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INTRODUCTION



IMAGINE KNOWING what others are thinking, feeling, or intending. Imagine being able to powerfully persuade and influence others. Imagine identifying, without being told, points of concern and contention. Imagine being able to enhance how others perceive you, conveying confidence, authority, and empathy.

What we’re really talking about here is the capacity to truly understand people. In business, when confidence, empathy, and the ability to know what others are thinking are combined, you gain a superlative edge.

Fortunately, we are all innately equipped with extraordinary yet seldom used powers of discernment and influence, as well as the potential to achieve great things. This book will reveal how to tap this elemental aptitude that is available to everyone, but employed by few: the silent yet forceful power of nonverbal intelligence.

The world is constantly communicating nonverbally. Our body movements, our facial expressions, how we speak, how we show our emotions, how we dress, the possessions we favor, our conscious and unconscious behaviors and attitudes—even our environments—are all communicating nonverbally.

Nonverbal intelligence allows us to interpret and employ this universal language with fluency and intent. To use a twenty-first-century analogy, nonverbal intelligence is like a computer program: it has tremendous capacity, yet most of us use only a few of its applications, not realizing there are many other valuable features that can assist us in communicating more effectively and in achieving our goals. In addition, like any software, nonverbal intelligence needs to be activated, implemented, upgraded occasionally, and refined with use. In this book, I’ll show you how to access the full depth and power of nonverbals to enhance your business skills as well as your personal life.

THE NONVERBALS OF SUCCESS

We’ve all encountered unproductive, frustrating, or infuriating business situations. We know how they make us feel. What’s less obvious is the degree to which poor nonverbals contributed to the problem: the way a handshake is given or received, how a new client is greeted, the speed of a person’s speech, an arrogant demeanor, even the navigability of a company’s Web site. In this book, you’ll learn how “thin slice assessments” of nonverbals—very rapid assessments or impressions—can support or undermine your business efforts. You’ll also learn how to use these assessments to glean extremely accurate information about others: how cooperative people will be, how intolerant or flexible they are, and whether they deserve your attention.

You’ll learn how to use nonverbals to establish yourself in an organization and place yourself in the lineup for the next promotion. Every day, we have opportunities to score positive or negative points. You will be able to read clients, colleagues, and bosses, and discern when times are good and when trouble is brewing. You’ll discover how to use nonverbals to lead others and create an environment of success that attracts the best and the brightest. You’ll master the secrets of managing people’s perceptions of you to ensure continued success in your present job and when you transition to another enterprise. You will even learn the nonverbals of how organizations are perceived, and how to send the right messages to the public.

HOW I LEARNED ABOUT NONVERBALS

My awareness of nonverbals began in childhood, when my family arrived in the United States from Cuba. I was eight years old and knew no English. I was plunged into daily life, attending school, trying to make friends, trying to figure things out in a new country. The only way I could comprehend my world was to watch people’s faces and bodies for clues about what they were thinking or feeling.

My survival response turned into a lifelong study and a professional calling. I learned in the FBI to quickly and assuredly assess the meaning of human behavior so that appropriate action—at times, lifesaving action—could be taken. Moreover, my assessment needed to be scientifically based so that it could stand up to judicial scrutiny. This is what I want to teach you.

THE TRUE SCOPE OF NONVERBALS

Nonverbals are much more than the stereotypical “crossed arms means you’re tense; looking to the left means you’re lying.” As you’ll discover, not only are both examples incorrect, but they also reflect a limited view of the scope of nonverbals.

In every area of life, from childhood to dating to business, we’re bombarded by images, emblems, symbols, acts, and behaviors that transmit ideas, thoughts, messages, and emotions nonverbally. We also use these tactics to draw attention to ourselves, to highlight what we feel is important, to magnify the impact of our words, and to express what words cannot.

Even verbal communication has a nonverbal component: the tone, manner, cadence, volume, and duration of speech are just as important as what is said, as are the nonverbals of pauses and silence.

In business, the setting where a meeting or a speech takes place, the curbside appeal of a building—its architecture, artwork, ornaments, and lighting—are all part of the nonverbal communication process. Colors, too, enter into nonverbal communications, as do seemingly insignificant particulars such as the location of the receptionist’s desk, and whether a security guard sits or stands. All of these communicate something to the public.

On a personal level, we know that our movements, our facial expressions, and our clothes send messages about us, but we also send powerful nonverbal signals by how we’re groomed, whether we have body piercings or tattoos, and how (and even where) we stand, sit, and lean. All of these determine how we’re perceived and what we communicate to others about our feelings, thoughts, and intentions.

Even a detail as simple as carrying a backpack instead of a briefcase may speak volumes, in the same way that the look of our business cards communicates something about us.

The colors we choose for PowerPoint presentations; the speed and appearance of our Web site; the (official or unofficial) company dress code and whether you have “casual Fridays” whether you wear a lapel pin; what your desk looks like; even what time you arrive each day—all of these nonverbals are constantly communicating about you and your business.

Intangible qualities such as your attitude, preparation, humility, presence, and managerial style are also nonverbals. They have profound impact, particularly if you are in a leadership position.

You need only look at leaders of industry and politics to see the mastery of nonverbal communication. When we praise their confidence, charisma, empathy, vision, and leadership, we’re often talking about nonverbals. Our best businesses, too, get the nonverbals right: when we talk about image, branding, halo effect, stickiness, traction, service, responsiveness, and influence, we are often talking about nonverbals.

TRANSFORMING THE AVERAGE INTO THE EXCEPTIONAL

I have observed, studied, and learned—with continued awe—the power of nonverbals to convey quintessential truths about ourselves. I have witnessed situations in which good people were undermined because they missed nonverbal signals that would have ensured their success, well-being, or safety. In my job as an FBI agent and as a supervisor, a large actor in small events, and a very small actor in large events, I saw many such dramas of life and death, behaviors that acquitted or incarcerated, and actions that led to failure or to extraordinary success. Undertaking this study not in a lab, not in an experiment, but in the high-stakes arena of real life allowed me to analyze and catalogue human behavior engaged for good and for evil, for failure and for success, for mediocrity and for greatness.

Upon my retirement from the FBI, I found myself amazed anew by the ubiquitous presence of nonverbals and by their paradoxes. Nonverbals are hidden in plain sight. They magnify our words and deeds in ways that are incalculable, yet almost indefinable. They are universal to humankind, yet their influence is rarely noticed. They are understood by all, yet actively practiced by a very few of the most successful among us. They achieve tangible victories through intangible means. They are as subtle as the flicker of an eyelid, but they can transform relationships, for nonverbals speak louder than words.

When properly used, nonverbals are the refining element that can draw our actions, words, thoughts, and aspirations into a unified whole and bring others into our circle and in league with one another. They foster trust, comfort, productivity, and respect. They unite rather than divide; bond rather than alienate; elicit the best from each for the benefit of all. That is why nonverbal intelligence is the ultimate requirement for business success.








PART I

THE FUNDAMENTALS OF NONVERBAL INTELLIGENCE
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INFLUENCE AT YOUR FINGERTIPS



YOU’VE ARRANGED meetings with two financial advisors in order to choose one to invest your hard-earned savings. At the first office building, the shrubs lining the entrance need trimming and there are fingerprints on the revolving doors.

At the security desk, a guard pushes the guest book toward you. You know the drill: You sign in, volunteer your ID, wait as the call is made upstairs, and then the guard points you toward the elevators.

Upstairs, the receptionist is handling a busy switchboard. In between calls, you quickly state your name and business. She gestures you to a chair, where you choose a magazine from the collection on the coffee table.

You wait ten minutes and are just about to ask the receptionist if you could use the restroom when your prospective advisor strides in. His rolled-up sleeves and loosened tie signal his hectic morning. After quickly shaking your hand, he leads the way to his office.

In his office, the phone is ringing. He grabs it as he motions you to a chair. You sit down and try not to eavesdrop on the one-sided conversation. Finally he hangs up, and your meeting begins.


You proceed to your second meeting. The building’s windows are spotless. The paint job is fresh. The landscaping is crisp.

At the security desk, you’re pleased to be informed that you are expected: your name is on a list of guests. A quick show of your ID, and you’re in the elevator.

The receptionist is on the phone as you approach. She completes the call, hangs up, looks at you, and says, “Good morning. How may I help you?”

You state your name and business. She asks you to be seated while she lets the consultant know you’ve arrived. You sit down and peruse one of the company brochures displayed on the coffee table.

In less than five minutes, your contact comes out, buttoning his suit jacket as he approaches. He greets you with a warm smile and a firm handshake, and you walk together down the hall to his office.

In his office, there is a choice of chairs, and your companion invites you to sit where you’d be most comfortable. You’re surprised to notice that your favorite soft drink awaits you. Then you remember: you received a phone call confirming the meeting and asking what you’d like to drink. You both quickly settle in and begin to talk.

By now I’m sure the answer to this question is obvious: Other variables being roughly equal, to whom will you entrust your money?

What might not be so obvious is that almost every influential element in these scenarios is nonverbal:


	The appearance of the premises

	The efficiency and courtesy of the security staff

	Whether you are spoken to or gestured at

	Whether you receive the full attention (time, eye gaze, and greeting) of the receptionist

	The type of reading material you are offered


	How long you wait

	The care your contact has taken with his appearance

	Your contact’s approach and handshake

	Walking side by side versus being led

	Demonstrated concern for your comfort (seating, offering of food)

	Your importance compared to the importance of the telephone



Perhaps you consider these things superficial or matters of appearance. But recall the last time you decided to discontinue doing business with someone. Often it’s the accumulation of small, corrosive details—unreturned calls, unanswered e-mails, habitual lateness, the uncomfortable feeling that the person dealing with us is rushed, is disorganized, or has other clients more important than us—that erodes the goodwill and trust on which all commerce is based, ending what began as a positive relationship. Frequently we aren’t consciously aware of how unrewarding a relationship has become—until it’s time to renew the contract, the prices go up, a competitor calls with an attractive pitch, or a careless or costly error becomes “the final straw.”

THIN SLICE ASSESSMENTS—SNAP DECISIONS WITH SERIOUS CONSEQUENCES

We humans are born with big, busy brains that love to learn. Sporting a stunning lack of physical defenses (no shell, no claws, no beak, no wings, no fangs, no speed), we have had to depend for our survival on our mental agility: our ability to quickly size up situations, take decisive action based on our impressions, learn from everything that happens, and remember what we’ve learned. We walk around with our radar always switched on. The world is constantly “speaking” to us through our senses, sending a continuous stream of impressions, and we are constantly assessing what those impressions mean.

Many impressions we receive and assess consciously: We spot someone we find attractive and move closer for another look. We smell freshly baked chocolate chip cookies and want to sample them. We hear our boss say our name and go to find out what she wants. Others we receive and assess without conscious thought: We see an oncoming car and leap out of harm’s way. We edge away when someone stands too close. We avoid those whose behavior or appearance seems outside the norm. In short, we are constantly making decisions based on an astonishingly small amount of information—and we do so in an astonishingly short time. This is what is meant by the term “thin slice assessment.”

Thin slice work began to be verified in the 1990s, in studies showing that we make very accurate assessments about people’s personalities very quickly, often after viewing a photograph for just a few seconds or less. It turns out that a great deal of our decision making—from the friends we choose to how we invest our money—is based on the constant promptings of our residual subconscious awareness. This awareness is omnipresent, bypassing logic, operating beneath notice, yet dominating our perceptions. Thin slice assessments give us remarkable insights into others, how we feel about them, their trustworthiness, and their feelings about us. Most of the data on which we base these millisecond, make-or-break evaluations are nonverbal.

NONVERBALS: HIDING IN PLAIN SIGHT

My aim in writing this book is to provide the missing piece—and perhaps the most accessible of all—to the success equation: our ability, literally at our fingertips, to influence others in the workplace, interpret others’ nonverbal signals, and gain instant insight into their actions and agendas.


MAKING THE RIGHT MOVES: NONVERBALS OF THE BODY

Nonverbals comprise a vast array of movements and gestures as minute as an eyelid flutter and as majestic as the sweep of a ballerina’s arm, from the way we tilt our heads to where we point our feet and everything in between. Popular misconceptions abound about the meaning of specific body nonverbals, and the practice of reading others can degenerate into something akin to a parlor trick. In the chapters that follow, you’ll learn how nonverbal assessment is conducted by professionals, as I performed it in my FBI work, and you will come away with an impressive breadth of knowledge about how to read the body as it “speaks” eloquently in business meetings and in your daily life. You will also learn how body language is just one part of nonverbal communication.

MORE THAN SKIN-DEEP: NONVERBALS OF OUR APPEARANCE

It’s interesting how we profess to dismiss matters of appearance, considering how obsessively we focus on looks (keeping up with fashion; buying anti-aging products; worrying about looking fat; gossiping about who’s had “work” done; reading about the best-and worst-dressed, and so on). Our seemingly paradoxical fixation makes sense, though, when you understand appearance as a form of nonverbal communication. Our brain’s visual cortex, the processing center for what we see, is huge; clearly it evolved as a central component of our brain for good reasons: survival and aesthetics. We notice not only the unkempt fellow standing too close to our car but also the attractive woman behind the perfume counter. We are constantly observing how other people look, and we make decisions about who we want to affiliate with based on what we see—to such a degree that when the tabloids and celebrity magazines tout the latest fashions, many seek immediately to mirror “the new look.”

Our predilection for aesthetics and beauty is actually hardwired in us. Every culture has an appreciation for beauty, health, youth, aesthetics, and symmetry that can be explained only as an evolutionary necessity. Even babies, we now know from research, have an appreciation for beauty. Beautiful symmetrical faces make babies smile, and their pupils dilate in a subconscious effort to take in more of what they like (not unlike the first time I saw Ann-Margret at the Deauville Beach Resort in Miami Beach when I was thirteen—she took my breath away, and I am confident my pupils were fully dilated).

We also appreciate the commanding impact of sheer physical presence. That’s why club bouncers are large, imposing figures. We have a biological affinity for height, which explains why our leaders tend to be taller than the average population.

The profit aspect of appearances has also been well studied and is referred to as the “beauty dividend.” Economists find that people who are good looking tend to earn more money, as they tend to get hired and promoted more frequently. But the researchers also found that the companies benefited, too, as the presence of a good-looking workforce generated more revenue. The beauty dividend is something that advertisers have known for a very long time, which is why you see such beautiful faces associated with the most successful beauty products or just about anything advertised.

Our focus on appearances may not be fair, but it’s human, and if you want to become a nonverbal master, you must attend to appearances—yours and others’—something we will be talking about in chapter 5 as we explore managing our appearance.




PETER THE GREAT, FASHION MAVEN?

Peter the Great, czar of Russia from 1682 to 1725, during his multiyear “Great Embassy” tour of the West, realized that Russia was backward in both customs and thinking. He intuited that in order to change how the Russians saw themselves vis-à-vis the West, he had to change his people inside and out. He began with his boyars (a term for Russian nobility), who would set the example for the rest. He required that the men shave their long beards and shorten their long hair (picture a Greek Orthodox priest to get an idea of the Russian costume of the time). He also demanded that they exchange their long cloaks for more Western clothes, such as pants. Having worked in the dockyards of Western Europe, he knew that pants were more functional, and he wanted Russians to be as innovative and productive as their Western counterparts. Just in case anyone didn’t “get it,” a model of the ideal attire, known as the “German look,” was posted on Moscow’s city gates, and anyone failing to meet the new dress code was fined. Soon, it was too expensive not to follow the czar’s dictum. Resistance, even among his elites, was met with a visit to the prison and a shave. They got the hint.

Thus, Peter the Great began to change his people by first changing their attire and their looks. When Russians began to see themselves differently, they began to think differently. Within five years, visitors from Europe were astonished to see how much the Russians had changed not just in their attire, but also in their thinking. This was what Peter the Great needed to begin his quest for Western influence and respect for Russia. He knew that the West had two great symbols of power: great navies and great cities. Building on his people’s new thinking, he pursued both feverishly. He built a great navy (today, the second largest in the world) and moved the capital from Moscow to St. Petersburg. This city served as the center of government and culture for 200 years. In one generation, Russia went from obscurity to being a player on the global stage, a testament to Czar Pyotr Alexeyevich Romanov’s forward thinking and recognition that in order to achieve great things, you must think differently, and to do that, you must change how people see themselves—quite literally.




HEAR WHAT I’M SAYING? THE NONVERBALS OF SPEECH

How we speak can also change how we’re perceived and how effectively we communicate. You may not have thought about how the spoken word relates to nonverbal communication, but there is a correlation. It has to do not so much with what we say, but with how we say it. Speech is made up of words but also of characteristics (paralinguistics) such as our attitude, inflection, volume, speed, cadence, emphasis, hesitations, pauses—and even when we speak and when we are silent.

A loudmouth and a fast talker stand out negatively not because of what they say but how they say it. Conversely, we appreciate the reassuring quality of the considerate and deliberative talker, but feel impatient with someone who talks too slowly. These are just a few examples of the nonverbals of speech, but as you’ll discover, there are other aspects of communication beyond words that can enhance or potentiate communications.




WHAT THE COUNTRY LAWYER KNEW

Quick, who was Edward Everett? Don’t feel bad if you don’t know. He was a past president of Harvard University, U.S. envoy extraordinary and minister plenipotentiary to Britain, and one of the most eminent American orators. Three years before he died, he was asked to give the most important speech of his life, at a most important and solemn occasion. The purpose of this event was to pay tribute to an episode of profound suffering and sacrifice that had no equal in our nation’s history, and to place it in the context of the terrible and epic struggle in which citizens were at that time engaged. Edward Everett spoke for just over two hours (2:08, to be exact) to an audience that had been gathering for days. His speech, by all accounts, met every expectation of this gifted orator. Unfortunately, as with his name, no one remembers one iota, not one sound bite, from that speech.

When Everett was done, the next speaker was introduced, and his remarks we do remember. He spoke for just under three minutes and reduced the most complex of subjects, and the sacrifice of thousands, to just 272 words—a mere ten brief sentences. He spoke so briefly that the photographers present could not ready their equipment in time; so we have no pictorial record of his speech. But his words live and resonate with us. He began with the most improbable of openings, which forced his audience to think: “Four score and seven years ago…”

Those 272 words, not the previous two hours’ worth, are the ones that captured the moment. Lincoln’s Gettysburg Address at the dedication of the Soldiers National Cemetery is known throughout the world for its simplicity and its exquisite ability to communicate the great price paid by so many for the concept of a unified democracy. His speech was singularly brilliant, made so by a sharp mind legally trained to influence juries, or in this case, his attentive listeners and a troubled nation. Lincoln well understood that more is not always better; that people appreciate simplicity and that brevity can intensify a message which will be long etched our minds.




THE NONVERBALS OF LISTENING

Two essential factors in understanding your audience are empathy and being an active listener. The Chinese character for “listening” is actually rather complex; it contains the characters for “ear,” “eyes,” “heart,” and “undivided attention.” There’s a huge difference between listening and listening empathetically.

Think of someone in whom you feel comfortable confiding. He or she is probably an empathetic listener. The research is well established that physicians are less likely to be sued if they engage in demonstrated empathetic listening and comforting displays (for example, touching). Stockbrokers who can listen empathetically to their clients are less likely to be harangued when an investment tanks or a bull market turns bear. The manager who can listen empathetically to an employee who has personal or work issues can enhance that employee’s loyalty simply by listening, even if there is nothing he can do to help the situation.

REPEAT AFTER ME

Hand in hand with active listening is verbal mirroring, based on the work of renowned psychologist and author Carl Rogers (1902–1987). Verbal mirroring is a simple yet remarkably powerful therapeutic technique to quickly establish a connection with someone. I found it extremely valuable in the FBI to establish empathetic channels of communication.

Rogers believed in anchoring any inquiry around the psyche of the person in question, thereby building a more effective therapeutic relationship. He achieved this simply by listening to what his patients said and then using that information, precisely as stated, to respond to the patient. If his patient said “my home,” Rogers would mirror the patient by also using the word “home,” not house. If the patient said “my child,” Rogers, too, would say “child,” not kid, not daughter. Verbal mirroring is a powerful tool in professions where establishing rapport is key, such as medicine, psychology, sales, finance, and governance.

Unfortunately, most people are linguistically self-centered and use their own language to anchor a conversation. In order to be maximally effective, you must use the other person’s language; in doing so, you mirror what is in their minds and what is linguistically—even psychologically—comforting. You are at once in synchrony.

I’m in my fifties, and when I was growing up, we had “problems,” not “issues.” When someone asks, “Do you have any issues with this?” that does not resonate with me as well as “Do you have any problems with this?” To me, “issues” has little traction, and I suspect it is the same for many of my generation and earlier.

This inability to mirror language preferences is something I frequently encounter in my seminars with businesspeople who assume their clients understand or use the same terms of art as they. Not necessarily so. You must listen carefully. If the client says, “How many bucks will this cost?” don’t answer by talking about “price points.” If you do, you’ll be talking, but not communicating effectively, and certainly not communicating empathetically. If a client says he’s “scared about the economy,” let him know you understand he’s “scared” don’t reply, “I can see you are concerned.” He isn’t “concerned,” he’s “scared”! When you use others’ words (that is, other-centered rather than self-centered) you are saying that you empathize fully. The other person subconsciously feels understood at a deeper level and tends to be more responsive.

I learned about the importance of establishing a common language early in my career when I had to deal with a federal fugitive. When I arrested him just outside of Kingman, Arizona, he began to talk to me about his life. As we drove to the nearest magistrate, I used all the terms he used: “awkward,” “embarrassed,” “worried,” “a good Christian.” I told him I understood how embarrassed he was and that it was awkward to be arrested and that he was worried about what his mother might think because he was a good Christian. As a result, he grew to trust me in the short span of a car ride to Phoenix. He revealed things to me that previous investigators had missed, including other victims. These confessions took place not because I was clever, but because I understood the power of verbal mirroring.

So listen to your clients, patients, employees, and business associates for the terms they use, and use them to your advantage. Obviously, you can also do this with loved ones. As you will see, you’ll be perceived as being a more empathetic and better listener.

YOU ARE WHAT YOU DO: THE NONVERBALS OF BEHAVIOR

Think about your workplace. Whose office is a mess? Who habitually arrives late? Who wastes time in meetings? Who is perpetually working his smartphone while others are speaking? Who never gets back to you? Who is lazy, always making excuses for not doing his or her work? Who are the habitual socializers (what one frustrated and overworked employee confided to me are “oxygen thieves”)?

I’ll bet you know just who these people are. So does everyone else you work with—except for these people themselves. They’re oblivious to the negative effects their actions are having on their image. They may be skilled in many other ways, but there are other equally skilled people in today’s supercompetitive employment pool who can keep their offices neat, who get to work on time, who prepare for meetings, who respect their colleagues, and who work hard for their salary. There’s a correlation between etiquette and good nonverbals in that both deal with the behaviors that make people comfortable and facilitate positive outcomes. Neatness, punctuality, preparation, attentiveness, and hard work are a just few of the many nonverbals of behavior that make unforgettable impressions in business settings.

Bottom line: people notice and form opinions of you based on your behavior. And in a work setting, they notice everything: what time you arrive, how many cigarette breaks you take, how much time you spend on the phone talking to friends, how often you take sick days, the quality of your work, whether you kiss up to the boss, and whether you are a whiner or a hard worker. If you think others don’t notice, you are in deep denial. All of your negative actions leave a deep residual impression that will work against you and your employer.

Not only do people within the organization notice how you behave, but outsiders will also note how you and your staff behave. For example, hospitals and health care facilities are now mandated to survey their patients upon release (known as the “Hospital Consumer Assessment of Healthcare Providers and Systems”). Out of twenty-one questions, fully two-thirds deal with nonverbal communications, such as: Was the doctor attentive? Did the staff listen to your requests? Did care providers respond quickly? And so on. I’ll explain in later chapters how you can distinguish yourself and your business from the pack by learning the nonverbal behaviors that put people at ease and showcase you at your best. Self-presentation is now key; especially with the primacy of the Internet. It was slightly serious when college professors began to be rated online; now companies can be devastated by bloggers’ postings deriding poor service. The power of poor ratings to undermine sales is one reason Amazon.com fights so vigorously to give good service.

THE WORLD OUTSIDE YOUR DOORSTEP: ENVIRONMENTAL NONVERBALS

Why do we choose one bank over another, when the prime lending rate is the same for all? Our selection is based on services offered, of course, but also on factors such as “curbside appeal,” advertising, perceptions, and how we are treated—all of which are nonverbals. The most successful businesses understand the silent influence of aesthetics, from the design of the lobby to the furnishings of the CEO’s office. A stunning eighteen variants of white paint are used on the facade of Caesars Palace in Las Vegas, and the building is constantly being scrubbed and repainted. Why? Because that curbside appeal assures a high occupancy rate; after all, there is no shortage of hotels in Vegas.

Not only does environmental appearance affect profits, but it even affects whether we behave well or poorly. Research has recently proven the broken windows theory: that the disorderly appearance of an area increases the incidence of crime and antisocial behavior in that area. After spray painting and abandoning property in an otherwise good area, researchers found a significant increase in property-related crimes. The bottom line, something all police officers know: When people act as if they don’t care, then criminals assume that it’s okay to act out antisocially.

When you begin to view your workplace through the nonverbal lens, as we’ll do in chapters 6 and 7, you will gain many insights about the effects of elements both small and large that influence the workplace.

INTANGIBLES ARE EVERYTHING: THE NONVERBALS OF CHARACTER

Humility, dignity, confidence, arrogance, surliness, timidity: Many people don’t realize that the intangibles we associate with character are often most powerfully expressed nonverbally. What’s the first impression
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