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Prelude 
 
This book that you are about to read contains potentially 
life changing information and techniques. Why potentially 
and not guaranteed? The information in these pages won’t 
do anything for you on its own. They are not designed to 
inspire deep feelings of gratitude or create the motivation 
within you to change the world. The ideas in this book are 
a series of ideas, and some very simple techniques. But 
when you take the time to understand the ideas, and the 
small amount of time to learn the techniques, they will 
change your life. Not in a vague way, but in a specific way. 
A financially beneficial way. The kind of specific financial 
benefits that means more money in your bank account. If 
you are prepared to accept these ideas and practice these 
techniques, you will be able to earn more money, improve 
your relationships and improve your understanding of 
human nature. But make no mistake, between where you 
are now and your mastery of these simple concept are 
some ideas about yourself that you may have trouble 
accepting. If you are courageous enough, if you are willing 
to suspend your disbelief just long enough, you will get 
paid. Not just a little, but a lot. And not just once, but 
again and again for the rest of your life. 



Introduction 
 
Why persuasion? Sure, if you're in sales, the more 
persuasive you can communicate the more money you'll 
make. If you are interested in creating a relationship, being 
more persuasive can help you create those wonderful 
emotional feelings that make new relationships seem so 
amazing. But what if what if you're already in a long-term 
relationship, or married, and your job doesn't involve 
talking to people at all? What then? Well, believe it or not, 
everybody persuades, all the time. Most of it happens 
subconsciously. Many believe that the purpose of 
communication is merely an exchange of information. But 
the deeper question is what is the reason behind the 
transfer of information? 
 
Lessons from Orangutans  
 
Recently scientists have discovered that the sounds uttered 
by orangutans may be much more complicated than 
previously thought. They've recently uncovered certain 
"clicks" that are used only when dangerous animals are 
around. So, the question is, when one orangutan makes 
one of those clicks, what is the reason? In this case it's 
obvious. The receiver hears the special combination of 
clicks and realizes that there is a dangerous animal 
around. Perhaps an orangutan-eating cheetah. But now 
that the receiving orangutan knows there is a threat, he or 
she will change their behavior. He or she will be much 
more careful when swinging from tree to tree, being sure to 
stay a safe distance from the ground. Now, did the 
orangutan who sent the clicks have a conscious awareness 
of what was happening? Or was it purely instinct? Either 
way, the following sequence of events took place. 



 
1) The first orangutan saw a dangerous animal. 
2) The first orangutan sent a specific signal indicating the 
danger, either consciously or unconsciously. 
3) The second orangutan heard the sound. 
4) The second orangutan took specific action based on the 
"meaning" of the clicks. 
 
Now, it could very well be that all of this is automatic and 
instinctive. Perhaps the orangutans knew precisely what 
they were doing. But the outcome is that because of the 
auditory signal, information was transferred from one 
animal to another, and the result was a change in 
behavior. 
 
So, why do we communicate? At least in the case of these 
orangutans, the purpose of those clicks is to alter the 
behavior of the receiver. 
 
Examples of Persuasive Communication 
 
A few buddies are sitting around at a bar. One guy decides 
to tell a joke. The rest of them laugh. What was the 
purpose of the communication? The guy who told the joke 
was likely hoping to get everybody to laugh. He was hoping 
to change their behavior from not laughing to laughing. The 
telling of a simple joke was for a specific purpose. 
 
You are lost in a strange city. You need to find a subway 
station, and fast, because your plane is about to leave from 
the airport. You stop a person on the street and ask for 
directions. Were you just communicating to exchange or 
relay information? Consider if that was actually true. If you 
didn't have a hopeful outcome in mind, (of finding where 



the nearest subway station was) would you have been OK 
with the following transaction? 
 
You stopped a woman, told her you were lost, didn't know 
where the subway station was, and you were going to miss 
your flight. She stopped, listened, nodded, looked at you 
and said, "Thank you," and kept on walking. Would that be 
an acceptable outcome? Probably not. You were hoping she 
would tell you where the nearest subway station was. You 
communicated a specific message to her in hopes of 
eliciting a specific behavior from her. 
 
Consider calling your friend only to pass the time. Even if 
you aren't going to ask them for anything, to do or say 
anything, are you calling only to convey information? If 
they hung up as soon as they found it was you, would you 
consider this a success, or a failure? You were likely hoping 
they would participate in a conversation with you. An 
outcome, based on your communication. 
 
The truth about communication is that we always have an 
outcome in mind. We choose words to say, and we say 
them. Even if we don't have a specific outcome that we've 
consciously chosen, we have vague ideas of positive 
outcomes or negative outcomes. If you stopped a pretty 
lady on the street, and complimented her on her hairstyle, 
you would likely be more satisfied with a positive reply 
than with a negative reply. In fact, everything we say, in all 
situations, we likely have an idea of positive things we'd 
like in return for our spoken words, and an idea of some 
negative things we hope we don't get, in response to our 
spoken words. 
 
All Communication Is Persuasion 



 
Whenever we humans say something, we are hoping for a 
positive outcome of our actions. Some of it may be vague, 
or we may have a very clear idea of what it is that we want. 
Some communication is consciously directed, most of it is 
unconsciously directed. The more we expect the likelihood 
of a positive response, the more confident will be and the 
less anxiety we will have. If we were to learn a 
communication style that would virtually guarantee a 
positive response every single time, we would be extremely 
confident. Take some time now to imagine what that would 
be like. To have a high degree of certainty that whatever the 
intention of your communication was, you would have a 
very high degree of certainty it would be fulfilled. 
 
Endpoints on A Spectrum 
 
On one side of the communication spectrum, both our 
words and intentions are unconscious. We don't really 
think about what we say before we say it, but we are glad 
to get a positive result. This generally covers relaxed 
conversations between friends and family members. Often, 
the mutually shared outcome is to simply relax and 
continue to enjoy each other’s company. 
 
On another side of the spectrum is specific communication, 
consciously chosen, to achieve a particular outcome. 
Getting a sale, getting a phone number, getting hired for a 
job. If you are in sales, the more you can achieve your 
outcome the more income you'll learn. If you are intending 
to collect phone numbers from members of the opposite 
sex, the more luck you'll have. If you are in a job interview, 
to the extent that you can generate a positive outcome, of 
getting a job offer, then you'll have much more choice and 



freedom over your career and your income. 
 
No matter where you tend to find yourself on the above 
spectrum, the techniques in this book will work for you. If 
you simply want to further enjoy your existing 
relationships, what you learn in these pages will help you 
do that. IF you are in a sales job, or if you'd like to be in a 
sales job, the skills you'll learn will significantly increase 
your ability to make considerably more income. If you are 
in between jobs or are not happy with your current job, the 
techniques in this book will give you a decided advantage 
over nearly every other application. 



This Is for Everybody 
 
This is not a sales book but we'll be using many examples 
from sales to illustrate the principles. But if you have zero 
plans of every selling anything to anybody, you will still be 
able to use these techniques. 
 
No Need for Closing 
 
In sales, the part where the salesperson formally asks the 
customer to purchase the product is called "closing." Close 
the deal, close the sale, etc. If you never ever intend to 
close anybody, you will still get plenty out of this book. The 
techniques in here will make you much more interesting 
and attractive to the people you interact with, and will 
interact with.  
 
Their Idea 
 
One of the reasons that most of us have negative ideas 
about salespeople is that they often employ manipulative 
tactics or extreme amounts of pressure. The techniques in 
this book are nothing like that. They are extremely 
respectful, in fact, they are so respectful that if you are in 
traditional sales, you'll find you can get rid of any closing 
techniques you may have used before. For salespeople, 
closing is often the hardest part. The part that salespeople 
dread the most. So much that many salespeople never 
really close. They never really look at the customer and ask 
if they're ready to buy. 
 
Fear of Rejection 
 
Every human fears rejection. Nobody enjoys rejection. And 



even the most seasoned sales people get nervous when it's 
time to ask for the sale. Because once you ask for the sale, 
and the customer says, "no," then there's not much you 
can do. Sure, you can ask why, and then try and overcome 
their objections, but once they've said, "No," out loud, it's 
no longer a conversation, it's now a confrontation. During 
the sale, before the close, both customer and salesperson 
could enjoy the back and forth. The asking and answering 
about the product. The questions and answers about the 
features and benefits of the product or service. The 
customer was getting more information to "think about it" 
and the salesperson was trying their best to present the 
product or service in the best possible terms. But once the 
salesperson closes the client, it's no longer a pleasant 
conversation. 
 
Upside Down 
 
The techniques you'll learn in this book work opposite of 
the way most salespeople have been taught. They work in 
such a relaxed and non-confrontational way that you will 
enjoy using them. You will be able to use them on friends, 
parents, children, teachers, students, staff members, 
waiters, waitresses, anybody you find yourself in a 
conversation with. No matter who you are, what your 
means of income is, or where you are in life, you will find 
great value in these pages. So much that it will forever 
change how you see people and communication. You will 
feel like you have X-ray vision into the human psyche, so 
that you will be able to get random strangers to quickly 
open up to you like an old friend. 
 
Job Interviews 
 



These techniques will work perfectly on job interviews. If 
you are in a room full of applicants, the techniques in this 
manual will put you squarely in the lead, even if the other 
applicants have more experience or more education. Never 
again will you worry about if you'll get a call back or a 
reply. Never again will you hope. Once you master the 
simple yet profound ideas in this course, you will know. 
 
Dating 
 
Many people go on a first date with the same level of 
nervousness of a job interview. Even if you aren't sure you 
"like" the other person, you still feel nervous. Nobody likes 
uncomfortable silences, especially with people you hardly 
know. But once you understand the strategies herein, you 
will never again fear a first date. On the contrary, you will 
soon have deep confidence in your ability to dramatically 
increase the attraction for you in any date. You will learn a 
simple way to talk to people that will make you stand out 
from everybody else they've ever met. 
 
Secrets to Charisma 
 
The communication strategies in this book will make you 
the best conversationalist in town. After meeting you for 
only a few minutes, people will never forget you. You'll 
never have trouble making friends again. You'll never worry 
about going anywhere alone again. You'll have a set of tools 
that will you to walk into any social situation, and soon be 
the center of attention. 
 
Cake and Icing 
 
Many people see words as the most important part of 



language. If we only knew the right words to say, in the 
right order, we could get everything we want. However, 
words are like icing on a cake. They are the final 
component of a process that is much deeper than sugary 
frosting. You will learn the proper mindsets that go beneath 
the words, just as the right cake goes beneath the frosting. 
 
Modeling and Bombing Runs 
 
Modeling is an idea from NLP that says if we want to do 
something, we only need to find somebody that is doing 
that, and simply copy them. This works, but we've got to 
copy everything about them. It's common to only look at 
external behavior, and copy that. That would be like trying 
to replicate a cake by only copying the frosting. But we 
need to look much deeper. Once during World War II, a 
squadron of planes were sent on a bombing mission over 
Germany. Only a few of the planes returned. Military 
scientists were eager to study the planes that returned 
intact, so they could duplicate their results and hopefully 
decrease their losses on subsequent runs. But one 
statistician explained why that strategy wouldn't be very 
helpful. He pointed out that if you wanted to copy success, 
you needed to understand what worked, but just as 
important you needed to understand what didn't work, and 
why. It wouldn't be enough to study why the planes didn't 
get shot down. It would just as important to understand 
why the planes that got shot down were shot down, so they 
could be sure to avoid that in the future.  
 
NLP teaches that you can study excellence. Equally 
important in studying successful strategies is studying 
unsuccessful strategies. When you do that, you'll 
understand what works and why, and you'll also 



understand what doesn't work, and why. For that reason, 
let's look at a few forms of old school persuasion, and see 
why it's not the best strategy. 
 
If you are not interested in a sales job in any way, the 
examples in the following chapters will still be beneficial of 
what not to do. 



Old School Persuasion - Style One 
 
The basic strategy that is at the heart of many types of 
sales is simple. You overwhelm the customer with plenty of 
features and benefits. You learn to speak authoritatively on 
the product, and why it's much better than all the other 
products out there. Salespeople using this type of 
persuasive strategy tend to see selling as giving a lengthy 
presentation. For example, car salesmen are often told to 
memorize every aspect of a vehicle before they are allowed 
to sell it. When they do, they demonstrate each component 
as a feature, with a certain benefit. One way this is 
presented is by showing the customer the particular 
feature of the car, and then explaining what it means to 
them.  
 
This car has nine airbags, more than any other car on the 
market. And what that means to you is that no matter what 
happens, if you get into an accident, you will be completely 
safe. This car has a 350cc engine, and what that means to 
you is if you are on an on ramp, and waiting your turn to get 
onto the freeway, you'll be able to quickly accelerate and 
merge in with traffic. This car has dual climate control, and 
what that means to you is that both the driver and the 
passengers can be as comfortable as they possibly can. 
Nobody will get left out.  
 
The theory behind the memorized, "feature and benefit" 
style is that by listing as many potential features as 
possible, it's hoped that at least a few of them will be what 
the customer is looking for. 
 
What If They Don't Know? 
 



Even if the poor customer really is only looking, it's hoped 
that by exhaustively listing all the features and benefits, 
the customer will "feel the value" of the car, and by 
overwhelming the customer with all the many features and 
benefits that they likely didn't consider before, they will 
sway them enough to make a buying decision. 
 
What's Required 
 
If you have ever had a sales job like this, or if you've ever 
been sold something like this, you know that it requires a 
lot of energy. One of the stereotypes of salesman that use 
the feature-benefit model is they have an extraordinary 
amount of energy. It's also assumed that the potential 
customer has less knowledge than the salesperson about 
the object they may be purchasing. They wander into the 
store, having a vague idea of wanting something new, and 
then the ultra-energetic salesperson pops out of nowhere 
and launches into a twenty-minute memorized 
demonstration of features and benefits. 
 
What's Really Going On 
 
It's no secret that a lot of pressure is being applied, on the 
customer, by the salesperson. It's as if a battle of wills is 
happening just below the surface. If the customer wins, the 
salesperson doesn't get the sale. If the salesperson wins, 
then the customer buys the product and the salesperson 
gets a commission. These types of sales interactions tend to 
take a long time. Salespeople are taught that the longer 
they talk to a customer, the more likely they'll get the sale. 
It's not uncommon for eventual customers (who end up 
buying the product) go home with a new product not 
having had that intention when they started. 



 
How Does This Work? 
 
The reason this works is a combination of two common 
traits of human nature. One is that most people aren't very 
assertive. Most of us can't say "no" very easily, especially to 
somebody whose job it is to hammer people all day long 
with features and benefits. Also, it's important to know that 
most salespeople make their livings purely on 
commissions. This means if they don't make a sale, they 
don't make any money. Whereas the customer doesn't lose 
at all of they don't buy the product. What else is going on is 
that while the customer is sitting there listening to the 
salesperson going on and on about how awesome the 
product is, they are starting to shift in their thinking. This 
is very subtle and it has to do with how easily we humans 
deceive ourselves. Consider a customer who flat out tells 
the salesperson they don't want to buy the product. This 
would take a large amount of assertiveness, an amount 
that most people don't have. So, what happens is that they 
start to convince themselves that they really do want the 
product. 
 
This may sound strange, so let's take some time to consider 
it. Let's look at three potential outcomes. One is that the 
salesperson, a professional who engages in high energy, 
blatantly persuasive conversations on a daily basis, is told 
no by the customer. The customer just flat out says, "No, 
I'm not interested." The second scenario is that the 
customer really doesn't want or need the product, but they 
are just too timid to tell the salesperson they don't want it. 
The third situation is that they convince themselves they 
want the product. How likely is this third scenario? Most 
people do not like confrontation. Especially customers who 



don't engage in high pressure sales conversations on a 
daily basis. So, the first outcome, where the customer 
blatantly says, "No," isn't very likely. However, nobody likes 
admitting getting taken advantage of either, even to 
themselves. So even if a customer buys the product just so 
they can get away from the salesperson, what will they tell 
their friends and family? This outcome isn't therefore likely. 
But the third outcome, where they slowly convince 
themselves of all the reasons they should buy the product, 
that is fairly likely. If they convince themselves they really 
do want the product, they can go home and explain it was 
their choice all along. By slowly deciding they actually do 
want the product, they can come to a happy agreement 
with the salesperson, rather than leaving unhappy. 
 
Like This So Far? 
 
Buy the Full Version on Kindle: 
 
Lazy Way Persuasion 
 
Buy the Entire Course. Over 20 hours of Subliminal 
Programing:  
 
Lazy Way Persuasion – Full Course 

https://www.amazon.com/dp/B06XFX8WGJ
http://mindpersuasion.com/lazy-way/
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