we 
all have to be 
consistent in 
what we say 
and what we 
do. It’s a strong 
drive because 
we feel pressure 
internally (we 
want to feel 
good about 
ourselves) and 
externally (we 
want to look 
good in the eyes 
of others). 



Jane: “Absolutely. I don’t like putting our business 

out to bid because it’s time consuming but I also 

need to know we’re getting a good deal.”

Salesperson: “I’d like to know exactly what it will 

take for me to win your business. If I know I cannot 

meet one of your requirements, I’ll let you know and 

remove myself from the process and save us both 

WLPH��'RHV�WKDW�VRXQG�IDLU"ȋ

Most prospects will agree to that because they 

don’t want to deal with any more salespeople than 

is necessary. Now the salesperson needs to ask 

WKH�ULJKW�TXHVWLRQV�WR�ȴQG�RXW�ZKDW�LW�ZLOO�WDNH�WR�
turn the prospect into a customer. Not only does 

that help the salesperson get ready to present, it 

will provide the necessary information to tap into 

consistency and make it easier to close the sale.

Salesperson: “Jane, when we met last time you 

indicated I’d need to do X, Y and Z to earn your 

business. I have great news. You’ll see by the end of 

the presentation we did X, Y, Z and then some.”

At the end of the presentation it becomes very 

natural to ask for the sale and psychologically easier 

for the prospect to say, “Yes.” After all, they told you 

what you needed to do and you did it.

Salesperson: “Jane, I think you can see we went 

beyond X, Y and Z. I know you’re busy so I’d like to 

just ask, could we get started on the paperwork 

today to consummate the deal?”

The success of this approach is contingent on 

asking good questions and uncovering every 

UHDVRQ�EHKLQG�SURVSHFWVȇ�GHFLVLRQ�PDNLQJ��'RQH�
right you should naturally close more deals without 

making them feel pressured.

The Principle of Scarcity
It’s a sure bet that humans hate living with 

regret. Looking back and wondering, “What if …” 

is a nagging feeling we try to avoid at all costs. 

That is where the final principle of influence 

comes in. The principle of scarcity describes the 

phenomenon that we want things more when 

we believe they’re rare or going away. If you’re a 

parent, you’ve seen this with your children and 

it’s not something they need to be taught. Give 

WKHP����WR\V�DQG�WHOO�WKHP�WKHUHȇV�RQO\�RQH�WKH\�
are not allowed to play with, and you can bet 

your bottom dollar that’s the only one they’ll be 

drawn to.



As adults, we see that play out daily 

with sales. I’m sure you can think 

RI�D�WLPH�\RX�JRW�R΍�WKH�FRXFK�DQG�
went to the store because you knew 

the big sale was ending Sunday. 

You may not have needed anything, 

but you wanted to look around 

just in case. I’m sure on many of 

those trips you’ve come home with 

purchases you never would have 

made if you hadn’t known about the 

end of the sale. If the sale happened 

to be “While Supplies Last” you 

probably went to the store even 

sooner because you wouldn’t want 

to get there Sunday afternoon only 

to learn they’re all sold out.

Your business may not host sales 

events, but that doesn’t mean 

you can’t tap into that powerful 

principle. Presenting yourself, your 

company or your product in a 

compelling way is another way of 

utilizing scarcity.

There may be products, services 

and characteristics of your company 

or some combination of those that 

cannot be gotten elsewhere. Being 

able to talk about those things in 

a way that makes the customer 

realize they cannot get exactly what 

\RXȇUH�R΍HULQJ�DQ\ZKHUH�HOVH�ZLOO�
give them pause to consider your 

R΍HU�HYHQ�PRUH��

Salesperson: “Bill, there are a 

ORW�RI�ȴQH�DJHQFLHV�KHUH�LQ�WRZQ�
with good people. I’ve been in the 

business long enough that I know 

many of them quite well. You might 

be quite happy going with a few 

of them, but in the long run I think 

you’d be missing out because no 

other agency in town does quite 

what we do for customers like you. 

+HUHȇV�KRZ�ZHȇUH�GL΍HUHQW�Ȑȋ

Now it’s incumbent upon the 

salesperson to state exactly what 

PDNHV�KLV�RU�KHU�ȴUP��SURGXFWV�
and services unique among the 

competition. You want prospects 

to get the sense that, should they 

go elsewhere, they’ll lose out on 

something.

Conclusion
Consistency and scarcity can help you 
motivate action with your prospective 
customers and current clients so closing the 
sale becomes easier and more natural. Here 
are a couple of things remember: 

 1. ��#UM�IQQF�SWGUVKQPU�VQ�ƓPF�QWV�YJCV�KV�YKNN�
take to win the business. During your sales 
presentation make sure you bring those things 
up as a reminder.

 2.  People hate to lose great opportunities so 
make sure you talk about your offering in a way 
that makes the prospect realize they can’t get all 
VJCV�[QW�DTKPI�VQ�VJG�VCDNG�HTQO�CP[�QVJGT�ƓTO�
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ZRUOG�FHUWLȴHG�WR�WHDFK�RQ�EHKDOI�RI�5REHUW�%��&LDOGLQL��
3K�'���WKH�ZRUOGȇV�PRVW�FLWHG�OLYLQJ�VRFLDO�SV\FKRORJLVW��
Brian’s blog – ΖQȵXHQFH�3(23/( – has readers in more 
WKDQ�����FRXQWULHV�DQG�ZDV�QDPHG�RQH�RI�WKH�Ȋ7RS����

3V\FKRORJ\�%ORJV�RI�����ȋ�E\�WKH�2QOLQH�3V\FKRORJ\�'HJUHH�*XLGH��
Brian is a keynote speaker, trainer, consultant and business coach on 
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