
A
Alice in Wonderland (Carroll), 63
Applied influence: community opportuni-

ties for, 135; home opportunities for,
133–135; power of, 137; work opportu-
nities for, 132–133. See also Influence
fitness; Influencing in action

Approach influence element, 22, 26
Aspirations factor, 76–78
Assumptions, 80–81
Attune behaviors, guidelines for

choosing, 98t
Avoidance, 102–104

B
Balance factor, 72
Beckhard, R., 92
Blind spots, 88–89

C
“Common enemy” tactic, 129
Communication: e-mail, 118–122; elec-

tronic, 117–123; nonverbal behaviors as,
32–33, 43–44; voice mail, 118

Community: applied influence in the,
135–136; examples of influence issues of,
19; using expressive influence in, 35–36;
using receptive influence in, 48–49
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Confidence, 93
Context of influence: cultural factor of, 86;

described, 21, 24–25; difficult people
versus situation, 81; examining your
assumptions, 80–81; impact of, 75–76;
influencing in open system and, 83–85;
organizations, teams, families, and, 85;
personality, interests, and preferences
factors of, 78–80; timing factor of, 86;
values, needs, and aspirations factors of,
76–78; want versus needs and, 87–88

Courage criteria, 66fig, 67
Cultural differences: as context of influ-

ence, 86; as influence factors, 25; 
nonverbal components of expressive
behaviors, 32

D
Debating, 127
Defensiveness, 102–104
Difficulty factor, 81
Direct influence behaviors: described,

26fig; tactics, intentions, and, 27t
Disengaging: expressive and receptive

behaviors, 27t; as means to an end,
127–128
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E
E-mail communication: preventing disas-

ters of, 121–122; stimulating productive
response to, 121; tips on using,
119–121; when to avoid, 118–119;
wonders and terrors of, 117–119

Electronic communications: text and
instant messaging forms of, 122–123;
when to avoid voice mail, 118–119

Emerson, R. W.: on acquisition of power,
51; on the beauty of good behavior, 95;
on being true to oneself, 87; on belief in
luck, 3; on best effect of fine people,
125; on connection between words and
actions, 117; on controlling your cir-
cumstances, 59; on empowerment, 9; on
foolish consistencies, 91; on good inten-
tions, 63; on impact of objects/form, 83;
on moral sense, 109; on power of enthu-
siasm, 29; on power of inquiry, 39; on
self-evolving circle of individuals, 21;
on taking action, 131; on treating others
well, 71; on understanding the individ-
ual, 75; on value of active souls, 101

Empowerment: bad reputation of employ-
ment, 11; buzzword versus reality of,
15–17; relationship between power
and, 15–16

Enlist behaviors: described, 30fig, 32;
guidelines for choosing, 97t

Ethics of influence: behaviors that don’t
work, 116–118; influence and self-
interest, 116; manipulation versus influ-
ence, 109–113. See also Influence

Expressive influence: used in the commu-
nity, 35–36; disempowerment through
use of, 40; home use of, 34–35; purpose
of, 29–30; work use of, 33–34

Expressive influence behaviors: described,
26fig; examples of, 31; guidelines for
choosing, 97t; how they work, 31–32;
model on, 30fig; nonverbal components
of, 32–33; tactics, intentions, and, 27t;
when to use, 36–37

178 Index

F
Facilitate behaviors guidelines, 98t
Failures: paradox of influence, 139–140;

scenarios of influence, 3–5
Families: characteristics of contemporary,

16; examples of influence issues of,
18–19; use of expressive influence with,
34–35; influence context of, 85. See also
Home

Fight or flight response, 15, 103
Flexible criteria, 66fig

G
Goals. See Influence goals

H
Herbert, G., 81
Home: applied influence at, 133–135;

expressive influence behaviors at, 34–35;
receptive influence behaviors at, 47–48.
See also Families

Humor, 129

I
IM (instant messaging) communication,

122–123
Improvisation, 101
Indirect influence: appropriate use of,

125–126; debate tactic of, 127; defini-
tion of, 125; disengaging as means to an
end, 127–128; influencing as part of
group, 126–127; influencing through
other individuals, 126; using other
means for, 129

Individual influence factors: goals, 25,
63–69; keeping it light, 89; needs, 25,
76–78, 87–88; personality and prefer-
ences, 24, 78–80; readiness, reluctance,
and risk, 89–90; self-management,
104–105; strengths and limitations, 88;
style and blind spots, 88–89; types
listed, 24–25; values, 25, 76–78; vested
interests, 25, 78–80; wants versus
needs, 87–88
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Influence: applied, 131–137; benefits and
costs of exercising, 17–18; definition of,
109; doing your homework to prepara-
tion, 91–93; indirect, 125–129; manipu-
lation versus, 109–113; meanings and
implications of, 9; paradox of failure and,
139–140; relationship between leader-
ship and, 11–12; relationship between
power and, 9–11; sphere of, 12fig–15;
where to exercise, 18–19. See also Ethics
of influence; Modifying others

Influence behaviors: direct, 26fig, 27t; dis-
engagement, 27t; expressive, 26fig, 27t,
29–37, 40, 98t; ineffective types of,
116–115; paradox of failure and,
139–140; planning your approach to, 99;
receptive, 39–50, 98t; reframing, 96, 99;
selecting the most useful, 96, 97t–98t;
successful use of, 100. See also Tactics

Influence failure: paradox of, 139–140;
scenarios of, 3–5

Influence fitness: developing and improv-
ing, 19–20; maintaining and improving,
131. See also Applied influence; Influ-
ence skills

Influence framework: approach element of,
22, 26; context element of, 21, 24–25;
four elements listed, 21–22; illustrated
diagram of, 22fig; influence model of,
26fig; influence tactics and behaviors
within, 27t–28; relationships element of,
21, 23–24; results element of, 21, 22–23;
reviewing the, 95

Influence goals: choosing influence behaviors
to achieve, 95–100; developing a challeng-
ing, 65–68; importance of establishing,
63–65; as individual influence factor, 25;
value of persistence in achieving, 68–69

Influence goals development: courageous
criteria for, 67; criteria listed, 66fig; flexi-
ble criteria for, 66; issues to consider in,
65–66; observable criteria for, 67; sup-
portive criteria for, 68; useful criteria for,
67–68
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Influence plans: handling defensiveness,
resistance, and avoidance, 102–104;
improvisation used with, 101; making it
up on the fly versus, 106–107; managing
your own behavior while executing,
104–105; phase one: mapping the terri-
tory, 60; phase three: troubleshooting, 61;
phase two: charting the course, 60–61;
pros and cons of, 59–60; responding to
new information, 101–102; uses of
silence as part of the, 105–106

Influence relationships: creating your influ-
ence future through, 73–74; importance
of balance in, 72; importance of under-
standing, 71–72; as influence element,
21, 23–24; learning lessons from past, 73

Influence skills: developing and improving,
19–20; value of, 6–7. See also Influence
fitness

Influencing in action: managing influence
situations, 54–55; opportunities for,
51–53, 80, 83–85, 132–136. See also
Applied influence

Inquire behaviors guidelines, 98t
Instant messaging (IM) communication,

122–123
Intentions, 27t
Interests: ethical issues of self-interest, 116;

as individual influence factor, 25, 78–80
Internet telephony, 123

L
Leadership: use of power by, 11; relation-

ship between influence and, 11–12
Limitations (individual), 88
Listen behaviors guidelines, 98t

M
“Making it up” approach, 106–107
Managing yourself, 104–105
Manipulation: definition of, 109; influence

versus, 109–113; potential of receptive
influence as, 40

Modifying others, 92. See also Influence
Myers-Briggs Type Indicator, 78
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Needs: understanding aspirations, values,

and, 76–78; wants versus, 87–88
Negotiate behaviors: described, 30fig, 32;

guidelines for choosing, 97t
New information factor, 101–102
Nonverbal behaviors: of expressive influ-

ence, 32–33; of receptive influence,
43–44

O
Observable criteria, 66fig, 67
“On the fly” approach, 106–107
Opportunities to influence: assumptions

and avoidance of, 80; in the community,
136; creating, 53; in the home,
134–135; in open systems, 83–85;
responding to, 51–53; at work, 132–133

Organizations: cultures of complaint in,
15; influence context of, 85; influence
factors related to, 25. See also Workplace
influence

P
Paradox of failure, 139–140
Parker, D., 81
“Participatory management,” 11
Persistence factor, 68–69
Personality factor, 78–80
Planning. See Influence plans
Power: of applied influence, 137; confi-

dence as, 93; leadership use of, 11;
meanings and implications of, 9; rela-
tionship between empowerment and,
15–16; relationship between influence
and, 9–11; sources and limitations, 9–10

Problem presentation, 45–46

R
Readiness, 89–90
Receptive influence: community use of,

48–49; home use of, 47–48; manipula-
tive potential of, 40; purpose of, 39–41;
when to use, 49–50; work use of, 44–47
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Receptive influence behaviors: described,
39–41; examples of, 41–42; guidelines
for choosing, 98t; how they work, 43;
nonverbal components of, 43–44; tactics
of, 42fig

Relationships. See Influence relationships
Reluctance, 89–90
Resistance, 102–104
Results influence element, 21, 22–23
“Reverse engineering,” 103
Risk, 89–90

S
Self-interest: ethical issues of, 116; as indi-

vidual influence factor, 25, 78–80
Self-management, 104–105
Sell behaviors: described, 30fig, 32; guide-

lines for choosing, 97t
Silence, 105–106
Sphere of influence: charting your, 12–13;

examples of, 13–14; illustrated diagram
of, 12fig

Strengths (individual), 88
Style (personal), 88–89
Supportive criteria, 66fig, 68

T
Tactics: “common enemy,” 129; debate

as indirect influence, 127; expressive
influence behavior, 27t; receptive influ-
ence behavior, 27t, 42fig. See also
Influence behaviors

Teams: indirect influence through,
126–127; influence context of, 85

Tell behaviors: described, 30fig, 31; guide-
lines for choosing, 97t

Text communication, 122–123
Timing factor, 86
Troubleshooting influence plan, 61

U
Useful criteria, 66fig, 67–68
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V
Values: as individual influence factor, 25;

understanding aspirations, needs, and,
76–78

Vested interests, 25, 78–80
Voice mail, 118
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W
Wants factor, 87–88
Workplace influence: applications of,

132–133; examples of issues of, 18; use
of expressive, 33–34; use of receptive,
44–47. See also Organizations
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