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A
Absence of concerns, 34
Active verbs, and good writing, 62
Alexander the Great, 112
Ali, M., 83-85
Amnesty International, 14, 28
An Inconvenient Truth (film), 273
Anchoring technique, 94-103
Anytown Opera Company (example),
43-45
As You Like It (Shakespeare), 245
“Associated or disassociated”
metaprogram, 194-196

Association of Fundraising Professioral.,

28
Assumption-laden thinking, 6~7
Audiovisual aids, 272-276
Auditory language, 248
Auditory sensory systéni. 129, 141-152,
251-252
Automatic decision n.aking, 218-219

B

Bandler, R., 137-138, 140

Bannister, R., 79

Beard, J., 213-214

Benchmark, and killer question, 214

Beneficiaries, as stakeholders, 52

Benefits, and commercial sponsors,
42-43, 46

Beyond Yes or No (Ury), 160

“Big chunk or small chunk”
metaprogram, 197-199, 255

“Big Picture” perspective, 170-174

Biographical preparation, 74-75

Bleak House (Dickens), 63—64

Blink rates, matching of, 130, 131-132

Board members, as stakeholders, 52

Body language: as communication
channel, 120-122; eye cues and, 126,
130, 131-132, 237-244, 268-270;
group presentaticis end, 260-267;
types of, 122-125

Breakthrough Tlunking (Ross and Segal),
17

Breathing puterns, matching of, 126,
139

Briricli Tilm Institute, 66

C

CarCo (example), 43-45

Caritas International, 65-66

Caroline, story of, 131-132

Case statement, 49—-70

Cell phones, and nonverbal clues,
237-238

Center for Applied Emotional
Intelligence, 28

Challenges, anticipation of and
outcomes, 89-90

ChildCare (example), 249-257

Chunking down technique, 197-199

Chunking up technique, 197-199, 212

Claiming the space, as movement
principle, 265

Clarification, and successful outcome,
78-82

Clinton, B., 10, 262

Clinton, H., 106

Cockeroft, G., 112

Coercion, 5

Cognitive dissonance, 121-122,
261-263

Commercial sponsors, 40—43

Commonality, identification of,
118-119
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Communication, 120-129. See also Body
language; Language; Writing
Comparison, and killer question,
214
Comunitas, 65
Conditioned response, 112
Connections, seeking of, 118
Connectors, 24-25
Consequences, of outcome, 88—89
“Consistent over time” preference, and
decision making, 221-225
Context, and outcome, 85—-86
Convincer strategies, 216-226
Council on Foundations, 3—4
Courtesy, importance of, 207-208
Covenant House, 215-216
Crash (film), 157-158
Crisis, and =mc framework, 54-57
Crisis management, and killer question,
213-214
Curiosity, importance of, 148—-150

D

Decision-making process: metaprograms
and, 191-202, 254-257; timing and,
216-226

Deletion, as filter, 183—186, 189—190

Diagnosis, and language rapport, 149

The Dice Man (Cockcroft), 109, 112

Dickens, C., 63—-64

Dilts, R., 170-174

Distortion, as filter, 186—187,

189-190
Dragon’s Den (TV show),2.3-225

Driverco (example) -80-62

E

Ecology, of outcome, 88-89

EL. See Emotional intelligence

Elevator pitch idea, 19-21

Emotional engagement, 13, 15-21,
26-217

Emotional intelligence (EI), 13, 21-26,
27-28

Emotional Intelligence (Goleman), 21-22

Empathy, and emotional intelligence,
22-24

=mc case framework, 53-57

Everything Is Negotiable (Kennedy), 79

Evidence, and successful outcome,
82-85

Eye contact: in group presentations,
268-270; matching of in body
language, 126

Eye movement, as nonverbal cue, 130,

131-132,237-244

F

Father Bruce, 215-216

Father Luis, 67—68

Features, and commercial sponsors,
42-43, 46

Feelings, sharing of, 119

Filters, and thinking, 183-191

First Direct, 127-128

Five last principles, 230-235

Flexibility, importance of, 148150

Friends of the Earth, 64

Full Stop campaign, 14,1¢-17, 28

Fundraising, failure of, 5=7

G

Gaia, as meiwnhor, 64

Gandhi. M.,-109

Gates' 5,3, 10

Gares, M., 10

Cier eralization, as filter, 188—190

Cestures, and group presentations,
266-267

Gilmore, K., 14, 28

Gladwell, M., 24, 28

Goal, in fundraising, 75-77

Goleman, D, 13, 21-22, 27

Gore, A., 273

Great Presenting Spots (GPS), as
movement principle, 265

Greenpeace, 64, 273

Grinder, J., 137-138, 140

Group presentations, 151-152, 259-275

Gump, F., 64

Gunderson, S., 4

H

Haggis, P., 157-158

Helping others, and influence, 5

Henry V (Shakespeare), 151-152

Herzberg, F., 31-34

HIV/AIDS example, and =mc
framework, 55

Humphrey, V., 117

Hygiene factors, 31-36, 41-42, 45, 86

Hypnotism, 136
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1

I Ching, 109, 112

An Inconvenient Truth (film), 273

Influence, basic concepts in, 2—8

Information processing. See
Decision-making process

Intangible anchors, 96—-103

iPod, and anchoring, 100

J

Jargon, dangers of, 17-18

K

Kamprad, I., 3

Kennedy, G., 79

Key questions, for case structure, 57-58

Khan, I., 28

Killer question, 212-216

Kinaesthetic language, 247

Kinaesthetic sensory system, 140,
142-152, 250-251

King, M. L., Jr., 64, 151

Knight, L. A., 65-66

Knott, R., 25

L

“Lady in Red” technique, for eye
contact, 268-269

Language: and communicatier. channels,
120-129; in group pres=r:ations,
270-272; imprecision, in, 182-183;
matching styles<f, 126, 181; and
passion, 17—12; sensory systems and,
137152, 256-£51. See also Body
language; Writing

Leading, and rapport building, 132-134

LifeRace (example), 80-82

LIM-it technique, 79-82, 86

Lovelock, J., 64

M

Managed relationship, 5

Mandela, N., 103-105

Manners, importance of, 207-208

Mass marketing, 2—3

“Match or mismatch” metaprogram,
192-194

Matching technique, 123-129, 132-134

Mechanistic thinking, and fundraising,
5-6

Mehrabian, A., 121

Mental mentors technique, 106—110
Mentors, virtual, 106110
Meta-mirror position, 170-174
Metaphors, use of, 63—-69, 245-248
Metaprograms, 191-202, 254257
Metrics, 82-85

Midtown case (example), 40—-43
Mimicking, and body language, 123
Mirroring, and body language, 123
Modality, 82-85

Modeling technique, 103-106
Motivation, 22—-24, 29—-46, 86
Movement, principles for, 265-266
Moves management, 9

Music, and anchoring, 100

N

National Association of State Charity
Officials ANASCO), 4

National Sacicty for the Prevention of
Cueityco Children (NSPCC), 14,
167,28

T National Trust, 117

Nevarro, 1., 87-88

Negative anchors, 95-96

Negative injunctions, 78-79

Negotiation, 5

Neuro-Linguistic Programming (NLP),
138-152, 191-202, 249-259

Neutral position, of posture, 263-264

Neutrality, 34

“No” responses, dealing with, 206-212

Nonverbal clues. See Body language

NSPCC. See National Society for the
Prevention of Cruelty to Children

“Number of times” preference, and
decision making, 219-220

o

Opinion-distorting filters, 183-191

Opportunity, and =mc framework, 54-57

Outcomes: language rapport and, 149;
preparation and, 73-92

Oxford University, 59-61

P

Pacing, and body language, 123-129

Paralysis, by analysis, 74-75

“Past, present, future” metaprogram,
199-201, 255-257
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Pausing, 270-272

Pavlov, I., 111-112

Pegram, G., 14, 16-17

Perceptual positions, 157-176

“Period of time” preference, and decision
making, 220-221

Personalization: and audiovisuals,
273-2175; and good writing, 62-63

Philanthropy, 3, 10

Physical metaphor, 66—69

Physiology, matching of, 128

Plan, flexibility of and outcome, 90-91

Points of view, and influence, 5

Positions, perceptual, 157-176

Positive anchors, 95, 96-103

Posture, principles for, 262-266

Power pauses, 271-272

PowerPoint, 273

Presentations, to groups, 151-152,
259-2175

Programming, concept of, 154

Prospect research, 7475

Q

“Quick access” stimulus, 97

R

Rapid rapport techniques, 130

Refuge Programme, 185

Regulators, as stakeholders, 52

Relationship flow, and rapport, 119

Resourceful state, 95, 96-103

Resources, availability of -26-88

Rhinehart, L., 112

Risk, and =mc framewerk, 55-57

Ritter, Fr. B., 215-216

“Roberta’s Rules,” 25-26

Rolt, S., 207-208

Royal British Legion, 101

Rules: and five last principles, 230-235;
for influence techniques, 8; for
positive posture, 262—266; for rapid
rapport, 130; of Roberta, 25-26; for
successful outcome, 77-91; for
written communication, 58—63

S

Saudi Royal family, 131-132

Scandal, and killer question, 213

Self-awareness, and emotional
intelligence, 22-24

Self-confidence, development of,
93-112

Self-regulation, and emotional
intelligence, 22-24

Selling gestures, 266-267

Senior managers, as stakeholders, 52

Sensory systems, and language, 137-152,
246-257

Sentence length, and good writing, 61

Seven steps, for successful outcome,
77-91

Shakespeare, W., 151-152, 245

Signature rhythm, 130

Similes, use of, 245-248

Social skills, and emotional intelligence,
22-24

St. George’s Concert Hall, 207-208

Staff, as stakeholders, 52

Stakeholders, 51-52

Steps, for rapid rapnois; 130

T

Tai Chi posture, 263-264

Tecfosd Gtore (example), 239-240

Tellir.y gestures, 267

Ter. Commandments, 63

‘Thank-you letters, 207-208

thatcher, M., 107

The National Trust, 117

Theater example, and =mc framework,
55-56

“Think, Feel, Do” formula, 19-21

Thinking: filters and, 183—191; imprecise
language and, 182-183

“3S Principles,” of presentation
language, 271

Timing, and decision making, 216-226

The Tipping Point (Gladwell), 24

“Touching the earth” posture,
263-264

“Toward or away from” metaprogram,
196197, 254-255

Travis, P., 157-158

U

Uncertainty, and outcomes, 89

Understanding, acceptance, action, as
elements of influence, 5

University of Monterrey (UDEM),
87-88

Unmet needs, 56
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Ury, J., 160
U.S. Council on Foundations, 3—4

\Y%

Values, and influence techniques, 8

Vantage Point (film), 157-158

Verbs, and good writing, 62

Viesca, B., 87-88

Viral marketing, 2

Virtual mentors technique, 106—110

Vision, and =mc framework, 54—57

Visual language, 247-248

Visual sensory system, 139, 141-152,
253-254

Vocabulary, and good writing,
59-61

Voice: as communication channel,
120-122; matching of, 126-128, 132
Volunteers, as stakeholders, 52

W

Walk, Stop, Talk (WST), as movement
principle, 265

WaterforLife (example), 166—169

Website, 235

Women’s Cancer Run (example), 80-82

Word choice, and good writing, 59-61

Words, as communication channel,
120-122

World Vision, 41-42

Writing, for fundraising influence,

49-52,58-63
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