People don’t buy on logic; they buy on emotion, and
then justify their decision with logic. The logical mind
is analytical by nature, so the more information you
give it the more information it wants to know.
In consequence, if you get your prospect to a high
level of logical certainty, they’ll say, “It sounds great,
let me think about it . . .” or “Let me do a bit more
research and I’ll call you back.”
However, if you skip making the logical case and
focus strictly on creating emotional certainty, it won’t
do the trick either, because the logical mind serves as
a human bullshit detector.
Logical certainty is based primarily on the words you say.
Does the idea or thesis that you’ve presented to them
make sense?

Logical Certainty

Does your product or service truly fill their needs? Is
it priced fairly when compared to the competition?
Does the cost-benefit ratio make it an unequivocally great deal?
Emotional certainty is based on a gut feeling that something must be good.
People buy from who they like and trust

Why people buy

Emotional Certainty

Emotional certainty has to do with painting your
prospect a picture of the future where they’ve bought
your product and can see themselves using the
product and feeling good as a result of it. (future
pacing)

The Straight Line Selling System

The Straight Line System is as much about becoming
an expert listener as an expert talker.
There are
four telltale
signs that
will alert you
to the fact
that you’re
having your
time wasted
by a lookieloo:

1. Identify the lookie-loos and
the mistakes and remove them
from your sales funnel as
quickly as possible.

1. They tend to ask lots of questions that they seem
to already know the answers to.
2. They make it a point to kick the tires of whatever it
is you’re selling, almost to the point of over-kicking
them.
3. They let out a large number of ooos and aahs and
yups, to reinforce the sense that they’re genuinely
interested.
4. When asked about their finances, they either
become boisterously overconfident or unnecessarily
vague.
First, you’re identifying their needs—and not just their
core need but also any secondary needs or ‘problems’
they might have.
Second, you’re identifying any core beliefs they might
have that could impact the sale, such as not feeling
comfortable working over the phone or with making
quick decisions, and also not trusting salespeople in
general.
Third, you want to find out about any past
experiences they’ve had with similar products, both
good and bad, and how they feel about the
salespeople they bought them from.

Three main goals of
Straight Line prospecting

2. Gather the necessary
intelligence from the
buyers in heat and the
buyers in power, and then
continue moving them
down the Straight Line
towards the close.

With the Straight Line, you need to gather intelligence

Fourth, you want to identify their values—meaning,
what things are most important to them? Are they
looking for growth or income, or do they want to set
themselves up for retirement, or to give their profits
to a certain charity, or a religious institution? It can
even be that the prospect is an action junkie and
they’re in it for the thrills.
Fifth, you want to identify their financial standards,
insofar as what level of wealth and spending ability
they need to have to feel good about themselves.
Sixth, where their pain lies—meaning, what’s keeping
them up at night? What’s that one single financial
worry that sits at the very base of their skull and
weighs them down, like an anchor? “You see, at the
end of the day, it’s knowing your prospect’s pain and,
if necessary, amplifying “that pain; if they’re currently
in denial, that’s going to help you close the tougher
sales.

Prospecting

And seventh, you need to identify where they stand
financially, in terms of how much money they have in
the market right now, how liquid they are, how much
money they typically invest into an idea they like, and
how much they are liquid for overall.
3. Begin the process of turning the buyers in power
into buyers in heat by amplifying their pain.
When you're
properly
engaging in
the process of
Straight Line
prospecting,
you’re doing
each of the
following four
things:

1. You’re sifting through the prospects in your sales
funnel by asking them a series of strategically
prepared questions.
2. You’re using these questions to not only gather
intelligence but also to separate the buyers in heat
and buyers in power from the lookie-loos and the
mistakes.
3. You’re continuing to gather intelligence from the
buyers in heat and buyers in power, while eliminating
the lookie-loos and mistakes from your sales funnel
as quickly as possible.
4. You’re transitioning the buyers in heat and the
buyers in power to the next step in the syntax, so
they can continue their journey down the Straight
Line.
If they don’t think that you’re sharp as a tack, you’re
wasting their time. You must come across as someone
who’s totally on the ball, a born problem-solver who is
definitely worth listening to because you can help
them achieve their goals.
You can accomplish this by demonstrating mental
speed and agility, fast decision-making, and a unique
pace of delivery that immediately impresses the
prospect and builds trust.
1 Sharp as a tack

However, to achieve lasting success, you must
actually become an “expert in your field,” so that you
do, indeed, know what you’re talking about. In other
words, you can’t just talk the talk; you also have to
walk the walk. So while you’re busy “acting as if,”
you’re working at lightning speed to learn everything
there is to know about your industry and the products
you’re selling, so you truly do become an expert.
This sends a subliminal message to your prospect,
telling them that you must have something great to
offer. You must sound upbeat, enthusiastic, and full of
energy, and be a positive influence in their lives.

2 Enthusiastic as hell

Today, I have a strong belief in sales as an honorable
profession, and I’ll only operate in sales situations
where I have an unyielding and passionate belief in
the value of the product or service I’m offering to
prospects.
I need to genuinely believe in that value before I sell
a product or service, and then I’ll describe it
passionately. I also have to have a firm belief in the
company that the product and I represent

There are three
things that you
need to establish
in those first four
seconds of an
encounter, if you
want to be
perceived in just
the right way

I am a highly competent, ultra knowledgeable
professional by coming off as a world-class expert in
my field, right out of the gate. Not only does this
allow me to instantly gain the prospect’s respect, but
it also causes them to defer to me and basically hand
over control of the sale.
I’ll also add value by offering a unique perspective
during the sales conversation, demonstrating
extensive knowledge and understanding of the
market, industry, product, prospect, and competitors.
Remember, the biggest misconception among new
salespeople is that they feel like they have to wait a
certain amount of time until they can brand
themselves as an expert. That’s a load of crap! You
need to be “acting as if” from the very start, while
you educate yourself as fast possible, to close the
knowledge gap.

3 An expert in your field

1 Get to the point quickly
2 Not waste the prospect’s time
3 Have a solution to their problem

The First Four Seconds

4 Be an asset to them over the long-term”

Show Them You’re Worth Listening To

Once the prospect has come to this positive
conclusion about you, their brain will “instantly
extrapolate your value to its logical end, which is: You
can help them achieve their goals, You can help get
them what they want in life.

If you’re perceived the wrong way—that you’re as dull
as dishwater, a disinterested bore, and a stone-cold
novice—then the opposite happens and the prospect
takes control.
My point here is that how you are perceived will carry
through to every part of the sale, but it starts in the
first four seconds. If you screw that up and make a
negative first impression, then you basically have no
chance of closing the deal.
In terms of percentages, tonality and body language
comprise approximately 90 percent of our overall
communication, split evenly down the middle, with
each modality having approximately a 45 percent
impact, depending on which study you buy into (and
there are more of them than you can count). The
remaining 10 percent of communication is comprised
of our words—meaning, the actual words we say as
we verbally communicate.

Way of the Wolf
Jordan Belfort

When a person lays eyes on you for the first time, in
that 1/24th of a second that their judgment indicator
goes up and down, they see your face and how you
move and they make a judgment. In essence, they
rip you apart, process you in their brain, then put you
back together and you are judged.

Body Lauguage

Either you are being judged as a person who is sharp,
on the ball, someone they want to do business with,
or you’re being judged as someone they do not want
to do business with, which is to say: someone who
repels them, someone who they perceive to not be an
expert or to not be sharp or enthusiastic. All those
things that you need to get in tight rapport.
Body language is not going to get you the sale, but
the wrong body language will destroy the opportunity
to make a sale.

It’s your words that move a prospect logically, and it’s
your tonality that moves your prospect emotionally.
This tonality creates
an unconscious
psychological
connection, because
we naturally feel
closer to people who
express a sincere
caring for our wellbeing.

Tonality and Body Language

I care

By phrasing
each of these
three
statements as
questions, back
to back, you
infer what’s
called a
microagreement
.
This is a tonality
you want to use
sparingly, but it’s
incredibly powerful
in gaining
agreement with
your prospect.

Declarative
as a
question

Tonality

Mystery and intrigue
When a person finds
out that something
they desire is in
short supply—or
scarce—it makes
them desire that
something even
more.
Verbal scarcity is used to convey the logic
Tonal scarcity by using a power whisper, which greatly
intensifies the prospect’s sense of scarcity.

Scarcity

Informational scarcity: Even the information itself is
in short supply
Your voice takes a firmer, more definitive tone, with a
power that seems to come right from your solar
plexus, in order to convey your absolute conviction
about whatever you happen to currently be saying.
Ten core influencing tonalities

This is a calm, smooth, confident, low-pressure tone
that implies that what you’re currently saying to the
prospect is coming directly from your heart, and that
you’re being absolutely sincere with them at the
highest possible level.

Absolute certainty

This is a calm, smooth, confident, low-pressure tone
that implies that what you’re currently saying to the
prospect is coming directly from your heart, and that
you’re being absolutely sincere with them at the
highest possible level.

Utter certainty

"If you have sixty seconds, I’d like to share an idea
with you. You got a minute?”
Those last three words—“got a minute?”—are when
you apply the reasonable man tone, which entails you
raising your voice up at the end of the sentence,III to
imply the reasonableness of your statement.
In essence, when you use the reasonable man tone,
the extra words your prospect hears are “I’m
reasonable, you’re reasonable, and this is a very
reasonable request!”

The reasonable man

Hypothetical, money-aside

In essence, you’ve made the whole thing an academic
exercise, which totally disarms them—allowing you to
continue the process of increasing their level of
certainty for the Three Tens, through the process of
looping.

If you’re in finance, for example, you might say,
“Now, John, you’ll make money with this, but more
importantly, what I can do for you over the long term
in the way of new issues and arbitrage plays . . .

Implied obviousness

In essence, this is a tonality that you want to use
when you’re asking questions that are designed to
uncover your prospect’s primary and secondary pain
points and, if necessary, amplify them.
You see, if you try to do that while using an
aggressive or unsympathetic tonality, then you will
instantly break rapport with the prospect, and there’s
an excellent possibility that they will end up despising
you.

I feel your pain
Your success is still going to be contingent on your
ability to trigger a key emotional state within yourself
as you’re about to enter the sales encounter, and then
maintain that state to the very end.
We refer to this process as state management, and it’s
one of the most important elements in achieving
success.
Certainty

In terms of achieving success in sales, there are four key
states that you need to learn how to trigger at will within
state management. We call them the four Cs

Clarity
Confidence
Courage

1: Choose a state

Set an intention for
the emotional state
you want to anchor.
This will always be a
conscious decision,
based on the
circumstances that
you’re about to face,
not what you’re
currently facing.
This is where you
close your eyes
and go back to a
moment in your
life when you
were feeling it

2: Choose your focus

Five basic steps to NLP anchoring.

This is where you’re
going to change your
physiology to match
the exact physiology
of the state that
you’re trying to
anchor.

3: Choose your physiology

This step involves
using your five
sensory modalities.
Visual, Auditory,
Kinesthetic,
Gustatory,
Olfactory

4. Intensify your state

5: Set your anchor

What this entails is taking the intense state that
you’ve just created and linking it to a word or mantra,
or to some external sound or sharp feeling, like
clapping your hands and screaming the word “yes”—
which was when the entire process had begun to
break down for me. (Essential Oil)
Being seen as powerful means being perceived as
able to affect the world around us, whether through
influence on or authority over others, large amounts
of money, expertise, intelligence, sheer physical
strength, or high social status. We look for clues of
power in someone’s appearance, in others’ reaction to
this person, and, most of all, in the person’s body
language.

Power

Warmth, simply put, is goodwill toward others.
Warmth tells us whether or not people will want to
use whatever power they have in our favor. Being
seen as warm means being perceived as any of the
following: benevolent, altruistic, caring, or willing to
impact our world in a positive way

State + Charisma

The Core Elements

Warmth

The ability to be fully present makes you stand out
from the crowd; it makes you memorable. When
you’re fully present, even a five-minute conversation
can create a “wow” effect, as well as an emotional
connection.
Not only can the lack of presence be visible, it can
also be perceived as inauthentic, which has even
worse emotional consequences.

Presence

Presence is a learnable skill

Physical Discomfort

The Charisma Myth
By Olivia Fox Cabane

Mental Discomfort

Any physical discomfort that affects your visible,
external state—your body language—even slightly
may affect how charismatic you are perceived to be
Though it originates entirely in the mind,
psychological discomfort can play out through our
bodies as well as through our minds. It affects both
how we feel and how we’re perceived. Mental
discomfort can result from anxiety, dissatisfaction,
self-criticism, or self-doubt, all of which are forms of
internal negativity, and each of which can handicap
our personal charisma potential.
The very act of comparing and evaluating hinders our
ability to be fully present.

Dissatisfaction Caused by Comparison

Self-Criticism

Whenever we have an experience, we tend to
compare it to our past experiences, to others’
experiences, or to our ideal image of what the
experience should be.

When our internal voice starts criticizing us, lashing
out, it can feel like we’re under attack. Our brain
doesn’t distinguish between imagination and reality,
these internal attacks are perceived by our mind just
as a real.
Self-doubt, simply put, is lack of confidence in our
own ability to achieve something: we doubt our
capacity to do it or our capacity to learn how to do it.
Worse, it is the fear that there is something essential
that we lack, something necessary but unattainable,
and that we are just not good enough.

Obstacles

Self-Doubt

Knowing how to handle the impostor syndrome and
the inner critic is essential to unleashing your
charisma potential.

Step One: Destigmatize Discomfort
Overcoming the Obstacles

Step Two: Neutralize Negativity

Destigmatizing an experience means reducing its
power simply by understanding that it’s normal,
common, and nothing to be anxious about or
ashamed of. Feeling internal discomfort and negativity
is a natural part of life. Everyone experiences it.
The best way to do this is to realize that your
thoughts aren’t necessarily accurate at all.

Step Three: Rewrite Reality

Charisma

Hold eye contact longer than is comfortable.

Getting Comfortable with Discomfort

Experiment with personal space. Move closer to
people than you usually would in an elevator, for
instance.
Hold the elevator door open for everyone entering,
and then get in last.
Strike up a conversation with a complete stranger.

Firstly, when we speak of charisma, as it relates to
sales, we’re talking about that special charm or
appeal that certain salespeople seem to possess that
allows them to effortlessly slide into rapport with
“their prospects. It’s an attractive force that’s almost
magnetic in nature, and its impact can be felt in a
matter of seconds.
The power of charisma is so vital to a salesperson’s
success that it’s almost impossible to find even a
single top producer who doesn’t possess it in massive
quantities.
Not only is charisma an entirely learnable skill but it
also possesses that highly coveted Good Enough
Factor—meaning, all you have to do is become
reasonably proficient and you’ll start seeing the
benefits straightaway.

The effective use of tonality

Body language

You sound so good when you speak that you keep
people hanging on your every word as opposed to
them tuning out, or dividing their attention among
other people in the room.

You’re being hypervigilant about applying all ten body
language principles, with a heavy emphasis on active
listening, to communicate an extraordinary level of
attentiveness and empathy.

Jordan's three elements of Charisma

Not saying anything stupid

A salesperson is saying intelligent things for the first
four or five minutes of the encounter and is in
complete control of the sale. Then, things start to
drag on a bit, and the salesperson begins running out
of intelligent things to say and suddenly—bam!—the
stupid shit starts flowing out of their mouth.

