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  Welcome to Persuade in a Minute. Every technique in this book takes a minute or less. That’s all it takes to start being more persuasive and get others thinking about a ‘yes’ instead of a ‘no’.


  You don’t have to read the book cover to cover. Simply start reading right now at any area where you think you might want to be more persuasive. Some of the techniques are serious, some are great fun, and they all work towards ensuring people become more receptive to your message.


  You’ll find a number of specific ways to approach each situation. By all means use them, but don’t think they are the only way. If you find something else that works better, then use that instead. And be sceptical. In fact, the more sceptical you are, the better. Don’t assume everything works, but instead give it all a go and see what works best for you.


  Finally, a brief word about the importance of doing stuff for the right reasons. When you genuinely believe that something is ‘right’ for the other person, you’re then persuading them for the best of reasons, and you have a much better chance of hearing that magic word. ‘Yes’.


  CHAPTER 1


  Three magic shortcuts to get you started


  Karen runs a gym in central London. She wants to persuade more of the lovely people who come in to use the gym once or twice a week to sign up for personal training with her. She gets on very well with everybody, but people seem to prefer a casual five-minute chat with her to actually booking a proper session.


  In addition, a lot of the gym members seem to come in, spend half an hour talking to friends, watching the monitors and walking around filling their water bottles and then go home having done very little. She knows many of them would like to lose weight or tone up, but she notices that it often just doesn’t happen. She wants to help them. Plus, of course, she would love the extra income that would come from having more private clients.


  She knows it costs quite a lot for private sessions, but she passionately believes that it’s a good thing for everybody when they sign up.


  LET’S START BY making you more persuasive straight away. Coming up, you’ll find three general ways that you can make people more receptive to your message. Use them all. See which ones work best. And have fun with them. The three shortcuts are:


  [image: images] The Magic Touch


  [image: images] Changing position


  [image: images] The most persuasive word in the world?


  The Magic Touch

  


  Nicolas Gueguen is a persuasion expert who clearly enjoys his work. He’s done lots of fun studies, including whether make-up on women is more likely to attract men and, my personal favourite: ‘Bust Size and Hitchhiking: A Field Study’. Seriously. Can you guess what the results were?


  Anyway, another of his studies was based in a small bar in a market town on the Atlantic coast of France. He and his co-researcher, Celine Jacob, discovered there that one single instant act of body language could dramatically increase the amount of tips a waitress received.


  Once a customer was seated, the waitress would come over, smile, and ask them what they wanted to drink. She would then bring the drink over, and the bill. After the customer had left, she would return to the table to clear it, carefully noting if she’d been left a tip and how much it was.


  However, with half the customers, the waitress had an instruction to briefly touch their forearm just once during the initial meeting when the order was being taken. When this single initial touch had been made, the chance of the customer leaving a tip increased by 128 per cent.


  The researchers found that a touch creates an unspoken, unconsciously remembered bond between two people.


  So how can you use the Magic Touch to make deals? Help you succeed? Attract somebody? Get what you want? After all, the waitress only touches the customer when first taking the order, not when actually bringing the bill. The unconscious mind seems to notice and file away the Magic Touch, and can act on it even after a period of time has passed.


  And the connection between touch and persuasion has been recorded not just in the waitress experiment but in numerous studies elsewhere. For instance, it was found that a brief touch increased the answer rate to a street survey. And customers who were briefly touched by an employee when entering a shop increased the amount of time they spent in there, as well as the amount of money.


  Be careful where you touch. According to the Gueguen study, it has to be specifically on the forearm. (Touch them in the wrong place, and be responsible for your own actions!) It is a touch on the forearm for one to two seconds. As a rule, the forearm is not considered an intimate part of the body, but it is an intimate enough area to make a connection.


  [image: images] Use the Magic Touch on the forearm when you want to make an unconscious, unspoken connection.


  (1 to 2 seconds)


  Gueguen concludes that managers should encourage all staff to ‘touch more’, saying that employees feel more fulfilled, and customers feel more content and satisfied too. Who would have known that a simple touch could make everyone so happy?


  I know you were wondering about Gueguen’s other persuasion study on hitchhiking. For the record then, here is the account of what happened:


  To test the effect of a woman’s bust size on the rate of help offered, 1,200 male and female French motorists were tested in a hitchhiking situation. A 20-year-old female confederate wore a bra that permitted variation in the size of cup to vary her breast size. She stood by the side of a road frequented by hitchhikers and held out her thumb to catch a ride. Increasing the bra size of the female hitchhiker was significantly associated with an increase in number of male drivers, but not female drivers, who stopped to offer a ride.


  (Is anyone actually surprised by the result of this research?)


  Changing position

  


  For some years now, I’ve been a very awkward restaurant customer. It’s just I really don’t like the standard restaurant table layout for two people, where one sits opposite the other. I found whenever I sat at 45 degrees to someone in a restaurant instead of opposite them, we seemed to have a better time. Of course, when you think about it, this makes sense. Facing someone directly is seen as confrontational. Like a kind of squaring up. Sitting at 45 degrees (or even virtually alongside them) is more friendly, conspiratorial.


  So why do restaurants keep laying out tables like this? I went to the super-posh eaterie The Ivy in LA recently. My friend and I walked in and there, laid in front of us, were row after row of tables for two with seating directly opposite each other. They were so tightly bunched together I couldn’t do my usual trick and get the staff to switch the table around. Grrr. I was physically closer to the strangers sitting to the left and right of me than I was to my friend sitting opposite me.


  A more persuasive position is at 45 degrees to the other person, or even virtually next to them. And it’s not only about persuasiveness; you may also find it’s much easier to form a bond with someone when sitting or standing at this angle.


  So yes, I’m the awkward one in restaurants who asks for the tables to be moved around and reset. The change in position results in a more comforting and more relaxed atmosphere. I know it’s not always convenient, but when possible, you may well find it results in better rapport and communication. This applies when you’re standing and talking to somebody as well as when seated.


  [image: images] In the workplace, in a meeting, with friends or with family, change position to improve communication to get what you want. Position yourselves on two corners of a table at a 45-degree angle, rather than directly opposite.


  (1 minute)
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  Poor communication position


  [image: images]


  Good communication position


  When you improve your communication, you make the other person more receptive to you, and then you can start to be more persuasive too.


  The most persuasive word in the world?

  


  The word because has a special power in the English language. It is one of the most used words in hypnosis, and studies have shown that it has a strangely hypnotic effect on us because we often accept what comes after the word because without really stopping to consider it. Scary! In the most famous study, social psychologist Ellen Langer and her colleagues found that they could jump to the front of the queue at the photocopier more often simply by using the word because and then a statement. They tried three different lines.


  ‘May I use the Xerox machine because I’m in a rush?’ (94 per cent success rate)


  ‘Excuse me, I have five pages. May I use the Xerox machine?’ (60 per cent success rate)


  ‘May I use the Xerox machine because I have to make some copies?’ (93 per cent success rate)


  The final because is a very poor reason. But look at the stats. It still had a 93 per cent success rate. We seem to accept the word because without even listening to the reason itself, allowing it to become a reason in itself. As Dr Robert Cialdini tells us in his excellent book Influence: The Psychology of Persuasion, the word because triggers an ‘automatic compliance response’, which means we simply accept what comes next. As he says, ‘It works because it works.’


  Master hypnotists and hypnotherapists also understand the power of the word because. It is one of their most effective ‘trance’ words. You can have fun with it too. Trainer and author Jamie Smart encourages people to ask for a discount in a shop, ‘because I’d like to have a discount’. He says using such a ‘lame reason’ is a good idea
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