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Index

Accordion structure, explained, 87
Alliteration, use of, 98
Amazon.com, 35, 85
American Idol, 14, 52
Analysis, insight versus, 33
Anger. See Difficult people
Anheuser-Busch, 71
Anxiety. See Stress
Apologizing
admitting mistakes, 51
guidelines for, 123–125
tactical, 24–25, 26

Appearance, caveats, 81
Apple computer, 85, 110–112
Attention management. See Connecting
Austin, Dennis, 78

Berkshire Hathaway, 92, 97
Blogs
and candor, 45
to convey ideas, 80
as tracking tool, 134

Body language
power of, 78–79
tips for using, 147–149

Branson, Richard, 144
Breathing, effective, 143, 149
Buffett, Warren, 92, 97, 144
Business-speak. See Jargon, caveats
Buy-in. See Convincing

Candor
accepting criticism, 52–53
action plan, 56–57
culture of, 50–52
demoralizing, 47–49
power of, 43–47
sugarcoating, 49–50

Charts, as visual aids, 75
Chat rooms, 134
Cheney, Dick, 145
Choices. See Options
Chrysler, 127
Clinton, Bill, 2, 139, 144–145
Clydesdale horses, 71
Cochran, Johnnie, 75–76
Code Red, 23–25
Columbia disaster, 46
Commitment. See Convincing
Communicating. See Conveying ideas
Communicators, influential. See

Influencers
Communiclutter, 65–66

‘‘Communi-fake," defined, 3
Compaq Center, 36
Comparisons, use of, 97–98
Confidence, expressing, 115–117
Connect-Convey-Convince1

benefits, 2–3
defined, 154–156
evolution of, 1–2

Connecting
action plan, 54–57
attention management, 11–15
candor, 43–53
focus, 17–28
frontloading, 29–41
weakness in, 7–9

Contrast, as persuasion tool, 74–76
Contributors, as influencers,

121–123
Conveying ideas
action plan, 99–102
information managment, 65–69
storytelling, 91–98
in triple bites, 83–89
visually, 71–82
weakness in, 61–63

Convincing
action management, 109–114
action plan, 150–153
decisiveness factor, 115–125
energy factor, 137–149
ownership factor, 127–135
weakness in, 105–107

Cramer, Jim, 137
Credibility
damaging, 77–78, 121
via decisiveness, 117
projecting, 138–139

Criticism
accepting, 26–27, 52–53
excessive, 47–48, 52

Critiquing others, tips for, 27–28

Data dumping, 65–69
Decisiveness
action plan, 150–151
contributing and, 121–123
hedging, 118–1120
opinion-sharing tips, 123–125
power of, 115–118

Defensiveness, defusing, 37–41. See also
Difficult people

Demonstrations, as visual aids, 75
Demoralization, avoiding, 47–49
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Difficult people
connecting with, 25–26
disarming, 37–41

Dole, Bob, 144–145
Dr. Dre, 112

E-mail
and candor, 45
caveats, 49
as tracking tool, 134

Emotions
in accepting criticism, 53
controlling, 23–25
versus intellect, 20, 37

Energy level, adjusting
action plan, 152–153
body language, 147–149
facial factors, 144–147
power of, 137–141
voice factors, 141–144

Engagement
action plan, 54–57
attention management, 11–15
tactics for, 19–25
weaknesses in, 7–9

Enthusiasm. See Energy level, adjusting
EUI, defined, 49
Expertise, sharing, 33
Eye movement
effective use of, 145–146
significance of, 20

Eyes versus ears. See Visual aids

Facebook, 45, 80–81
Facial expressions, tips for,

144–147
Facts
versus insight, 33
versus storytelling, 92–93

Faultfinding. See Criticism
Feedback
as buy-in tool, 134
constructive, 26–27, 52
responding to, 25, 53
wordless, 145–146

Focusing on audience
accepting criticism, 25–26
action plan, 54–55
Code Red, 23–25
critiquing others, 26–28
listening skills, 21–23
power of, 17–19
single-minded, 19–21

Frontloading
action plan, 55–56
defusing resistance, 37–41
lead idea, 31–34
PMOC, 34–37
power of, 29–31

Gaskins, Robert, 78
Gates, Bill, 96, 110, 144
General Electric, 2
Gestures, effective use of,

147–149
Gifts, as buy-in tactic, 135
Giuliani, Rudy, 132
Goldilocks test, 45. See also Candor
Google Alerts, 134
Graphics. See Visual aids
Graphs, as visual aids, 75

Handshakes, effective, 149
Headlining, 31
Hedging, defined, 118–120
Homeland Security Advisory System,

23–24
Home parties. See In-home marketing
Hostility. See Difficult people

Iacocca, Lee, 127–128
I Have a Dream (King), 19
Indecision. See Decisiveness
Influencers
Branson, Richard, 144
Buffett, Warren, 92, 97,
144

Clinton, Bill, 2, 139, 144–145
Cochran, Johnnie, 75–76
contributors as, 121–123
Dr. Dre, 112
Gates, Bill, 96, 110, 144
Giuliani, Rudy, 132
Iacocca, Lee, 127–128
Jobs, Steve, 110–112
Johnson, Spencer, 95
Knight, Phil, 128, 144
leadership ability of, 109–112
Martin Luther King, 19
Mulcahy, Anne, 138–139
Orman, Suze, 144
Osteen, Joel, 36
Reagan, Ronald, 93
Simmons, Richard, 139
Westheimer, Ruth, 2, 139
Winfrey, Oprah, 131

Influencing others. See Convincing
Infomercials, 130
Information
managment of (see Conveying ideas)
overabundance of, 65–69
rule of three, 83–89

In-home marketing, 129
Intel, 91
Intellect, versus emotions, 20,

37
Intentions
communicators’, 40–41
listeners’, 21–23
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Internet
to advance ideas, 79–82
as buy-in tool, 133–134
communicating via, 45

iPod, 111
iTunes, 35, 85
iTunes Music Store, 112

Jargon, caveats, 82
Jobs, Steve, 110–112
Johnson, Spencer, 95
Jokes, use of, 36

Kentucky Derby, 71
King, Martin Luther, 19
Knight, Phil, 128, 144

Law of inverse proportions, 24
Leadership
ability to influence, 109
candor-eliciting, 50–52
in critiquing others, 27–28
decisiveness trait, 116
effective communicating, 154–156
inspiring buy-in, 127–128

Likeability,enhancing,138–139,146–147
LinkedIn, 45, 80
Lips, as clues, 21
Listeners
feedback from, 48
focusing on, 17–26
relating to, 29–30
weaknesses in, 7–9

Mad Money, 137
Manipulating, versus influencing, 110
Mannerisms, eliminating, 147, 149
Mentoring, 123
Messages. See also Message triplets
delivery, 99–102, 141–149
persuasive, 91–98, 109–114
relevance issues, 30–31
undermining, 65–69, 77–78

Message triplets
action plan, 100–101
narrowing focus of, 86–88
power of, 83–85
preloading choices, 85–86
weighting, 89
widespread patterns of, 84

Microsoft, 110
Mistakes, admitting, 51. See also

Apologizing
‘‘Morning in America’’ speech, 93–94
Mulcahy, Anne, 138–139

Napster, 111
Narcissists. See Difficult people
NASA, 46–47

National Institute for Occupational
Safety and Health, 91

Naysayers. See Difficult people
Nestlé, 91
Nike, 128, 144
Numbering
as frontloading tool, 34
message triplets, 83–89

Obama, Barack, 131
O.J. Simpson case, 75–76
Opinion sharing, tips for, 123–125
Optimism
to convey candor, 48
to reduce resistance, 40
in storytelling, 93–95

Options
preloading, 85–86
value of offering, 41
weighting, 89

Orman, Suze, 144
Osteen, Joel, 36
Ownership, transferring
action plan, 151–152
interactive, 133–135
via peer power, 130–132
power of, 127–129
to reduce resistance, 41
transparency and, 132–133

Passion. See Energy level, adjusting
Peer power, explained, 130–132
Performance, improving
via candor, 46
via critique, 27–28
via feedback, 52, 53
via shared ownership, 128
via storytelling, 91

Persuasion. See Convincing
Photos, as visual aids, 79
PMOC. See Preferred Method of

Communication
Podcasts, 80
Portion control, 68–69
Positive energy. See Optimism
Power pause, defined, 143
PowerPoint, caveats, 37, 76–78
Power stance, defined, 148
Preferred Method of Communication,

34–37
Presence. See Focusing on audience
Preview. See Tease
Productivity. SeePerformance, improving
Props, as visual aids, 75

Questioning
as buy-in tool, 134
candor-eliciting, 50
as clarification tool, 22
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Rambling, antidote to, 29–30
Reagan, Ronald, 93
Red-lighters, defined, 140
Relevance issues, 29, 30–31
Repetition, significance of, 22
Reprimands, 36
Resistance, defusing, 37–41. See also

Difficult people
Respect
as courteousness, 20
to diffuse hostility, 40

Ritz-Carlton, 129
Rule of three. See Message triplets

Samsung, 91
Sandwich technique, 28
Schmoozing, 14–15
See’s Candies, 92
Self-absorption
and failure to connect, 14–15
narcissistic listeners, 41

Showing versus telling. See Visual aids
Simmons, Richard, 139
Simpson, O.J., 75–76
Slides. See PowerPoint, caveats
Smiling
to disarm resistance, 40
effective use of, 146–147

Social media
encouraging buy-in, 134
networking, 45, 129
tips for using, 79–82

Spontaneity, planned, 97–98, 122
SportsCenter (ESPN), 97
"Staying in the moment." See Focusing

on audience
Storytelling
action plan, 101–102
emphasize positive, 93–95
planned spontaneity, 97–98
power of, 91–93
simplicity and purpose, 95–97

Stress
advantageous, 148–149
Code Red, 23–25

Success stories. See Storytelling
Sugarcoating, 44, 49–50
Superlatives, use of, 97–98

Tagging, defined, 118–120
Tease
defined, 33
triplet technique, 88

Technology tools
as candor enhancers, 45
caveats, 20, 37

contact avoidance, 2–3, 113
disconnect issues, 13–14

Testimonials, as marketing tool, 130,
131

Text
overuse of, 37
as visual aid, 76–77

Today Show, 33, 88
Tongue movement, as clue, 21
Top three lists. See Message triplets
Transparency, 132–135
Triplets, message. See Message triplets
Tune-out
PowerPoint-induced, 76–77
preventing, 54–57
via tech tools, 2–3, 18–19

Tupperware, 129
TV Guide test, 33
Twitter, 45, 80

Value added, communicating,
12–15

Verbs, use of, 143
Verizon Wireless, 39
Videos, as visual aids, 79
Virgin brand, 144
Vision
frontloading, 31–32
iPod story, 111

Visual aids
action plan, 99–100
contrast approach, 74–76
power of, 71–74
PowerPoint tips, 76–79
via social media, 79–82

Voice, effects of, 141–144

Wall Street Journal, 78
Wardrobe issues. See Appearance
Weaknesses, communication
in connecting, 7–9
in conveying, 61–63
in convincing, 105–107

Web. See Internet
Weight-loss products, marketing,

74–75
Welch, Jack, 2, 96
Westheimer, Ruth, 2, 139
Where Have All the Leaders Gone?

(Iacocca), 127–128
Who Moved My Cheese? (Johnson), 95
Winfrey, Oprah, 131

Xerox, 138

YouTube, 79–80, 91
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