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This short eBook has one purpose. To help you fully realize that:

Thirty years of research demonstrates that all buying decisions are made
unconsciously. To sell more you must sell, market and advertise to your

prospectods and clientds unconsci oulp

| f ryeouldi ke most peomwbnderedyoudve probably

T What causes customers to pick one product or service over another...even
when they appear the same?

T  What causes employers to pick one candidate over another...even though
the one hired may be less skilled?

T What causes some people to get almost everyone to follow them and
others canodot Ilgowwt anyone to f ol

The reality is that you may have encountered these very same situations not

because your product or service is less appealing than others, but because
youdbve not been s e lwhyitheigbrain buysp Researcheprovesm t h e
that people buy unconsciously before rationally 7 and yet people are still
completely unaware of why they decide on one person, product or service over

another.

The truth is this: Your unconscious mind buys, and your conscious analytical
mind then rationalizes your decision (and returns what you bought).

As youdre reading t hmakeuagnbte df how snang &f these e b o @

persuasion mistakes you have made in the past and commit to making things
different in your future. Your bank account will be glad you did.

I f youdbre a selling, mar keting and/or ad
more, then itbés vital you understand what
Consider this, the only thing you will ever be paid for is your ability to persuade

and influence others. Therefore, itds wvit
consider all the ways you can apply what

never fully realized just how little they know about persuasion and influence until
they go through this eBook, listen to the podcasts and watch the videos on my
website and then attend the live Zero Effort Selling® program or invest in the
audio program.

NeuroPersuasion®i s a new f liteeallydhe arairdpsychology of what

causes people to buy -ornot. Itbs t he neur ol ogi c apgeoplway r
decide on one product over another, why people do some things and not others

and how people make their decisionsand donét even know what
to do so.
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NeuroPersuasion® is a synthesis of Neuro Linguistic Programming (NLP), neuro

science and clinical hypnotic language patterns (yes, you read thatright),and it & s

starting to generate a huge buzz across every industry and every business

sector. After you read all the way through this eBook, y ou o6l | unAhdr st an
if youodre | ike mosti omadplaen,d dlhleirrwng s r, o fye
itds 1 mporoleanmord. or you

NeuroPersuasion®l|s Your Key To
Unlocking The Brain To Move People
To Action!
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In traditional sales, hiring and leadership you have been told ... "follow the proven
sales formula (training), interview well to get the job and lead with authority.” Yet,
even when you seemingly do everything right, time and time a g a i s10ften with 6
less than dazzling results.

Until now...

Years of behavioral research -- such as NLP (Neuro Linguistic Programming),
Hypnosis (Clinical Hypnotic Language Patterns) and Neuro Science -- are all
demonstrating the same thing:

" P e o puhcenssous mind -- not their conscious (analytical) mind -- drives how
they respond to your products/services, your job candidacy and your leadership,
and it ultimately drives how they think, act, respond and buy.




AMost of the deci sisoends oyno uc ormaskcei calese nrodeta sbg

Pouget, Associate Professor of brain and cognitive sciences, University of
Rochester

People really d o nkinaw why they do and buy what they do, which is why
traditional selling almost always falls short. Candidly, people will tell you why they
think they buy, hire or follow, and research demonstrates that, in reality, they truly
have no clue about it all.

When a decision i s made, I t,@rd théni anatyzed
rationally. Htepeopl® exronecisty halievertbas their decision was
rationally made, when in effect, it was first decided by the already established
unconscious filters i beliefs and values.

Below you 61l | f i bighestt nhistakest that most people make when
attempting to persuade others to buy, hire or follow, and when you understand
these ten and then apply this information, your sales and influence will skyrocket!

Read on to discover how these ten fundamentals can help you easily convert
more prospects to customers, get hiring managers to say yes to you and get
people to follow you easier than ever before.
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The Ten Biggest Persuasion Mistakes

That Most Selling Professionals Make

Selling/Persuasion Mistake #1

Confusing Communication Skills and Persuasion
Skills. They are not the Asameo

Time and time again, l[runacr oss peopl e who tadfltheaykeed hey 6 \
to know about persuasion because theyodve
under the sun and they have fgreat communication skills.0

Wrong!

Communication skills and persuasion skills are in the same family and they do
not deliver the same punch.

Communication skills generally and sometimes elegantly convey an idea or
concept to people.

Persuasion skills are the fitroo behind the communication skills because they
are designed to lead people to a belief or action, not to just simply convey an
idea.
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Communication skills move the analytical conscious mind (features and benefits),
and persuasion skills move the nonanalytical unconscious mind, which is the part
of the brain that makes all decisions before the conscious mind is even aware
that a decision needs to be made.

You can use all the fancy language in the world and you can present every fact,
figure, number, statistic, reason, feature and benefit as to why people should
act/buy, but until you can influence what unconsciously drives people, your
efforts will be in vain.

Communication (words) moves the conscious left brain to think and analyze;
persuasion and influence (imagery and unconscious filters) move the
unconscious right brain to act.

Action key: Start thinking in a new way. Start thinking in terms of unconscious
persuasion and influence, not analytical selling. The unconscious mind is the

Obuyletrbsd the seat olft 6dse cwhsa to nr ersaeka rnogher s

b r a iWihen ¢ou move the unconscious mind, you then influence the analytical
mind to say yes. Decision first starts unconsciously. Buying starts with desire,
and desire is unconsciously driven up to 95% of the time.

All buying decisions are made unconsciously. To sell more you must sell,
marketandadver ti se to your prospectods and
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Selling/Persuasion Mistake #2

Selling to the Wrong Side of the Brain: Left Brain - vs i
Right Brain. The Left Brain Analyzes, the Right Brain Buys

The left side of your brain is the seat of your conscious mindanditb s r esponsi

for only 5% of your mental activity. Its job is to analyze and rationalize

informati on, and itos t andwilspewet. It mever bsiyis o r t

anything, it just thinks about buying 7 the unconscious mind buys (and the
analytical conscious mind takes all the credit.)

The right side of your brain is the seat of your unconscious mind and it6 s
responsible for 95% of your mental activity. Its job is to execute the commands of
the analytical mind. It cannot think, exercise will power or judge. It simply takes
what 6s gi v e ntstupon that infoamatbn ii ttue a@r not . |t
long term memory and it directs your left brain to make all decisions on previous
long term decisions already held in the mind (beliefs and values).

The truth is this. You always buy unconsciously first because your conscious
decisions must be filtered through your unconscious believes, values, identity
and neurological paradigms.
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Left brain is analytics - linear 1 facts, figures, numbers, statistics, features and
benefits. | t 6 s al | ttraditional bales tpimingttelaches you to sell and all
the things that people do not buy.

Right brain is non-analytical i non-linear T imagery, emotions, feelings, colors,
sense, long term memory, beliefs, values and identity and it manages all
biological functions. Everything you have ever smelled, heard, seen, tasted, felt
and thought is stored in the memory banks of your unconscious mind and these
memories factor into every decision you make.

All decisions are first conditioned by your analytical mind and then held by the
right brain/unconscious mind - and then filtered back through to the analytical
mind for a seemingly conscious decision on matters. You think you analyze and
make decisions. You dondét, ampattsnei ther do

For example: If you love chocolate, and someone put it in front of you, would you
askyours el f, AHmMmmMm, would | eat toddydHaeell lzadie t 0 (
before? What do | think of chocolate?0

Nope, that decision has already been made long ago and it& held in your
unconsci ous -tam memorg Sd ifosangeone was to put chocolate in
front of you, your decision to eat it or not was already made before it was ever
put in front of you!

In other words, you already made the decision about wh et her or not vy
chocolate well before you were presented with the opportunity to eat chocolate.

The same goes for your clients and people you want to persuade. They have
made most of their decisions long before they met you (even thoughthey donodt
consciously know it.)

The left brain (analytical mind) does not buy. People do not buy facts, figures,
number, statistics, features and benefits, like | said above, t h a t Gasalyse.| |
People buy their feelings, identity, values, neurological paradigms and
imagination, and it really goes deeper than that. People buy what they feel and
what they feel is determined by the next section below.

| f youdre the kind of p e ansl bemefity; then yuwsweddv t o
been selling to the wrong side of the brain T and yet over 90% of all sales people
have only been taught to sell features and benefits.

Features and benefits are 5% of the whole proposition to the mind. Yet, most

people only sell features and benefits. When you stop doing this and start doing

what youbdbre about to discover, youoll mo
easier.




As you now realize, if you want to start selling more, then you must sell to the
right brain, and you must sell in the language of that side of the brain - which is
imagery.

Action Key: Start selling to the right side of the brain. Continue to the next
section to discover how.

All buying decisions are made unconsciously. To sell more you must sell,
marketandadver t i se t o your pr owpoasciowssriggersd c |l i €
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Selling/Persuasion Mistake #3

Not Exciting and Engaging the Imagination

For years, and in almost every sales training course, selling professionals are
taught that people first buy on emotion and then rationalize their decision. But in
all the high pr prababty takeh, Aacsvsnany of yhenuhawe eéaught

you what drives your customerds emotions?7
engage the emotions because they are the hot buttons that move people, right?

| magine this. Wh a t i f many things youdve
Wh a 't i f youdve bwaey tthhdtd rnealslel | daensnodt
decide to buy? Wh a't I f al |l t he book stolmavednisiede mi n a
you and they are actually costing you sales? T h a't woul d betithad,
Well, unfortunately, this is what has happened t o you, andsalest 6s ¢
and income. You have been misinformed, until now.




Researchers have discoveredthat t he dAreptilian brainodo is|itht

buys. ltés the part of the brain tfigatt han|pl e
or flight, survival, etc. It is not engaged by left brain analytics (facts, figures,
numbers, statistics, features and benefits). | t 6s moved by i magery. I

the imagination and imagination moves the emotions, and then emotions move
analytical thinking.

Imagery is fundamental in the development of humans. Even cave dwellers were
communicating in images 100,000 year s ago . ltés a pri mal un
your brain works.

The brain does not buy features and benefits. It buys what moves the emotional
mind, and the emotional mind is driven by imagination.

Imagination is the single greatest weapon you have in influence. Think back to
figures in history |ike Martin Luther Kilhg.
minds. He moved their imaginations!

To be candid, we like shiny things. Humans are dazzled by things that tantalize
their imagination.

The unconscious mind does not know the difference between real and imagined,
and the more you have someone imagine something, the more real their brain
thinks that it is and the more their brain is likely to respond.

Action Key: Apply The Law of Dominant Effect. The law is this i the more
people imagine something, the more likely it is to be realized. Imagination rules
and dominates the analytical mind. Imagination buys!

All buying decisions are made unconsciously. To sell more you must sell,
marketandadver t i se to your prospectos and clignt
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Selling/Persuasion Mistake #4

Failing to Realize that the Unconscious Mind Can Only Think
and Communicate in Literal Positives

Whatever you do, I dondt want you to thin
ani mal you winagine a bip@at eleghannright in front of you.

Now, what animal are you thinking about first? Yep, an elephant. Why, because
your unconscious mind cannot think in negatives i only literal positives.

Whatever suggestion you plant, negative or positive will be read by the
unconscious mind as a literal positive. So, when you teldl peop
them to think aboutc er t ai n t hi n dydellingyhenu to thiek alaoatthata I
very thing.

IfIsaidtoyou, fAddin 6t worry about the economy. 0
| 6lmerally (unconsciously) telling you to worry about the economy because you
first have to think abtowaorryabbuasoyoud Idlo nkdrt o w awht

not to worry about.

Every word you speak is a suggestion and the subject of suggestion will be the
one received by the unconscious mind.
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Also, the more you try to get people to focus on one thing over another just
keeps that other thing (thaty ou donodt wa nt JThe imare youhtaki r
about your competition (and how you can beat their prices,) the more you keep

mi

your competition in the forefront of your

The unconscious mind takes what is suggested. People often suggest what they
dondot want p,aherpby planting a sudgestiok that is the reverse of
what they actually want.

For example, recently a friend was making investments and it required her to
send a large amount of money to a company she has never worked with. |
referred the company, a n d cbndphately comfortable with them. The broker said

t o hDeorn,60ti lwerady,ze you dond6t know us, but

years.0(He planted the suggestion for her to worry.)

That single (and short)| i ne pl anted fear in her mind.

called me for decision reinforcement, and she finally bought, but that one line

scared her . Be careful of wha't you fdplaant.

suggestion to the unconscious, and each suggestion moves people closer to you
or away from you.

Herebs an example of a positive intent.i

I saw this ad in an airline magazine
experience, dineat X2Y Rest aur ant . 0O

0

on

an

The mind cannot think in negatiabéeoand
negative, because it cannot see the intended posi

first thinking of forgettable.

What the unconscious mind really saw wa s fi F dyrforgettable experience,
dine at XZY Restaurant. o

Anot her great example is the 911 phrase,
plants the suggestiontoforget. The f ocus of 't hat Fosietmbdeenc e

more effective it should be wordedint he positi ve, AWe wil |

The actual first sentences plants the suggestion to forget, the latter plants the
suggestion to remember.

How about this...
| recentysaswa FEDEX Kinkods banner promoting

bol d | et t er ,maidybhaysthpnk, ta bannehyaat is not going to be hard
to come by. o
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| have another suggestion: i Despi t e what many may t hink,
easy for you to come by. 0

The first is a negative assertion; the second is a positive assertion. The mind can
only think iIn positives. 't reads the fir
hard to come by. o

Action Key: The unconscious mind can only think in literal positives. Your mind

cannot unconsciously think in negatives. Always speak your words in the

positive. T e | | people what you do walvays affmot wh
does oveWhdongobs. use the word donodt , youbo
youd o wéatnt t hem t o exdited aboDtdNeutoPersgasian®!

All buying decisions are made unconsciously. To sell more you must sell,
marketandadver t i se to your prospectodos and cl i €
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Selling/Persuasion Mistake #5

Not Controlling/Directing the Interaction

In traditional sales training,y oub6ve heard thatiAisomevre yge t
sol d. o
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