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How 10 INCREASE YOUR SALES INFLUENCE

It was a research experiment that many would have gladly volunteered for.! Three behavioral
scientists approached patrons at a local bar and asked them to evaluate two different beers. The
first option was simply a regular beer, while the second option was regular beer with a few drops
of balsamic vinegar. Prior to tasting, some of the participants were told the ingredients, while
others were not told until after tasting. The results were that the majority of those who had
been informed about the balsamic vinegar before trying either of the beers selected the regular
beer as the best tasting. In contrast, most of tasters who had not been told about the ingredi-

ents of the beers chose the beer with balsamic vinegar as the best tasting,

This experiment illustrates that the way something is presented shapes how it is perceived. For
instance, a research study identified that Coca-Cola is rated higher when consumed from a cup
that displays its brand logo than from an unmarked cup.? Another study found that people rated

a slice of turkey as better tasting if it was a well-known brand, than a lesser known brand.’

Likewise, in selling, the more effectively a message is communicated, the more likely it will be
favorably received and acted upon. Hillary Chura wrote about this in one of her New York Times
articles where she cites numerous examples of how, in business, inspiring others to accept an
idea is dependent upon one’s ability to present that idea persuasively.* Neuroscientist Gregory
Berns aptly summarizes this notion when he confirmed, “A person can have the greatest idea
in the world — completely different and novel — but if that person can’t convince enough other

people, it doesn’t matter.”

In the past, though some basic knowledge about influence was known, much of what produces

influence was a mystery. However, this is no longer the case.

Within the last few decades there have been thousands of scientific studies focused on obtaining
an exact understanding of what creates and enables influence. There is now a consensus within
the scientific community regarding the psychological principles that generate influence. These
principles are measurable, predictable and repeatable and when leveraged will boost one’s capac-

ity to positively influence another. As social psychologist Robert Cialdini affirms:

Behavioral scientists have conducted experiments that shed considerable light on
the way certain interactions lead people to concede, comply, or change. This re-
search shows that persuasion works by appealing to a limited set of deeply rooted
human drives and needs, and it does so in predictable ways. Persuasion, in other

words, is governed by basic principles that can be taught, learned, and applied.®

The question is, “are you leveraging the proven science of influence when you sell?”” Your
answer to this question matters because every time you enter a selling situation these scientific

principles undergird and shape the persuasiveness of the interaction.
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When sales people ignore or contradict this proven science, prospects will reject their product
or service, not on its merit, but because of how it was presented. In contrast, when sales peo-
ple align how they sell with the scientific principles that govern human behavior their ability to
compellingly communicate the value and validity of their product or service is enhanced and so

is their effectiveness.

At the Hoffeld Group we study a variety of scientific disciplines, such as social psychology,
neuroscience and behavioral economics. We then take the principles, which science has proven
create and enable influence, out of the laboratory and academic journals and translate them
into practical, sales specific concepts, strategies and tactics. So if you are ready to increase

your sales and want sales training that is grounded in proven science, check us out.
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