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INTRODUCTION

 When I
was a child, my mother would sing:

“’Won’t you come into my parlor,’ said the Spider to
the Fly.

‘It’s the prettiest little parlor ever you did spy.’”

I’d picture the fly happily going into the “prettiest
little parlor” where I supposed the spider and the fly sat down
together for tea.

Are you a “fly”? This was my introduction to
the art of persuasion. As the hapless fly, I’ve met many “spiders”
and walked into many parlors. I’ve been surprised, scammed,
deluded, used, betrayed and bullied in “parlors”. These “life
lessons” I experienced were prompted on my part by greed,
loneliness or gullibility - I can’t necessarily blame the “spiders”
if they caught a fly.

But, rather than a web – let’s “catch flies in honey”
– “persuasion” is used every day for good or bad – in the world of
communication it can be a valuable method to help ourselves and
others.

Honeyed sales pitches. Too much “honey” can be
a superficial approach.

You need to “know your audience”; fully understand
the needs of a specific person or group (your “audience”) before
you can meet their needs and reach your
goal.

We create a win-win situation by the artful use of
words - unlike the garment world, one size does not fit
all.

“First do no harm.”
Cooperation is the goal of persuasion or manipulation.

In Persuasion one side can say “yes” or
“no”.

In Manipulation the other person is trapped,
deluded to some goal. We all manipulate at times –so let’s do it
well.


PART I: DEFINITION OF STRATEGIES

 Culture, gender and
personality types require specific strategies.

PERSUASION IS CONSIDERED POSITIVE

It’s done with: smiles

flattery

empty promises

assurance of easy and fast results

MANIPULATION IS CONSIDERED NEGATIVE

It’s done with: malice afore thought

lies

ridicule

deluding

subterfuge

frighten

smiles (Yes! Smiles!)

Spread honey - proceed with integrity.
Keep the well-being of others foremost in your intentions, attract
well-being to yourself. It’s the Law of the Universe and can’t be
broken.


SECTION 1: TWO
GOALS:PRINCIPLED AND COMPROMISED

 In Principled
goals you explain your situation to your associates, ask
for their input. You all agree to win/lose on the same grounds.

In Compromised goals you win some and others
lose less.

For example: Profits are down, you can:

Close down – lose/lose

Lay people off - a win for you, a “lose” for
others


SECTION 2: KNOW THYSELF

 Then it must follow
as the night unto the day, thou cans’t not be false to any man.

Shakespeare Hamlet

To get cooperation - use honey to catch “flies,” you
need to understand people; above all, “know thyself”:

Are you a fast thinker, make snap decisions?

Do you first choose to consult experts for
input?

What is your level of patience – any?

Can you take the time to clarify a point – over and
over?

Do you believe that a quick outline of what-to-do
should be sufficient?

Do you assume people should know what to do without
a lot of prologue?

Do you expect people to keep a promise?

How do you feel when:

A job is not completed on schedule?

Someone is consistently late and inconveniences
you?

Someone interrupts you?

Someone breaks a promise?

You’re lied to?

You’re cheated?

Are you:

patient,

annoyed,

understanding,

frustrated,

hurt

confused

unforgiving

LABEL emotions; then it’s easier to recognize
them in others - you’ll know exactly how much honey to use,
interaction will not be sticky, but tasty and satisfying.

“Trust not yourself; but your defects
to know,

Make use of ev'ry friend—and ev'ry foe. “

An Essay on Criticism Part Two Alexander Pope

ABOVE ALL, DO YOU LISTEN? Or does your mind churn with “your
side” while the other person is talking? There’s a vast difference
between listening and hearing:

We hear sounds:

train whistles

car horns

dogs barking

bacon frying.

We listen for feelings:

covert meanings

happiness

anger

indecision

fear

It’s the meaning, the feeling of the
word that carries the message.

WHAT MOTIVATES YOU?

greed

altruism

desperation

ambition

necessity

DECIDE YOUR GOAL AHEAD OF TIME. Make a list of
questions to review before any critical interaction; do your
homework. Decide what your aim is and how you plan to reach it.

Ask yourself:

“What is my definition of cooperation?”

“Do I generally like people?”

“Do I respect this person with whom I am
interacting?”

“Do I respect myself?”

“Do I trust people?”

“Can they trust me?”

“Do I care about my reputation?”

“Will I do just what is expected of me and nothing
more?”

“Am I willing to go the ‘extra mile’?”

“Do I see people in general as good or evil?”

“Am I good or evil?”

“Are people there for the taking?”

Do unto others what you would have them do unto
you.


SECTION 3: SUPPLY AND DEMAND

 Find a need and fill
it.

Benjamin Franklin

Sounds so easy; find out what’s lacking in someone’s
life and “supply” that need. What’s lacking in your life? Money?
Security? Love? Prestige?

SUPPLY

Since Ben Franklin’s time psychology and marketing
techniques have been honed. The media teaches us what we need and
what we want – they’re not necessarily compatible.

What we want is rarely what we need. By
clever rhetoric and manipulation, people believe that what you
supply is what they must demand. Marketing has
created a self-fulfilling prophecy as to what the average person
consumes.

EVERYONE NEEDS shelter and safety. With the
exception of Bigfoot and the Inuit’s, people do better in a milder
climate where we can grow daisies. Shelter to some is an igloo, to
others it’s a condo in Manhattan. But we all need a place to get
away from polar bears and hail storms.

EVERYONE NEEDS to be loved, valued and
respected. We need to love someone or something. If a person is not
available, we’ll love a teddy bear or a Pomeranian.

EVERYONE NEEDS self esteem. We need to feel
we’re a good influence on this earth, be proud of who we are and
like our self in spite of the warts on our nose. We all profit from
praise for a job well done.

EVERYBODY SHOULD HAVE the ultimate goal,
self-worth - not the “pride that goeth before a fall” but an
understanding that you have attributes and flaws. Don’t compare
yourself to others – some are better at tennis and some worse.
Comparisons are invalid. Each one of us needs to respect
our own uniqueness.

SELF PRIDE IS GOOD. Why not appreciate
yourself, be proud of yourself? It is written: Love your
neighbor, as yourself (!)

How can you “love” your neighbor if you don’t “love”
yourself? If you feel worthless, how can others see you any
differently? You both have value.

IS YOUR ATTITUDE “LEAKY”? How you really feel
about others is loudly proclaimed by the way you treat them;
whether your behavior is overt or covert, people will intuit how
you really feel. This may attract them or repel them.

DON’T FOCUS ON THE “REWARD”; focus on pleasing
your audience, respect from others will naturally follow. Big
commissions don’t always bring respect.

How do “supply” and “demand” blend? If you supply a
commodity with lasting value, people will demand it. Everyone comes
out ahead – like Bo Peep’s sheep, customers will come back wagging
their tails behind them.

“If you’re ahead by a dime; at least you’re
ahead.”

Lena Membrino, my mother

DEMAND

Although food and water are basic to life, we don’t
need an array of choices. Companies offer choices to “create”
demand.

“You have to tell people what they need and then
they’ll buy it.”

P. T. Barnum

JUSTIFY “WANT” TO “NEED”. Turn a commodity
from “want” to “need” you
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