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I believe my choices today can shape 
what happens tomorrow.
Anon
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Introduction

P

5 Persuasion

ersuasion is more than a thorough knowledge of your subject. You must be 
able to communicate the information persuasively.
To help you to be more effective persuading I am sharing several decades of 
experience, research and knowledge. There are plenty of excellent books and 
research out there on persuasion and I encourage you all to read more on it when 
you can. But, for those of you short on time, here are some tips to make you more 
persuasive and improve your business results.

As the business world gets tougher and more competitive, you need to get better and 
more effective at persuading. The content of this ebook can be applied practically in 
your everyday business relationships and connections. This ebook can make you 
more effective at persuading and we hope that you find it entertaining, engaging and 
practical.

How would you rate your current skill of persuasion? (On a scale of 1-10)
(You should rate again at the end after implementing the tips in this ebook to 
determine your progress).

All the strength you need to achieve anything is within you. 
Don’t wait for a light at the end of the tunnel. 
Stride down there and light it yourself!
Sara Henderson



Cialdini’s 6 principles 
of persuasion

The greatest discovery of my age is that 
man change their circumstances by 
changing the attitude of their mind.
William James

here are 6 well known methods to aid your persuasion – researched and identified 
by Dr. Robert Cialdini. Persuasion can and should be used for good, but it can be 
used unethically too and a great example of this is in the book ‘Catastrophe’ by 
Deborah and Gerald Strober. It is about Bernard L. Madoff, a respected fund 
manager and former chairman of NASDAQ who was arrested by the FBI for 
swindling investors out of US$50 billion.

Many professionals, including banks, 
insurers and investment managers lost 
millions. How could so many 
professionals (who should have known 
better) be seduced into investing. 

Madoff had plenty of authority in his 
role and with the backing he found, 
plenty of social proof to keep finding 
more investors. Cialdini’s research 
shows how you can use these 
powerful methods to persuade – just 
more ethically. 

#1 Reciprocity

#2 Social Proof

#3 Commitment & Consistency

#4 Liking

#5 Authority

#6 Scarcity

6 Persuasion
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#1 Reciprocation – people tend to return a 
favour or gift. Give your customer something for 
free (maybe some information) and they will feel 
more generous to you when it comes to 
renegotiating that deal.

Dr. Robert Cialdini has spent his 
entire career researching the science 
of influence. He is now known as an 
expert in persuasion, compliance and 
negotiation. He is currently Regents’ 
Professor Emeritus of Psychology and 
Marketing at Arizona State University.
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#3 Commitment & Consistency –
people honour a commitment they have 
made verbally or in writing. Connect your 
proposal to opinions they have raised at 
previous meetings.

#2 Social Proof – people will follow others 
that are similar to themselves. Provide evidence of 
similar customers who are already using your 
products or services. 
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#4 Liking – people are more easily 
persuaded by people that they like. Find 
something you have in common with the 
person you are trying to persuade.

#6 Scarcity – perceived scarcity 
generates demand. The ‘limited time only’ 
sales. 
Provide information to your client that is 
exclusive to them and therefore provides 
them with a competitive advantage.

#5 Authority – people will defer to 
experts. Always include details of your 
expertise and experience.  
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Provide information to your client that is exclusive to them and therefore provides 
them with a competitive advantage.

You can discover more 
about a person in an hour 
of play than in a year of 
conversation.
Plato

Warning:
Do not use the tools to persuade someone to do something they do not want to do, as this will bring short-
term success, but long-term failure.
Using the tools ethically will help you craft persuasive messages and make you a much more 
powerful persuader with long-term success.

Common Questions about Cialdini’s six principles of persuasion

How do they work? We have less time to deal with complexity, so we use 
short cuts to simplify decisions. These work well most of 
the time, but leave us open to occasional, costly 
mistakes.

Do I have to use all of 
them?

No, but the more you can use the more chance you have 
of persuading someone.

Will the tools always
work?

No, there are no guarantees. However they will increase 
the odds of a yes.

Are there 
circumstances when 
these are very 
effective?

Yes, if there is a lot of uncertainty or complexity in a 
situation.

Are they ethical? They are neutral and can be used both ethically and 
unethically.

Questions to challenge you.
1. Which of Cialdini’s 6 principles do you regularly use in your persuasion?
2. Do you plan which of Cialdini’s principles you will use, before you begin

persuading?



Customers you can’t 
afford to lose
People don’t buy products or services;
They buy SOLUTIONS to their problems.
Ted Levitt
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When it gets tougher, get 
better
Everyday our markets are getting 
tougher. Our competitors are fighting 
for a slice of our business and clinging 
to their existing business, often with 
aggressive prices.
When the tough gets tougher, leave 
the price lever alone and get better. 
Specifically, get better at persuading. 
Make your presentations high impact 
and simple to understand – spend the 
time doing the hard work so your 
customers don’t have to.

Your strategic customers are thirsty 
for insights.

Knowledge is power.
Information is power.
Robin Morgan



With your strategic customers 
should you persuade or negotiate?

There are 6 stages in the influence 
scale:

#1 Asking customers 
#2 Persuade with Logic
#3 Persuade with Emotion
#4 Negotiate
#5 Tell customers
#6 Force customers 
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Influence:
1. Ask your customers to change their

attitude or behaviour.
Persuasion:
2. Use facts and arguments to change

a customers attitude or behaviour.
3. Persuade your customers with

emotion, telling stories.

Negotiation:
4. Negotiate with customers.

Coercion:
5. Tell customers to change their

behaviour.
6. Force customers to change their

behaviour.

First, you need to identify who your strategic 
customers are, which customers can’t you afford to 
lose? Customers with most transactions are not 
always the most profitable customers, check that 
big sales = big profits to identify your most 
profitable customers. Sometimes to get the large 
number of transactions you have had to process 
many purchase orders, dispatch notes or invoices.

Second, ask which of their business results you 
can help them to achieve? Despite protests from 
your company, it is not about products and services 
– it is about delivering better business results.

Thirdly, identify who in your customer’s 
organisation you need to influence. This is rarely 
just the decision maker, there are four other buying 
styles that you will need to influence to be sure of 
your persuasion: Influencer, Recommender, 
Gatekeeper and End User. All five styles are 
discussed in more detail in the book, ‘Persuading 
for Results’.

With your strategic customers I recommend that 
you start with the gentler persuasion steps and 
move through the scale to the negotiation steps for 
your tougher situations.

Questions to challenge you.
1. Can you identify which customers you can’t afford to lose?
2. Do you frame your persuasion to help your customers with an identified problem?
3. Do you know who in your customers organisation you need to influence before you begin

to persuade the decision maker?

http://bennelongpublishing.com.au/books/2015/12/18/persuading-for-results


Short on time?
We must go fast,
because the race is against time.
Anna Held
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Know, Feel, Do
Bill Jensen uses these three words to 
describe effective persuasion:
1. What do you want people to know?
2. How do you want people to feel when

you’re finished?
3. What do you want people to do next?

If you’re short on time and need to effectively 
persuade someone, at the very least answer 
these three questions. But make sure your 
answer to each is longer than one sentence.

You need to spend some time 
preparing to persuade, but most of 
us are time-short and look for 
short-cuts.

Definition of short-cut:
‘The longest distance between two points’.



You must take some time, 
before your persuasion.

Why do you need to 
persuade faster?

Take a deep breath before confronting 
someone you want to persuade to take a 
different view.

Pressures on businesses today:
1. More Results
2. Less Time
3. More Problems

Given these pressures presenting in the 
traditional way would take too long, and 
without results.
You must be more creative and succinct 
in your persuasion techniques and sales 
presentations to deliver results.
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A common threat from competitors is to 
drop your price to match their reductions 
and save the sale.

With a persuasive presentation around 
your value proposition, and the full impact 
of what the price reduction really means 
for your customer can be very effective 
and allow you to keep your price steady 
and deliver real value to your customers.



You are different, there’s nobody just 
like you. So, how can you be 
persuaded in predictable ways? 
Process.

Persuasion Process
A quick process, or first aid kit for persuasion can involve these three questions.
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1. Who? What do they like and dislike? What are they 
interested in, what do they care about? What have 
they said or written?

2. What? What do you want the person to do? Limit this to 
behaviours, this will sharpen the persuasion. List 
possible next steps to move toward your goal.

3. What are the
consequences of
doing nothing?

If there are no consequences, then nothing will 
happen. Change the consequences and link them 
to the persons interests to make them more 
effective.

If you have more time, and are looking for a more in depth approach, try this 
tool which has 8 steps to help you perfect your persuasion.

http://static1.squarespace.com/static/5385613ee4b0883f7108f96f/t/570f0934b09f950e801e4d1d/1460603190027/2+page+persuasion+tool.pdf


Gary Peacock

A specialist in improving and sustaining business 
performance through business coaching on implementing 
effective strategies and change management tactics to 
influence daily behaviour. One of Gary's specialities is 
presenting and communicating complex information in 
simple and interesting ways to diverse audiences from 
the boardroom to the factory. He is able to solve 
impossible complex problems with creative and practical 
solutions.
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Questions to challenge you.
1. Do you take time to plan your persuasion?
2. Have you identified what you want the person you are persuading to know, feel

and do?
3. Can you show the consequences of not taking the action you are persuading

towards?

With over 20 experience in senior leadership roles his strengths include; improving and 
sustaining business performance, strategy, change management, simplifies complex 
information, strategic account management, innovation and problem solving. 
He is the best-selling author of two business books: Managing B2B customers you 
can't afford to lose and Persuading for Results.

http://www.gordianbusiness.com.au/our-team/


Summary
I think the power of persuasion would be 
the greatest superpower of all time.
Jenny Mollen
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Cialdini’s 6 principles of persuasion
1. Which of Cialdini’s 6 principles do you regularly use in your persuasion?
2. Do you plan which of Cialdini’s principles you will use before you begin

persuading?
Customers you can’t afford to lose
1. Can you identify which customers you can’t afford to lose?
2. Do you frame your persuasion to help your customers with an identified

problem?
3. Do you know who in your customers organisation you need to influence before

you begin to persuade the decision maker?
Short on Time
1. Do you take time to plan your persuasion?
2. Have you identified what you want the person you are persuading to know, feel

and do?
3. Can you show the consequences of not taking the action you are persuading

towards?

When you have implemented the tips in the is ebook, re-evaluate your skills 
on the persuasion scale. (On a scale of 1-10)

If you need any further guidance, or have a specific customer or deal that you need 
some additional advice on, then get in touch: gary@gordianbusiness.com.au.

Persuasion is a skill that most of us need to learn and practice to perfect. Using the 
Questions to Challenge You, you should improve your persuading skills.

mailto:gary@gordianbusiness.com.au


For more tips and tricks on effective 
persuasion that leads to real 
business results and fast, check out 
our blog.

Gordian Business focuses on 
improving individual performance, 
increasing organisational 
effectiveness, reducing costs and 
growing revenue – ensuring 
sustainable profits for your business. 

Footprints on the sands of time are 
not made by sitting down.

Proverb

http://www.gordianbusiness.com.au/blog/?category=Persuasion
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