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Authority

“Oh, if Shakespeare says it, that's all right.” - L. Frank Baum

As a time-saving device we have developed the need to trust figures of authority. When your
doctor prescribes you medicine you don’t spend days researching if it is the best cure for
your condition and what chemical components it is made of. When you see a road sign, you
obey it and stop the car or make a left turn. Not following recognisable authority can lead to
danger, paranoia, and indecision.

The unwritten rule here is ‘if an expert says it, then it must be true’. This is a powerful
influence, and it is imperative that your customer is aware of your authority in your field by
the actions you take, the information you provide and the image you portray.

Sound authoritative

e Slow down.

e Stay calm.

e Talk in a deeper tone.

e Be comfortable with silence.

There is authority in the niches. (And riches)

Specifically, who/what sector or geographical area do you look after at your company?

“We work with schools.”
Vs
“I specifically support G2 and G3 Academies in the Greater Manchester area.”




External Authority

What/who could you mention to build your credibility?

e “Originally developed by the World Biogas Association.”

o “Word from NASA is......”

Do you dress appropriately?

Do you act with authority?

In what other ways could you convey authority to your customers?




Commitment and consistency

“Unless commitment is made, there are only promises and hopes; but no plans.”

- Peter F. Drucker

This is a simple but effective principal of influence. Its premise is that people want to be
seen as consistent in their actions and beliefs. For example, when an objection is received
during a sales meeting, if we go directly against their viewpoint, we will meet an impasse as
they will wish to remain steady in their commitment to what they have said.
Lasting Commitments
ACTIVE - Signing cheques, ticking a voting slip, completing a written survey.

PUBLIC - Witnesses at a wedding, saying an oath in court.

UNCOERCED - “A man convinced against his will is of the same opinion still.”

In the 1990s the restaurant industry in Chicago USA had an increasing problem of people
booking a table then not arriving for a meal, costing the restaurant owners millions in lost
revenues and empty tables every year.

They tried to solve the problem by taking credit card details at the point of booking and
charging people if they didn’t arrive. This infuriated their customers and cost the industry
even further.

One restaurant owner tried a different approach. Using the principal of commitment and
consistency the restaurant owner told his front of house to ask the question “Will you
promise to call if you have to cancel?” then they had to remain silent until they had
received the reply “Yes”. A verbal commitment that the customer held under the principal
and must adhere to. Within one month their level of ‘no shows’ to the restaurant dropped
from 30% to 10%.

“If you cannot make our meeting, will you let me know?”

“I'm just out on the road, can you send an invite over to me while we’re on together
now?”

“How could you see this working for you with what you just told me about your team?”
“Realistically, what can you see getting in the way of this happening?”

*Ask for testimonials — a public and active commitment to their liking of you.



http://thinkexist.com/quotation/unless_commitment_is_made-there_are_only_promises/8204.html

Liking

“Thousands of candles can be lit from a single candle, and the life of the candle will not be
shortened. Happiness never decreases by being shared.” - Buddha

It goes without saying that we are most easily influenced by people we like and respect, but
how can we break this down into usable actions within sales conversations? Should you
bring a gift, flowers or maybe a cake? The principal of ‘liking” within a sales environment is
twinned with the core element of any sale — finding mutual ground. (no-fit, no sale)

A key step in producing mutual liking between two parties is to express your like of them
first. It is hard not to find someone agreeable who has already expressed their like for you.

In a dating situation you are far more likely to attract positive interest from the target of
your affections, if they are aware that you like them. It is nature to like those who ‘are like
us’ and those who like us.

e Always be genuine when experimenting with the liking principal.
e Be genuinely interested in the other person — to be interesting, be interested.
e Make yourself memorable; and remember — being remembered is a compliment.”

“I really like what you had to say about...”
“l was telling my partner about what you had to say.”
“What you’ve achieved is amazing.”
“I saw this the other day and thought of you.”

“You said your ideal customer would be XYZ, I've got two introductions | want to
make for you.”




Reciprocation

“Courtesy demands reciprocity and this is essential in relations between countries.”
- Wang Yusheng

It is an unwritten law of human nature to reciprocate an action or gesture that you have
received. It is commonplace to be bound by this universal law to return a favour, such as
sending Christmas cards to people you have received them from, it may even effect who you
invite to your wedding.

This universal principal doesn’t display balance in the giving and receiving of actions. A small
initial gesture may warrant far greater remuneration in return.

The Hare Krishna movement in the USA used this principal whilst collecting donations in
airports across the country. By first giving a small paper flower to travellers the recipient
was then caught in the universal principal of reciprocation and donated sums of money
always far greater than the few cents the flower was worth. This simple action
generated a $Billion empire in just a few years.

Give first

The power of the principal significantly increases when the initial action/gift is personal to
the recipient. It cannot be given away as it is useless to anyone else, and the value is
increased as it is personal to them. Therefore, following a logical path, the value of what
they reciprocate should rise also.

“I'm working late tonight so I’ll do some research for you before we meet on Thursday.”

“My partner makes amazing cake — | know you said you’ve twins, | thought theyd like
some and we’ve put their names on them for them.”

“Here is a sample pen and mouse mat for XYZ Ltd” (It always has your name and address
on.)



http://www.quotesdaddy.com/quote/246493/wang-yusheng/courtesy-demands-reciprocity-and-this-is-essential

Scarcity
“When the well is dry, they know the worth of water” - Benjamin Franklin

Of all the six principals’ scarcity is the most commonly identifiable for adding value to goods
or services. Collectors of rare coins, stamps, antiques, jewels, furniture, postcards, toys and
bus tickets know the added value of an object that is scarce.
Why is it that if we can’t have something, we want it? Things become more desirable the
less readily available they are, even if they are of a lesser quality. They are in a context of
desirability due to their lack of accessibility. Think of Christmas and the frenzied wantonness
of a Buzz Lightyear and a Teletubby, or the violent outbreaks in supermarkets to get hold of a
bottle of Prime energy drink.
What can you make scarce?

e Time

e Information

e Availability

Personal car registrations, web-addresses, diamonds, gold, Prime Energy drink, gossip, VIP
rooms, sale prices, baseball cards, NFTs.

Exclusive information is more influential.
By making the information about impending scarcity of their product ‘scarce’ the American

beef industry drove sales up 650%. — “The information comes from our ‘exclusive’ source in
Australia”.

What can you make scarce?



http://www.quotesdaddy.com/quote/1202776/benjamin-franklin/when-the-well-is-dry-they-know-the-worth-of-water

Social Proof
“Great bodies of people are never responsible for what they do.” - Virginia Woolf

Potentially, the most powerful of all the six influences is Social Proof. We feel safe basing
decisions on what other people ‘like ourselves’ have decided to do or ‘large groups’ of
people do (safety in numbers).

From decisions as simple as what film to watch at the cinema and what new restaurant we
will eat at through to large purchases the power our perceived piers have over us is
immensely strong. By mixing imagery, parables and quotes from others social proof can be
used to strongly influence and be difficult to resist.

Someone who understood the power of social proof all too well was ‘Colleen Zot’. An
executive at a company producing infomercials in the 1990’s. Colleen was set the task of
improving sales on some rather less-exciting products. Applying social proof, she changed
just one sentence in the infomercial’s call to action.

The call to action was originally.

“Operators are waiting, please call now”.

To create imagery of others buying the product and apply the persuasive principal she
changed it to

“If operators are busy, please keep trying.”

What imagery does this infer?

WE FOLLOW

Many others
Similar others

e Most of our clients say...

e We work with publishers across the UK.

e We’'ve added some extra tickets.
e What the NHS found was...

e This has worked brilliantly for XYZ...

e Most people tend to add an extra campaign in month two.



The six influences

For more than 35 years, Dr Robert Cialdini of Arizona State University has observed influence
and persuasion. His book ‘Influence’, first published in 1984 is possibly the most widely cited
book in its field. He developed a model that categorises influence strategies into what he
calls ‘“The 6 Universal Principles of Influence’.

Ruth Badger of ‘The Apprentice’ was hailed by Lord Sugar as the greatest salesperson he had
ever encountered. The amazing thing is she only used one of the six principles. Now, imagine
what your results would be if you could harness all six?

SOCIAL PROOF

COMMITMENT &
CONSISTENCY

SCARCITY

AUTHORITY

LIKING

RECIPROCATION

Research done by the University of Minnesota focused on the language used by TV
presenters on the shopping channel QVC; all influence strategies were present. Amazingly
82.3% of all sentences used contained at least one of the influence strategies.
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