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      There probably isn’t a day go by where we aren’t exposed to the act of persuasion. Either somebody is trying to sell us something, advertising is everywhere, or we are trying to convince another to take our advice or to give us something that we want.

      We developed our skills of persuasion when we were children. I recall trying to convince my parents why I should be allowed to stay up past my regular bedtime to watch a television show I wanted to see. Or why I should be able to watch a show, I was interested in that was on at the same time as a show they were watching. I’m dating myself with that example. This was back in the olden days when households had only one television. I know… it is hard to believe that people actually lived in those conditions! Even negotiating with our mothers for an extra serving of dessert or a treat helped us hone those skills of persuasion that would become so important to us in adulthood and in our careers.

      This book results from the research I undertook to prepare for a presentation titled: ‘The Power of Influence: Speaking to Make Things Happen!’ Ironically, as I researched the topic, I found that perhaps the presentation should have been titled ‘The Power of Persuasion: Speaking to Get Other People to Make Things Happen!’

      Nichole De Falco in her Saying What You Mean Blog, October 29, 2009, Influence vs Persuasion: A Critical Distinction for Leaders and those that responded to her online, provides interesting insights into the topic.

      “From a purely semantic point of view, it’s not such a big deal to use these terms [i.e., influence/persuasion] interchangeably. From a leadership perspective, however, the distinction can be the difference between your team carrying you on their shoulders after a victory or having them stuff you in a locker before practice.”

      De Falco defines persuasion as … “presenting a case in such a way as to sway the opinion of others, make people believe certain information, or motivate a decision.”

      She provides these examples of activities that would be associated with persuasion:

      
        	Choosing words and phrases to communicate ideas that strike a responsive chord in a target audience.

        	Using a decision-matrix to steer a conversation through a path of predictable choices.

        	Orchestrating environmental conditions in which to interact with others to optimize the likelihood of a desirable outcome.

      

      She provides the following definition of influence: “Influence is having a vision of the optimum outcome for a situation or organization and then, without using force or coercion, motivating people to work together toward making the vision a reality.” And these activities as examples of influence in action:

      
        	Socializing ideas to bring all the issues to light and earn buy-in.

        	Giving others a voice in the decision-making process.

        	Brokering meaningful relationships between unconnected groups.

        	Giving others credit.

        	Maintaining a track record of consistent success in a particular area.

      

      John Smith, in his comments, provided… “persuasion” seems more about direct action in a specific situation than “influence”, which seems to be concerned with overall guidance and direction.

      Brian Hearn commented… “I like to say influence is about PEOPLE—Powerful Everyday Opportunities to Persuade that are Lasting and Ethical. I use the terms influence and persuasion interchangeably, but I see your point. If you are correct, then influence, or being influential, is more than just saying the right thing. It’s about who you are, everything about you, which causes people to follow you. Celebrities are a good example because they can be influential despite lacking persuasive skills. By virtue of who they are, people want to be with them, like them, and do what they do.”

      Doug Edgar commented… “I hadn’t given much thought to the distinction between persuasion and influence in a leadership context, but now that you’ve pointed it out, I can see a clear difference between the two. Whereas persuasion can be effectively used by anyone with a good enough story to tell, influence can be used only by leaders. Influence is one of the defining attributes of leaders. Great leaders seldom need to persuade, they need only explain.”
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        * * *

      

      TECHNIQUES TO PERSUADE WITH POWER:

      When using any advanced skill or technique, it is imperative you have mastered the fundamental skills that lead to the mastery.

      To persuade others, you must believe in yourself. You must believe what you must say is of value and worthy of sharing. You must be self-confident and aware that you will probably receive resistance to your ideas. Not everybody thinks the same way, and what is important to one person may have no value to others. You must be assertive in getting your needs met or communicating your message when others would prevent or discourage you from doing so. You need to have well-developed writing and oral communication skills to persuade others to follow your suggestions.

      As in my other publications, I take what I call the ‘onion’ method of discussing a topic. I start with an overview and then peel away the layers. Each chapter is standalone, and it’s unnecessary to read the book lineally. You can use the chapter headings as a reference directory, letting you read specific topics.

      I also take an iterative approach, where the content may be viewed from several perspectives.

      

      Onwards and upwards!

      

      Rae A. Stonehouse

      Author

      April 2023
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      The structure of persuasion involves three key steps: isolating the problem, identifying the cause, and formulating workable solutions. Let's look closely at each step and provide examples to illustrate the points made by John William Coleman in The Seven Habits of Persuasive Speakers in The Toastmaster, December 2005).

      

      1)	Isolate the problem(s) To persuade your audience, first show that a problem exists. To do this effectively, you need to isolate the problem, underline its urgency and severity, and show why it is significant to your audience.

      For example, if you are advocating for better mental health support in schools, you might isolate the problem by focusing on the high rates of anxiety and depression among students. You could then underline the urgency and severity of the problem by highlighting the negative impact it has on students' academic performance and overall well-being. Finally, you could show why the problem is significant to your audience by explaining how it affects parents, teachers, and the wider community

      

      2.	Identify the cause(s) Once you have established the problem, you need to identify its causes. This requires limiting your causes, logically connecting them to the problem, arguing with sensitivity, and keeping them compelling.

      For example, if you are advocating for better mental health support in schools, you might identify the causes by pointing out the lack of resources and training for teachers, the stigma surrounding mental health issues, and the pressure students feel to succeed academically. You would need to logically connect these causes to the problem by showing how they contribute to the high rates of anxiety and depression among students. You would also need to argue with sensitivity, acknowledging that some members of the audience may be connected to the root causes of the problem. Finally, you would need to keep the causes compelling by using rhetorical questions and other persuasive techniques.

      3.	Formulate workable solutions Once you have established the problem and identified its causes, you need to provide your audience with actionable, personable, and immediate solutions.

      For example, if you are advocating for better mental health support in schools, you might formulate workable solutions by proposing that schools provide more resources and training for teachers, educate students and parents about mental health issues, and create a supportive and inclusive school culture. You would need to make these solutions actionable by providing specific steps that schools and individuals can take to start them. You would also need to make them personal by showing how they would help students, teachers, and the wider community. Finally, you would need to give them immediacy by emphasizing the importance of acting now rather than later.

      

      Here is a community response based on the above example:

      

      Improving Mental Health Support in High Schools

      Mental health issues affect millions of young people worldwide, and high schools can be challenging environments for students struggling. One organization that recognized this challenge and sought to address it is the Mental Health Association (MHA) in the United States. The MHA's mission is to promote mental health through education, advocacy, research, and service.

      To improve mental health support in high schools, the MHA developed a comprehensive program that focuses on providing resources, training, and education for teachers, students, and parents. The program aims to create a supportive and inclusive school culture that focuses on mental health and wellness.

      

      The program offers specific steps that schools and individuals can take to start improving mental health support. For example, schools can incorporate mental health education into their curriculum, offer mental health resources and support groups, and establish policies that focus on mental health and well-being.

      Teachers can receive training on identifying and addressing mental health concerns in their students, creating a safe and supportive classroom environment, and accessing resources for their own mental health needs.

      Parents can be educated on the signs and symptoms of mental health issues in their children, how to talk to their children about mental health, and how to access mental health resources and support.

      By providing actionable solutions that are personalized and immediate, the MHA's program has succeeded in improving mental health support in high schools. Students, teachers, and parents have reported feeling more supported and empowered to address mental health concerns, and schools have reported a decrease in disciplinary incidents and an increase in academic performance.

      Advocating for better mental health support in schools is crucial for the well-being of students and the wider community. The MHA's program offers a practical and effective approach that can be replicated in other schools and communities.
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