
INDEX

219

Accountability, 142–143, 156,
167

“Act as if” strategy:
belief creation and change
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Persuasion, generally:
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brochures, 150
future pace, 152
graphics, 150
guidelines for, 25, 30–31
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Product/service story, 63
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familiarity and, 120, 124
importance of, 120–122, 124,

148
needs and desires, 121–123
questions for, 122–123

Religious beliefs, 89–90
Repeat clients, 209
Respect, mutual, 13
Reticular activator, 151–152
Rhythm, in storytelling, 

150
Risk/potential reward ratio, 8

Sample products, 141–142
Seek, Shannon, 216

INDEX 225

ccc_lakhani_index_219-227.qxd  7/21/05  12:15 PM  Page 225



Self-promotion, 72, 80–81
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