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Advertising, 218-219, 224
Alpha strategy, 98
Amendment technique, 124-125
Anchoring, 210-212
Appealing to many or greater cause,
7677
Appearance:
beauty, enjoyment of,
22-23
first impression and, 17-19,
20
improving, 24-25
power of, 21
rapport and, 34-35
See also Attractiveness
Arguing against point of view, 65,
146
Arousal, 54-55
Association, law of, 151-152
Associative errors, 210-211
Attention:
getting, 218-223
paying, 45—46

Attractiveness:
communication with expert and,
51-52
confidence and, 24
culture and, 23
gender differences and, 21,
24
perceived level of, 20-21
See also Appearance
Authority, 54
Average Joe (TV show), 195-196

Beauty, enjoyment of, 22-23
Behavior:
changing to change attitude,
72-74
drivers of, 182—183
environment and, 10-13
Beliefs:
changing, 163
emulating, 29
Bellmen, 96
Boot camp, 10-11
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Brand:
establishing, 220221, 223-224
purchasing, 213-215
Breathing, 35, 39
Brodie, Richard, 89, 90
Building:
rapport, 30, 3438
success, 222223
Bush, George W., 2627, 167,
207-208

Central cues, 47-48
Change:
of behavior before attitude, 72—74
habit, forming new, 2—-3
long-term, 1-2
three ways to, 10-13
unconscious mind and, 3—6
Charisma, 156
Checklisting, 56
Choice:
decision making and number of
choices, 70-72, 87
framing and, 108—-111
problems of, 195-202
reduction of, 191-194, 198
Claims, unusual, 55
Cognitive dissonance, 7072
Comfort and rapport, 32—-34
Commitment, gaining, 179-180
Communication:
authentic, 35
fluid, 64
mixed messages in, 16

nonverbal, 25-28
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Competence and credibility, 58—60
Competition and survival, 77-78
Compliance:

increasing, 91-95

specific instructions and, 103—-106
Conflict, internal, 5
Conformity, law of, 155-156
Conscious mind:

description of, 3—6, 175-176

group setting and, 79

saying “no” and, 182
Consistency:

conformity compared to,

155

law of, 92, 149-151

Content, using to build rapport,
3637

Contrast, law of, 142—145
Credentials and credibility, 61-62
Credibility:

characteristics of, 60—61

credentials and, 61-62

increasing, 62—65

message and, 54

perception of, 57

as pivot point, 5861

Decision making:

emotion and, 194

factors in, 125127

fear of loss compared to
possibility of gain, 69-70, 74

game for, 68—69

judgment, perception of,
127-128
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number of choices and, 70-72,
87
overrating expert advice, 128
probability and, 128-131
process of, 8—9
regret and, 197
unconscious mind and, 216
See also Oscillation
Delta Model of Influence:
attention, paying, 45—46
breathing, 39
common enemy, finding, 43
content, using, 36—37
establishing and maintaining
rapport, 36
giving more than promised, 44,
45
knocking socks off, 44
leading, 4041
overview of, 31
pacing, 38
posture and physiology, matching,
40
precision, 45
processes, using, 37-38
reciprocity, inducing, 41-42
respect, 44
sharing part of self with client,
42-43
stories, telling, 43
understatement, power of,
44-45
voice, using, 38-39, 40—41
Differentiation, 223
Directing thinking, 55
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Dramatic difference, 50
Dress, 29, 34-35
Drivers of behavior, 182-183

Emotion:
decision making and, 194
predicting, 92-95
See also Feelings
Endowment effect, 74—76
Enemy in common, finding,
43
Environment and behavior,
10-13
Erickson, Milton, 123
Ethics, 104-105, 170, 171
Evidence, citing, 65
Exaggeration, 203-204
Expectancy, law of, 147-148
Experiencing product, 217-218

Eye level, women and, 30

Fear:
of loss compared to possibility of
gain, 69-70
as motivator, 104—105
FEAR (false evidence appearing
real), 6
Feelings:
about past mistakes, 201
creating positive, 179
trusting, 176-178
See also Emotion
Financial products, applying
laws to, 138, 144, 147,
154
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First impressions: Habit, forming new, 2-3
example of, 19-21 Humor, using, 65
overview of, 15-19 Hypnotic confusion, 123—124

preparing to make positive, 29-30
Flagging, 205212

Focus groups, 215-217

Inaction inertia, 110
Influence and Persuasion Quotient

Football games, handicapping, (IPQ) test, 83—87

162 Instructions, giving, 103—-106
Foot in the door (FITD) technique, Intuition, 181

111-114
Framing: Journaling, 9, 195

choices and, 108—-111

game for, 107-108

increasing persuasiveness with,

115-118

questions, 68—69
Freedom, threats to, 175—177
Friends, law of, 145—147
Future:

Judgment, perception of, 127-128

Knocking socks oft, 44
Knowing when enough is enough,
48—49, 52
Knowledge:
prior, speaking to, 51
of self, 6,7-8
agreeing to event in, 184—187
imagining, 100-103 Large numbers, principle of, 78—79
Laws of influence:
association, 151-152
conformity, 155-156
consistency, 149-151

pointing to possible, 190
predicting, 9-10, 94-95
thinking of, 141

Gender differences:
attractiveness and, 21, 24
eye level and, 30

Gifts, 42

Gitomer, Jeftrey, 90

Giving more than promised, 44,

45
Gore, Al, 26-27,207-208
Groupthink, 78-79

contrast, 142—145
expectancy, 147-148
friends, 145147
overview of, 133—134
power, 156—157
reciprocity, 135—139
scarcity, 153—155
time, 139142
Leading, 35, 40—41



Lee, Mary, 89-90

Likability, 65

Limited-supply frame, 153—154
Loss aversion, 116, 121-122
Loyalty to brand, 215

Meet John Doe (movie), 171-172
Memes, 51
Memory:
as changing, 207208
of end of experience, 189-190
false, 7, 189, 205206, 213-214
flagging, 208211
of opinions, 206-207
Message:
credibility and, 54
mixed, in communication, 16
repeatable, 51
repetition of, 50
See also Optimizing persuasive
message
Mind, see Conscious mind;
Unconscious mind
Mind reading;:
ethical use of good intelligence,
170-171
model for, 173174
overview of, 169—170
in twenty-first century, 172-173
Money-back guarantee, 199

Need for someone to love, principle

of, 79-80
Nervousness, handling, 30
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Niche market, 223
Nonverbal communication:
influential space, 2628
as unconscious, 2526
“No” response, overcoming,

187-191

Omega strategy:
definition of, 88
mastering, 95-98
overcoming resistance with,
91-95
Opportunity, passing up, 199
Optimizing persuasive message:
arousal, 54—55
authority, 54
checklisting, 56
claims, unusual, 55
directed thinking, 55
dramatic difference, 50
knowing when enough is
enough, 48—49, 52
peripheral and central cues,
47-48
physical attractiveness and, 51-52
primacy and listing order, 46—47
prior knowledge, 51
repeatable message, 51
repetition, 50
self-referencing, 52—-54
Oscillation:
arbitrary decision point and,
162-163, 166—167
examples of, 159162, 167-168
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Oscillation (Continued)
in extraordinary circumstances,
164-165
overview of, 159
public statements and, 163—164
regret and, 165

Pace, speaking and listening, 30, 35,
38-39, 64
Pacing, 35, 38—40
Past, experience of, 140
Peripheral cues, 4748, 49, 53
Personality, dual nature of, 6-10
Persuasion, Tenth Law of, 99
Persuasive message, see Optimizing
persuasive message
Physiology, see Posture
Placebo effect, 148
Point of view, arguing against, 65,
146
Point zero, starting at, 221-222
Polarity response, 88, 92-93
Posture:
leading with, 41
matching, 35, 40
Power:
of choice reduction, 191-194
law of, 156—157
Precision, 45
Predicting future, 9-10, 94-95
Present, experience of, 141-142
Price points, 125
Primacy and listing order, 46—47,
118-123

Index

Priming pump, 118-123,210-211

Principles of influence, 80-81

Processes, using to build rapport,
37-38

“Puppy dog” close, 74

Rapport:
building, 30
comfort and, 3234
content, using to build, 36-37
definition of, 33
establishing and maintaining, 36
keys to, 32
nonverbal skills for building,
34-36
processes, using to build, 37-38
Rationalization, 121-122
Reactance:
compliance and, 93, 94
description of, 88, 90
Real estate, applying laws of
influence to, 138, 144, 147, 154
Reciprocity:
inducing, 41-42
law of, 135—139
Regret:
accomplishment and, 200
anticipated, 90, 92, 105-106
blackjack and, 200-201
decision making and, 197
oscillation and, 165
Repeatable message, 51
Repetition of message, 50
Representation of reality, 202-205



Reesistance:
omega strategies for, 91-95
reducing, 88-90
types of, 90-91
using up resources for, 9899
Respect, 44
Rituals and attitude change, 75
Rules, cultural, 11

Scarcity, principle of, 101, 153-155

Scope neglect, 203-205

Self, knowledge of, 6, 7-8

Self-referencing, 52-54

Sharing part of self with client,
42-43

Space, influential, 2628

Speed dating, 19-21

Status and attraction, 17

Status quo and unconscious mind,
181

Stewart, Martha, 63

Stories, telling, 43

Strategy compared to tactic, 47

Strong Funds, 137

Success, building, 222-223

Tactic compared to strategy, 47
Testimonials, 152
Thinking:

counterfactual, 111

directing, 55
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of future, 141
groupthink, 78-79
Time, law of, 139-142
Time perspective, 99-103
Time Track Therapy Intervention,
101
Trust and branding, 214-215

Unconscious mind:

change and, 3—6

decision making and,

216

focusing on, 217-218

in group setting, 79

overview of, 175-176

status quo and, 180-181
Understatement, power of, 44—45

Value, overestimation of, 115
Values:
asking about, 33
emulating, 29
Voice, using, 38—39, 40—41

Waiters and waitresses, 9697,
98
Web site:
of author, 83, 84
importance of, 218-219
Woriting decision down, 150-151,
197






