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Acceptance, opinions about, 238
Accurate recall, lack of, 202
Acting/not acting, consequences of, 187
Action(s)

owning, 71
perception as the cause of, 234–235

Activities, dictated, 9
Advancement, attractiveness and, 26–27
Advertising, 212, 217

focus of, 73–81
Advertising factor, most misunderstood, 226–227
Advice, misguided, 63
Age, value and, 25
Agreement, requested compliance and, 102
Alpha females, 23

characteristics of, 25
Alpha strategies, 99
Ambivalence, about buying, 238
Amendment technique, 123
Anchoring

applications of, 205–206
as priming, 204

Anchors, biasing effect of, 204–205
Animal behavior, 4
Anti-authority message reaction, 281–282
Anticipated regret, 105–106

avoidance of, 109
utilizing tools of, 110

Anxiety, choice-related, 188
Apostle Paul, rapport-building skills of,

35–36
Appearance, optimizing, 19
Arguments, well-framed, 164
Ariely, Dan, 29, 71
Arousal, decreasing versus increasing, 54–55
Attention, capturing, 212–216
Attention model, 216–217
Attire, client-appropriate, 31
Attitudes

changing, 71, 72–73
influences on, 146

Attraction, romantic, 29

Attractive children, treatment of, 25
Attractiveness. See also Beauty; Physical

appearance
controllable factors in, 30
differences in evaluating, 29–30
importance to men, 29
net worth and, 27
perceived level of, 18–19

Attractive women, treatment of, 25
Authentic people, 227, 228
Authority, 151, 152

credibility and, 54
reactions to, 281–282

Automobile sales
giveaway items related to, 135
law of scarcity in, 150

Babies, physical attractiveness of, 19–20
Bad decisions, 124–129
Bait-and-switch technique, 229
Bargains, choices related to, 108–110
Beauty. See also Attractiveness

advantage of, 27–29
computer calculation of, 27
enjoyment of, 19–20
need for, 26

Behavior. See also Behaviors; Client behavior
automatic, 146
changing, 3, 71
genetically wired, 95
individual versus group, 75–76
oscillating, 157–161
overriding, 4
permanent change in, xiv
reconciling with previous beliefs, 159
regulating, 222
unconscious mind and, 209
understanding, 7–8
variety-seeking, 155

Behavioral change, 9
Behavioral responses, competition for, 105
Behavior narrative, 6
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Behaviors. See also Behavior
contrary, 83–84
misremembering, 207–208
public, 161
self-destructive, 2
stability of, 2

Beliefs
erroneous, 81–82
influences on, 146
oscillating, 157–161
public, 161

Believability, 57. See also Credibility
Benefits, exaggerating, 199
Berger, Jonah, 237
Best interests, acting in, 105
Beta males, 24
Beta women, 24, 25

prospects of, 26
Biased thinking, 199, 205
Body language, 13, 14
Body Language Home Study Course, 240
Boot camp, 9–10
Boundaries, stretching, 5
Brain, programming for primacy, 118
Brain highways, 2

new, 3
Brand building process, 217
Brand image, 213–214
Branding, 212
Brands

attitudes toward, 79–80s
trusted, 208

“Brand you,” 212–214
Breathing, gaining rapport via, 37, 40–41
Brodie, Richard, 90–91
Budgets, spending, 256–257
Bush, George W., 164
Business

artificiality of, 221
common threats to, 44
magic words in, 221–223
promoting, 231–232
reducing resistance in, 89–91

Business/profession terminology, familiarity with,
32

Buss, David, 28
Buying

committing to, 100
core reasons for, 243–251
trust and, 211

Buying decisions
trust-related, 208
women in, 267, 268

Calvin Klein commercials, 53–54, 147
Canfield, Jack, 216
Caring, by women, 271–272
Carmon, Ziv, 71
CD programs, 208
Central cues, 48

Central information processing, 49
Change

causing, 1–12
failure at, 2

Charisma, 151
Cheats, detecting and avoiding, 96
Checklisting tactic, 55
Chicken Soup for the Soul (Canfield & Hansen),

216
Choice reduction, influential power of, 188–190
Choices, 2–3. See also Freedom of choice

disadvantages of, 189–190
eliminating, 174
framing and, 188–189
problems associated with, 190–196
rapid-fire, 4
regretting, 192–193

Cialdini, Robert, 102
Classical game theory, 80
Clear alternative, presenting, 247
Client’s heart, bridge to, 34–36
Client behavior, modeling, 31–32
Client comfort, creating, 43
Client experiences, sharing, 39
Client interests, discovering, 38–39
Client physiology, pacing, 41
Clients. See also Customers

guiding, 70
intelligence about, 168
interest in, 34
presenting information to, 33–55
projecting into the future, 101–103
referencing in presentations, 52–54
showing sincere interest in, 32

Clients’ minds, opening doors to, 229–232
Client thinking, directing, 55
Client values

identifying, 34
predicting, 31

Clinton, Bill, 210
Clothing sales, law of contrast in, 141
Code Breaker tactic, 231–232
Coffee with Kevin Hogan, 252, 254
Cognitive dissonance, 68, 69, 146
Colman, Andrew, 80
Comfort, 225–226, 227, 228

desire for, 34
Commercials, linkage with product use, 53–54.

See also Calvin Klein commercials
Commitment, 177
Common enemy, sharing, 44
Communication

authentic, 37
of credibility, 60–61
fear of, 167
gender and, 16
impact of, 22
laws of, 132
maintaining rapport in, 35–36
mixed messages in, 14
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nonverbal, 22
physical attractiveness and, 51–52
rapport-building, 195

Community, influence and, 80–81
Company name, branding trust into, 208
Comparison effect, 191–192
Competence

awareness of, 60
building, 58

Competence-building system, 59
Competition, 213

as a driving genetic force of survival, 74–75
Competitors, world’s greatest, 75
Compliance

flagging and, 200
increasing the chance of, 93–95
knowledge and, 168

Compliance gaining, physical attractiveness and,
22

Confidence, attractiveness and, 21
Conformity, 150–151
Conscious mind, 3–5. See also Nonconscious

mind
personality of, 6
versus non-conscious mind, 4–5

Conscious thought, decisions that require, 160
Consumers, excluded, 252–253. See also Clients;

Customers
Consumer surveys, 240
Contrast principle, 139–141
Control, desire for, 69
Convenience, versus cost, 257
Core drivers, 180–181
Corporate dollars, spending, 255–257
Cost, versus convenience, 257
Counterfactual regret, anticipated, 109
Counterfactual thinking, 110
Coupon retention rate, 113
Covert Hypnosis: An Advanced Course in

Non-conscious Influence (Hogan), 100, 180
Crawford, Matthew, 93, 94, 95, 102
Credentials, 61
Credibility, 54, 57–64

components of, 58
credentials and, 61
demonstrating, 61
establishing, 59–61
oscillation and, 164
as the pivot point of persuasion, 58–61

Credibility building, 263–264
characteristics of, 60
seven ways of, 63–64

Credibility message, communicating, 60–61
Credit, giving, xiv
Crowd, separating from, 192
Cultural rules, 10–11

arbitrary, 222
Cupcake Study, 122
Current thoughts, determining, 168
Customer breathing, pacing, 40–41

Customer decisions, reinforcing, 177
Customer evaluations, preset criteria for,

190
Customer needs, rules that define, 34
Customers. See also Clients

getting the attention of, 212–216
helping, 43–44
paying attention to, 46
resonating with, 44
synchronizing with, 34
well-being of, 42–43
working hard for, 215

Customer values, determining, 31

Deal closing, xi
Decision making, 8, 121. See also Decisions

anxiety and, 163
consistency of, 146–147
credibility and, 62
illogical, 210
logic and, 66–69, 70
note taking during, 82
time perspective and, 136–139
unconscious mind in, 210

Decision-making skills, overrating, 124–125
Decisions

helping people make, 124–129
justifying, 160
marriage and dating, 18
regretting, 93
reversing, 193
sticking with, 200
unhappiness with, 193

Deframing tactic, 231
Delta Model of Influence, 33–47
Depression, choice-related, 188
Differentiation, individual drives for, 236–237
Directed thinking, 55
Direction, craving for, 69
Direct marketing, value in, 248
Disasters, oscillation during, 162
Disconfirmation-Doesn’t-Cut-It tactic, 81–82
Dislike, disrupting, 238–241
Divergence, social nature of, 237
DNA, advertising geared toward, 73
Doing dishes, freedom from, 223–224
Donation Study, 122–123
Dramatic difference, 50–51
Driving desires, identifying, 181
Dwoskin, Hale, 174

Earning potential, 29
Earning power, physical appearance and, 98
Economy, women as drivers of, 267
Education, stressing, 63
Electronics sales, law of contrast in, 141
Emotion. See also Emotions

influence of, 244–247
overcoming, 264–265

Emotional clients, 32
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Emotional decisions, 124
Emotional events, 264
Emotional hot buttons, 194–195
Emotional responses, 136
Emotional wants, capitalizing on, 247
Emotions. See also Feelings

evaluating, 5
impact of, 196–197
predicting, 95
as reactions to stimuli, 240–241
tapping into, 245–247

Endowment effect, 71–72
Entitlements, 227
Environment

change in, 9–12
compliance and, 12
effect on behavior, 11–12

Erickson, Milton, 121
Ethical issues, influence-related, 168–169
Evaluations, by the nonconscious mind, 14,

15–17
Event likelihood, decisions and, 125
Evidence, citing, 64
Exaggeration, representation and, 197–200
Expectation(s)

influence of, 248–249
power of, 235–236

Experience, patterns of, 210
Experiences, buying, 211–212
Expert advice, 126
Expertise, feeling comfortable with, 202
Expertise + Trustworthiness = Credibility

formula, 62
Extension experiment, 199
Eye level, 32

Facial attractiveness, in men, 29
Fallacious/false memories, 6, 259–261

dealing with, 263–264
Familiarity, 225–226, 228

influence of, 250
Fear

appeal to, 102
influence on buying, 244
as a motivator, 104–105
overcoming, 5–6
reactance and, 284

Feelings. See also Emotions
illogical nature of, 223
letting go of, 174–175
in the persuasion process, 173–177
positively linked, 177

Feeling wanted, importance of, 76–78
Female customers, connecting with, 277–278.

See also Women entries
Female imagery, 279–280
Female market

focusing on, 269
reaching, 269–270

Female mindset, 270, 271–280

Females, attractive, 19. See also Alpha females;
Beta women

“Female speak,” 279
Filtering, 15–17
Filtering systems, male, 24
Financial products, giveaway items related to, 135
Financial product sales

law of contrast in, 140
law of friends in, 143
law of scarcity in, 150

First appearances, in action, 17–18
First impressions, 13, 119

secrets of, 31–32
First meetings, critical nature of, 31
FITD data, meta-analysis of, 112–113. See also

Foot in the Door (FITD) technique
Flagging technique, in the persuasion process,

200–205
Flags, 203

planting, 203–204
Fluid communication, 63–64
Focus groups, 209–210
Football, handicapping, 159–160
Foot in the Door (FITD) technique, 111–114
Foresight, 8
Fortune 500 CEOs, 29
Frames, as the status quo in thinking, 231
Framing, 107–129

being more persuasive with, 114–116
choice and, 108–110, 188–189
importance of, 239
manner of, 107–108

Freedom
gift of, 223–224
loss of, 183–184
versus laziness, 226–227

Freedom of choice, 68
Freedom options, anxiety and, 163
Free samples, 134
French, Michael, 98
Friends-and-family strategy, 142
Friendships, advantages of, 141–143
Future. See also Likely future

beliefs and imaginings concerning, 102
committing to, 83
expectations for, 241
planning for, 95
power of, 99–103
seeing, 185
speculating about, 8

Future actions, predictors of, 113, 114
Future behavior, judging, 7
Future events, yes response for, 181–184
Future outcomes, pointing out, 187
Future perspective, 137–138

Gain, possibility of, 67–68
Gates, Bill, 75
Genetic programming, reaching, 73
Gibson, Bryan, 79
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Gift card promotion, 253–254
Gifts, for customers, 43
Gift, The: A Discovery of Love, Happiness, and

Fulfillment (Hogan), 43
Gitomer, Jeffrey, 91
Giveaway items, inexpensive, 134–136
Giving, principle of, 45
Goals

conflicting, 152–155
regret and, 163

“Going the extra mile,” 46
Good decisions

factors involved in, 127–128
helping people make, 124–129

Gossip, avoiding, 262–263
Go-to guy/gal, 213, 217
Government, authentic people in, 227, 228
Government dollars, spending, 255–257
Government giveaways, 227
Government marketing campaign, 228
Greater cause, appealing to, 73–74
Group breathing, 41
Group selling, 76
Groupthink, 10, 76
Gut instincts, 175
Gut reaction, 211

Habits, forming, 2
Hansen, Mark Victor, 216
Happiness, 174

effect on buying, 78–79
Heath, Chip, 237
Help, offering, 43–44
Helpful secrets, sharing, 134
Herr, Paul, 240, 242
Hill, Napoleon, 45
Hoffer, Eric, True Believer concept, 69
Hogan, Kevin, xi, 43, 64, 90, 91, 92, 100, 101,

102, 180, 228, 230
book reviews by, 252

Hong, James, 29
Hopeful outsourcing, 221
HOTorNOT.com, 29
“How to Attract Customers by Giving Them the

Short End of the Stick” (Lynch & Staelin),
253

Human mind, influencing, 89–90
Human nature

characteristics of, 220
logic and, 227–232
need for comfort and familiarity, 225
shallowness of, 24

Human traits, universal, 169–170
Humor, careful use of, 64
Hygiene, immaculate, 31
Hypnotic confusion, 121–123

Identity, actions that define, 235
Identity signaling, social nature of, 237
“I’ll Think About It” response, 173–206

Illusion of resources, 154
Imagined Value Quo tactic, 231
Important issues, vacillation concerning, 165
Impressions, positive, 209. See also First

impressions
Impulsive decisions, 125
Inaction, inertia of, 109, 110
Incentive, importance of, 225
Inconsistency tactic, 83–84
Infant observational patterns, 19–20
Influence. See also Laws of influence

community and, 80–81
Delta Model of, 33–47
effect of memory on, 259–265
elements of, xiii
ethical use of, 168–169
mood and, 78–79
new principles of, 65–84
in online sales and marketing, 243–257
principles of, 95–98
product placement and, 79–80
true force of, 233

Influence: Science and Practice (Cialdini), xiii
Influence and Persuasion Quotient (IPQ),

95–96
Influence and Persuasion Quotient (IPQ) test,

85–89
Influencing process, 212–213
Influential encounters, first seconds of, 31
Information

filtering, 118
new model of presenting, 263–264
order of presenting, 47
presenting, 33–47
too much versus too little, 49–50, 52

Information overload, 69
Inner dummy, 210
Instant impressions, overcoming, 16–17
Instincts, 211
Internal conflict, 3–6
Internet, women’s use of, 271
Interpersonal relationships, attractiveness and, 19
Intuition, 178
Irresistible Attraction (Hogan & Lee), 64, 91
“I Will Do the Work for You” concept,

219–232

John and Jane Doe
marketing to, 170–171
traits of, 169–170

Journaling, 8, 190
Judgment, perception of, 125

kevinhogan.com, 85, 208, 212
kevinhogan.net, 212
Kindness, 43–44
Knee-jerk resistance, 91, 92, 94

overcoming, 96, 102–103
“Knocking Their Socks Off,” 45
Knowledge, as power, 168
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Labels, influence of, 233–234, 235–236
Larger Numbers principle, 75–76
Law of association, 147–148
Law of conformity, 150–151
Law of consistency, 92–93, 144–147
Law of contrast, 139–141
Law of expectancy, 143–144
Law of friends, 141–143
Law of inconsistency, 152–155
Law of persuasion, xiv
Law of power, 151–152
Law of reciprocity, 132–136
Law of scarcity, 148–150
Law of time, 136–139
Laws of influence, applying, 131–155
Laziness, function of, 226–227
Leading, 37, 41–42
“Learning about fishing” story, 38–39
Lee, Leonard, 29
Lee, Mary, 91
Leeds, Christine, 240
Levine, Archie, 90
Life

reducing resistance in, 89–91
taking control of, 176

Life experience, 124
Life insurance

giveaway items related to, 135
selling, 100–101

Likability, 64
Likely future, pointing out, 187
Limited-supply frame, 149
Listening pace, 32
Listing order, importance of, 47
Lo, Alison K. C., 253
Loewenstein, George, 29
Logic, human nature and, 227–232
“Look-good” industry, 20
Looking-at-both-sides exercise, 93–94
Loss, fear of, 67–68, 71, 81, 120
Loss aversion, 115, 231
Loss-of-Ownership tactic, 81
Lottery odds, 127
Love, influence on buying, 245
Lynch, John, 253, 254

Magic words, 224
in business and personal relationships, 221–223

Magnetic first impressions, thirteen secrets of,
31–32

Male height, importance of, 23. See also Men
Male partners, characteristics of, 28
Market, dominating, 75
Marketing

influence in, 243–257
to women, 268–269

Marketing message model, 170–171
Marketing scarcity, 148–150
Marriage and dating research, 18
Marriage decisions, 163

McDonald’s commercials, 74
Meet John Doe, 169
Mehrabian, Albert, 22
Memes, 51
Memory/memories

changes in, 202
distorted, 6
effect on influence, 259–265
placing flags in, 202–204

Memory cues, 263
Memory problem, 185–187
Men. See also Beta males; Male entries

market value of, 24
nonconscious filters in, 25
softening the message for, 284–285
status of, 23

Message, power of, 164. See also Messages
Message repetition, 50, 51
Messages

priming people to accept, 119
softening, 284–285
weaving into drivers, 181

Meta filter, 257
Military environment, 9–10
Miller commercials, 53
Mind, understanding, 211
Mind access seminars, 38
Mind changing, 160–161
Mindless Eating: Why We Eat More Than We Think

(Wansink), 236
Mind reading, secret methods of, 167–171
Mine Is Best concept, 70–71
Mirroring, 39
Misrepresentation, 197
Mistakes

feeling stupid about, 195–196
regret for, 194

Mixed emotions, influencing, 238–241
Money-back guarantees, 193–194
Mood, influence and, 78–79
Motivation, for buying, 243–251
Motives, revealing to women, 272
Multilevel marketing meetings, 142

Name recognition, influence of, 250
Necessity, influence of, 250–251
Needs

identifying, 34
versus values, 31

Negative aspects, focus on, 204
Negative associations, 79
Negative emotions, 8–9, 240–241
Negative Emotions + Behavioral Plan −

Behavioral Change formula, 105
Negative information, 264

power of, 241–242
Negative responses, 90–91, 95
Net worth, attraction and, 27
New behaviors, 2–3
New Hypnotherapy Handbook (Hogan), 101
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Niche market, 216–217
9/11, reactions to, 162
Nonconformists, 150–151
Nonconscious communication, 22
Nonconscious mind, 3–5

decision making by, 15–17
as the dominant force, 178
first impressions and, 14
in group settings, 76
overriding, 179
personality of, 6
as a stimulus/response mechanism, 173–174
versus conscious mind, 4–5

Nonconsciousness, overcoming, 179
Nonverbal communication, 22
Nonverbal rapport-building skills, 36–37
Nonverbal signals, 14
“No” response, 177–178, 179

overcoming, 184–190
from women, 281

Note Taking tactic, 82

Obesity, 22
Office, equal treatment in, 25
O’Keefe, Daniel, 63
Omega strategies, 85–106

defined, 89
mastering, 95
overcoming resistance with, 92–95

Online buying, 267, 268, 270, 271
Online sales/marketing, influence in, 243–257
Opinions

law of consistency and, 145–146
power of, 161

Opportunities
missing out on, 137
passing up, 93, 109, 194

Opportunity costs, 116
versus out-of-pocket expenses, 231–232

Options
limiting, 193
wavering between, 164–165

Ornish, Dean, 77
Oscillation, 157–165
Oscillation reaction, defined, 163
Other people

compulsion to care for, 73–74
response to, 7

Outcomes, rapid, 167
Out-of-pocket expenses, 116

versus opportunity cost, 231–232
Outside-of-government budgeting tool, 256–257
Outsourcing, hopeful, 221
Overall attractiveness, factors in, 30
Ownership, valuation and, 71–72, 114–115

Paced breathing, gaining rapport via, 40–41
Pacing, 37, 39

of customer breathing, 40–41
of physiology, 41

of posture, 41
vocal, 40

Pain, avoidance of, 225
Paradox of Choice (Schwartz), 188
Passion, influence on buying, 244–245
Past, remembering, 184–186
Past experiences, current decisions based on, 200
Past perspective, 137
Paul, Apostle, rapport-building skills of, 35–36
Payne, Collin, 236
Payoff, of decision making, 128
Peak experiences

generalizing from, 200
remembering, 185

People. See also Other people
categorizing, 14–17
influencing to change, 1–12
predictability of, 170

Perception
as the cause of action, 234–235
of credibility, 57–58
power of, 233–234, 235–236

Perception-of-competence building system, 59
Peripheral cues, 47–48, 49, 51, 52, 53
Peripheral information processing, 49
Permanent change, 1
Perot, H. Ross, 227
Personal appearance, problem associated with, 21.

See also Attractiveness; Physical appearance
Personal freedom, reinstatement of, 94, 95
Personal identification, 236–238
Personality

caring and compassionate, 43
dual nature of, 6–9
importance of, 176

Personal relationships, 221–223. See also
Relationships

Persuasion, 100
failing at, 209–210
with framing, 114–116
of individuals versus groups, 76

Persuasion (O’Keefe), 63
Persuasion process

feelings in, 173–177
flagging in, 200–205

Persuasion tactics, 48
Persuasive messages, secrets to optimizing, 47–55
Persuasive selling presentation, 243
Persuasive setting, 60
Physical appearance, 13, 15–17. See also

Attractiveness; Beauty; Physical attractiveness
importance of, 23
as a nonverbal rapport-building skill, 36
power of, 18–19
women’s attraction to, 23–24

“Physical Appearance and Earnings” (French), 98
Physical attractiveness

communication and, 51–52
compliance gaining and, 22
effect of, 98
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Physical attractiveness (Continued )
importance of, 20–22
ratings of, 29–30
weight of, 30

Physical features, utilizing, 30
Physical unattractiveness, overcoming, 22
Physiology

gaining rapport via, 37
pacing, 41

Pitch, leading with, 42
Placebo effect, 144
Point of view, arguing against, 64
Point zero, 212, 214, 215
Polarity response, 89–91, 93
Positive aspects, focus on, 204
Positive associations, 79
Positive emotions, 196–197, 240–241
Positive experiences, decision making based on,

207–208
Positive feelings, creating, 177
Positive future, imagining, 103
Positivity, predisposition to, 242
Posture

gaining rapport via, 37
pacing, 41

Power, 151–152
of thinking without thinking, 233–242

Powerful impression, radiating, 16–17
Precision, 46
Presentation principle, 251
Presentations

client referencing in, 52–54
prepared versus stream-of-consciousness, 55
problemBsolution strategy in, 246
strategies and techniques for, 33–47

Present perspective, 137
Price, presenting, 123
Price points, 123
Primacy, versus recency, 118–119
Primacy principle, 117–121
Principle of Larger Numbers, 75–76
Prior knowledge, 51
Probability

decisions and, 126–127
of life events, 128–129

Problem fixing, in business and relationships,
221–223

ProblemBsolution strategy, 246
Product placement, influence and, 79–80
Products

comparing, 208
differentiating, 192
as differentiating factors, 236–238
end result of using, 249
identity information and, 237
linking best-known people to, 147
neutral, 238–239
pointing out negative aspects of, 142, 143
prior knowledge of, 51
reinventing, 238

Products/services, promoting, 252–257
Profits, 69
Progress, perception of, 154
Promises, keeping, 45
Promotional items, 135
Promotions, framing, 116, 232
Proposals, framing, 121
Propositions, framing, 66
Prospect message model, 170–171
Psychology of Persuasion, The: How to Persuade

Others to Your Way of Thinking (Hogan), xiii,
90, 92, 102

Public relations, 217
Public statements, consistency of, 146
Publishers Clearing House, 110
Puppy-dog close, 71–72

Quality, judging value by, 248
Quantity, judging value by, 247–248
Questions

framing, 66
phrasing, 145
wrong, 82

“Radio announcer” speaking, 40
Rapport

building, 34–36
establishing and maintaining, 38
seven keys to, 34
using content to build, 38–39

Rapport-building processes, 39
Rapport-building skills, 35–36

nonverbal, 36–37
Rational decisions, 124
Reactance, 89–91

enhancing, 283–284
fear and, 284

Reactance research, 281–282
Reactance triggers, 283
Reactance-type resistance, 91
Real estate

giveaway items related to, 135
law of contrast in, 140
law of friends in, 143
law of scarcity in, 149

Real estate agents, characteristics of, 214–215
Reality, representation of, 197, 199
Recency, versus primacy, 118–119
Reciprocity

effectiveness of, 135
inducing, 42–43, 133–134
when to induce, 103–104

Recognition, influence of, 250
Recommendations, influence of, 249
Referrals, influence of, 249
Regret, 175

choice-related, 192–193
concerning future events, 183
degrees of, 195
handling, 195
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oscillations of, 162
preparation for, 177

Regret-type resistance, 91–92
Relationships

analyzing, 190
future sales and, 142
magic words in, 221–223
meaningful, 77
reducing resistance in, 89–91
with women, 271, 275–276

Remembering, inaccurate, 201–202. See also
Memory/memories

Repetition, benefits of, 50
Representations, importance of, 199–200
Represented mind, persuading, 197–200
Reputation

effect of, 199
influence of, 250

Research, xiv, 1
on marriage and dating, 18
reactance, 281–282
on sales, 73–81

Resistance
overcoming with Omega strategies, 92–95
reducing, 89–91
types of, 91–92
using up resources for, 99

Respect, 45
for women, 275
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response
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selling, 249
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Risk avoidance, 125
Rituals, effect on attitude change, 73
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Salary, attractiveness and, 26
Sales. See also Selling

influence in, 243–257
tactics for increasing, 229–232

Sales Bible, The (Gitomer), 91
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Sales presentations

beginning, 43
“Knocking Their Socks Off” with, 45
living, 46

Sales research, 73–81
Sales volume, higher prices and, 252–257
Saving, consumer reaction to, 116
Savvy buyers, 253
Scarcity, value and, 148

Scarcity principle, 102
Schwartz, Barry, 188, 196
Science of influence, mastering, 103–106
Science of Influence, The (Hogan), xiii
Science of Influence Code Book, The (Hogan), 228,

230
Science of Influence series, 48
Scope neglect, 198–199
Secrets, of mind reading, 167–171
Security, women and, 274
Sedona Method, The (Dwoskin), 174
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branding, 212, 217
differentiating, 192, 216
distinguishing, 136
projecting into the future, 101–103
reinventing, 238
selling, 215
sharing of, 43–44
understanding, 6
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Self-fulfilling prophecy, 21
Self-generated memory flags, 203–204
Self-interest, 80–81
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lack of, 7
Self-promotion, 214
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Self-reliance, 220
Self-tests, 65–68
Selling. See also Sales

barrier to, 68
factors that affect, 77–78
laws of, 132
new ways of, 228–232

Selling Yourself to Others (Hogan), 91, 100, 102
Sensory expectations, chain effect of, 236
Services, tips related to, 96–97
Services/products, promoting, 252–257
Seven Scales of Competence, 58
Sexual influence, science of, 23–30
Shackelford, Todd, 28
Sherman, Steven J., 102, 103
Short stories, as selling tools, 44
Short-term decisions, 1
Single Differentiation tactic, 84
Slime recall incident, 259–261
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Societal laws, 131
Socioenvironmental frames, 125
Speaking pace, 32, 40, 64
Specific instructions, importance of, 104
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Testimonials, 60
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women and, 274

Trustworthiness, 62, 64
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influence of, 247–248
providing, 246
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