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Modules of the Programme 
 
There are five modules of this programme today. Each module will focus on 
answering two questions. 
 

• The Att i tude of Influence 
 
What is the smartest way to think about the process of influence? 
What attitude is necessary in order for you to win people over and get them to 
say yes? 
 

• The Psychology of Influence 
 
How do people change their minds? 
What do you need to know psychologically speaking to be at your persuasive 
best? 
 

• The Language of Influence 
 
What are the most important words you need to know and use in order to 
influence? 
How can you best present a message so that it hits home? 
 

• The Business of Influence 
 
How can you build your brand and ensure your company is as appealing as 
possible? 
What can you do in order to make people want to do business with you? 
 

• The Economics of Influence 
 
What does behavioural economics tell us about how we make decisions?  
What do you need to know in order to get people to make decisions that you 
want them to make? 
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What is Influence? 
 
Influence is all about a subtle use of interpersonal tactics and social skills for 
the purposes of changing the behaviour, attitudes and beliefs of others.  The 
purpose is to gain voluntary support, commitment and agreement from 
others. 
 
The person who wishes to exert influence acts in a deliberate, purposeful and 
conscious manner.  His/her ‘targets’, however, may not be conscious of the 
influence attempt, due to the fact that it is usually subtle and it happens 
informally, often in the course of ordinary conversation and perhaps over a 
long period of time.  It is in this major respect that influencing differs from 
negotiation. It differs also in relation to the nature of the outcome.   
 
Negotiation involves up front give and take.  Nothing is conceded unless 
something is gained in return.  In contrast, a successful influence attempt 
doesn’t necessarily contain both give and take.  It may simply involve giving.  
A person may manage to influence change in another by being very 
persuasive and convincing.  The person gives nothing directly away, but the 
other party or target concedes or gives through a willingness to change 
something or do something differently. 
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It’s a good idea to think about the interaction strategically. By preparing for 
the various reactions you might get from the person, you put yourself in a 
good position to handle whatever happens in the best possible way. This 
means being able to feel well able to handle any situation that may arise. 
Since you can predict how they might react you can be prepared for this 
eventuality. For example, try asking these questions before meeting the other 
person:  
 

• How do you think about the interaction at present? 
 

• How do you feel about the interaction at present? 
 

• How would you deal with the interaction if the other person didn’t 
respond as well as you wanted them to? 

 
• How would you feel about the interaction if the other person didn’t 

respond well to you? 
 

• What is the most useful way to think about the interaction right now? 
 

• What is the most useful way to feel about the interaction right now? 
 

• What is the most useful way to think about a client who reacts badly to 
you? 

 
• What is the most useful way to feel about the interaction if it doesn’t go 

how it’s supposed to go? 
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The Source of a Message is who is delivering the message. In this case, it 
will be you so you have to do your best to present and position yourself in the 
best possible way for those you care to influence. In this case, source also 
refers to how you manage your own emotional state. 
 
 
The Message itself involves two main issues. What you want them to know 
and how you want them to feel. The message and feeling are equally 
important because the emotion will affect whether or not they 'get' the 
message and will determine whether or not they will act accordingly. 
 
 
The Audience is who you are speaking with. It is important to be aware of 
how they are thinking and feeling, what their needs and expectations are so 
you can best get through to them. 
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Source 
 
7 Pillars Checklist 
 
1. Trustable 
 
 Can they trust you? Do you walk your talk? 
 
2. Likeable 
 
 Are you building rapport with them and being as likeable as possible? 
 
3.  Similar 
 
 Are you demonstrating that you understand where they are coming 
 from? 
 
4.  Expert 
 
 Do you know what you are talking about? 
 
5.  Confident 
 
 Do you come across confident in what you are saying? 
 
6.  Engaging 
 
 Are you explaining things in a simple, engaging and relevant way for 
 them? 
 
7.  Open Agenda 
 
 Are you open with them about what you are looking to achieve also. 
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Message 
 
How do you make the message as logical as possible? 
 
What is your argument? 
 
What evidence do you have? 
 
What is the oppositions argument? 
 
What evidence will they point to? 
 
How can you argue against this? 
 
What language skills can you use? 
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How do you make them feel about the message? 
 
 
7 Ways of Impacting their Feelings 
 
 
1.  Your Emotional State 
 
How you feel will impact how they feel 
 
2.  Create Rapport 
 
How you get on with them will influence how they feel in general 
 
3.  Ask Questions 
 
The questions you ask focus them on things that will make them feel... 
 
4.  Compliment and praise 
 
For most people tell them genuinely something nice and they will feel good 
 
5.      Tell Stories 
 
Stories are designed to produce emotion. They are extremely powerful as an 
influence tool. 
 
6.     Use Humour 
      
Using Humour at the right time can be of enormous help to change how the 
other person feels 
 
7. Use Gesture Anchors 
 
Use gesture anchors to associate the feelings that you want with what you 
want them to associate to 
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Rapport, Pacing & Leading  
 
Rapport works because people like people who are like themselves. When 
you match and pace a person unconsciously, it allows you create a subtle 
connection through which you can lead them in to different states. This is the 
notion of pacing and leading. 
 
Pacing is the accurate and on-going matching  or mirroring  of your external 
behavior or language with another persons’ external behavior, language or 
experience. By matching your breathing or body posture or by using the same 
key words or predicates that another person uses, you get to develop a 
strong bond / relationship with that person.  
 
Leading is when you have paced a person successfully, you begin to change 
your behavior and they begin to follow you. So, for example, at a very basic 
level, if someone has the arms folded and you fold your arms and then after a 
few seconds you unfold your arms and they follow then you have pace and 
lead that behavior. 
 
Different Examples: 
 
Breathing: Adjust your breathing patterns to match that of another. 
 
Body Matching: You can mirror another’s posture directly, indirectly, partly 
or match one part of your behavior to a different part of theirs (breathing to 
tonality). 
 
Vocal Qualit ies: Match shifts in tonality, volume, intonation patterns, etc.. 
 
Verbal: You can match the other persons sequential use of representational, 
spatial and temporal predicates. 
 
Facial Expressions: You can pay attention to the facial expression a 
person uses and use them back subtly. 
 
Gestures: Matching a persons body gestures in a way that is respectful and 
elegant 
 
Repetit ive Phrasing: Use the repeated phrases another likes to use back 
to them. 
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Audience 
 
The Audience is who you are speaking with. It is important to be aware of 
how they are thinking and feeling, what their needs and expectations are so 
you can best get through to them. 
 
When considering your Audience, ask yourself the following questions: 
 

• What kind of personality profile are they? 
 

• What kind of motivational style do they seem to have? 
 

• What are they thinking beforehand? 
 

• What do they think about you? 
 

• What do they think about themselves in their work role? 
 

• How do they feel about having this conversation? 
 

• How do they feel about the issue discussed? 
 

• How do you want them to feel about you? 
 

• How do you want them to feel about the conversation? 
 

• How do you want them to feel about themselves? 
 

• How do you want them to feel about the issue? 
 

• How do you want them to think differently? 
 

• What do you want them to believe afterward? 
 

• What do you want them to do afterward? 
 

• What do you want them to feel about doing it? 
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Language Skills  
 
Being Artful ly Vague 
 
The more vague you are the more chance you have of being accurate of 
relating to a persons word. When you can practise being artfully vague and 
use expressions and words which don’t leave much room for error then 
others will feel like you understand them more even when you don’t. For 
example, check out the astrology columns in the paper and look at the kind of 
words they use to ensure the paragraphs could relate to anybody. 
 
Truisms 
 
Truisms are true statements or comments that are accepted automatically by 
another person as being accurate. They are often common sense facts that 
you can use to build credibility. They are known as ‘Yes yes sets’ in Sales. 
You use a few truisms in a row and link them together using a conjunction 
(and, as, while, because) and you then link all the true statements with what 
you want to persuade them of. It is because the person is used to you stating 
facts that they are more likely to believe your non true suggestion. 
 
BUT 
 
The word but has a powerful impact in getting the other person to take their 
attention away from what comes before but and focus it on what comes after 
but. 
 
YET 
 
Yet is a great word that turns any limitation into a possibility when it is added 
at the end of a sentence. 
 
BECAUSE 
 
Because creates the effect in a persons mind that there is evidence that 
supports the premise suggested before the word Because. When you use 
because even without credible influence it still can have a powerful impact. 
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Presupposit ions 
 
Basically presuppositions are one of the most important parts of mastering 
language. Presuppositions are created when you presuppose certain things 
to be true inside of a sentence. All sentences rely on you presupposing 
certain things as being true so all sentences have presuppositions in them. If I 
say “I hate the big egg you have in your garden.’ It presupposes that I exist, 
you exist, an egg exists, eggs can be big, big eggs can be hated, a garden 
exists, I have the ability to hate, you have the ability to have things, you have 
a garden, you have a big egg and big eggs can exist in gardens. When you 
use a number of truisms followed by stacked presuppositions, you will find 
you language will have a powerful impact on those you communicate it. 
 
1) TIME PRESUPPOSITIONS BEFORE, DURING, AFTER, WHILE, 
BEGIN, END, START, CONTINUE, STOP  
Before you enjoy the wonderful experience during the amazing seminar, I 
want to get ready. As you begin to enjoyably relax, I want you to continue to 
feel more comfortable. 
 
2) ‘OR’ 
Will you pay by cash OR credit card? Will you change now OR in a minute? 
 
3) COMMENTARY WORDS 
FORTUNATELY, LUCKILY, HAPPILY, OBVIOUSLY 
Happily, the ease of this skill lets you be effective immediately because 
luckily, when you practice you get better. 
 
4) DESCRIPTIVE PRESUPPOSITIONS 
HOW EASILY, HOW QUICKLY, HOW SUCCESSFULLY, HOW 
WONDERFULLY, HOW BIG, HOW NICE 
How quickly will you change? How easy will this be? How big is your house? 
 
5) AWARENESS PRESUPPOSITIONS 
REALISE, BECOME AWARE, NOTICE, LEARN, DISCOVER 
I don’t know if you realize how you use all of this naturally anyhow. Have you 
become aware of the feelings of relaxation? 
 
6) ORDER PRESUPPOSITIONS 
FIRST, SECOND, LAST 
The first important understanding that you got will be the last thing on your 
mind when you learn about the second secret to success. 
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So here is an example of all the patterns stacked in one big sentence: 
 
You are attending this course and interested in improving your skills and 
reading the guide for any help it can be to you and before you enjoy 
mastering the use of presuppositions in language, I’m curious to know 
whether or not it will take an extremely short amount of time or be wonderfully 
fun as you do it quickly because as you begin to find yourself using each 
language pattern elegantly I want you to realize and notice how easy it is and 
how successfully you are using each pattern brilliantly. Fortunately the first 
part of mastering presuppositions was to become aware of them and the last 
thing you need to know is how much more you can discover ways to use 
them when you practice. 
 
 
The 12 Most Persuasive Words 
 
A study in Yale suggested the following 12 words tend to be the most 
persuasive in the English language. 
 
1.    You 

 
2.    Easy 

 
3.    New 

 
4.    Save 

 
5.    Free 

 
6.    Help 

 
7.    Money 

 
8.    Results 

 
9.    Love 

 
10.  Proven 

 
11.   Discovery 

 
12.   Guarantee 
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Influence  
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Business Influence is about understanding how to influence the following 
people: 
 
Influence the cl ient or customer 
 
Influence your team 
 
Influence your peers 
 
Influence up 
 
Influence an audience 
 
Influence other business partners 
 
 
The 3 things to pay attention to: 
 
1) Ego 
 
2) Politics 
 
3) Relationships 
 
 
The fundamentals of effective business communication: 
 
1) Be clear over your message 
 
2) Eliminate all corporate jargon 
 
3) Understand the receivers needs, goals, fears, relationships 
 
4) Identify how your message is related to what they want or need 
 
5) Present your message with this in mind 
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Business Charisma 
   
Charisma is the ability to be more authentically and fully yourself and to 
express that self in an engaging and entertaining way to others. A good way 
to help you do so is to answer the following questions: 
 
  How are you better than everyone else? 
 
  How are you different to everyone else? 
 
  What is the personality of your brand/product/service? 
 
Being different and better than everyone else are different questions. While 
better is about competitive advantage, different is important in digging deep 
into what gives your business a personality. Not just the values it stands for 
but the specific and unique qualities that makes it stand out. The more clearly 
you refine the answers to these three questions, the more likely it will be that 
you will shine in the marketplace. 
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Psychological Factors of Influence 

There are a number of psychological principles that can help you to 
understand how another person will respond to the message you present to 
them. Robert Cialdini is a well-known researcher who classified six principles 
of persuasion. Understanding these principles can help you to improve how 
you influence others. 

1. Commitment 
When you commit to something it’s much easier to be persuaded to keep with 
that commitment. The ‘foot-in-the-door phenomenon’, as it’s called, is where 
we’re more likely to be persuaded by someone to do something big once 
they’ve got us to do something small. 

2. Reciprocation 
When someone does something for you, you’re much more likely to feel 
obliged to do something for them. 

3. Liking 
When you like someone they’re more likely to persuade you. We’ve already 
examined this as one of the seven pillars of a persuasive person. 

4. Authority 
When you respect someone for knowing more about something than you 
they’re much more likely to persuade you. This is similar to the pillar of 
expertise, discussed as a quality of the most persuasive you. 

5. Scarcity 
When it’s really hard to get something, you want it that much more. 

6. Social proof 
You’re more likely to conform to some kind of influence if others have 
conformed first. The ‘bandwagon effect’ is a well-documented form of 
groupthink in behavioural science and has many applications. The general 
rule is that conduct or beliefs spread among people, as fads and trends 
clearly do, with ‘the probability of any individual adopting it increasing with the 
proportion who have already done so.’ 
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The Economics of 

Influence 
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The 2 Systems of Thinking 
 
In order to understand behavioural economics, one of the most important 
things to understand is how our minds work in the way we process the world. 
 
We can see the brain as being made up of two systems of thinking: 
 
System One & System Two 
 
System One is automatic, intuitive, fast, computational. It is the system that 
exerts the least effort and that we use the most. We judge things instantly and 
form impressions of what is happening in the world through short cuts or 
heuristics that simplify the world around us. We process a sum like 1 + 1 = 2 
or 4 X 6 = 24 using this system. 
 
System Two is deliberate, slow and requires effort. It is the system that 
uses a lot of energy and effort as we try to analyse situations critically. We 
spend time thinking as reasonably and rationally as possible and concentrate 
hard on it. We process a sum like 347 X 879 using this system. It requires us 
to use great energy to think. 
 
System One is used the vast majority of the time. It’s strengths are it’s speed 
and it’s ease. It’s weaknesses are the impact of emotion on our logic as well 
as the many errors that we make as a result of cognitive biases or short cuts 
in thinking that we adopt. 
 
System Two is used rarely. It’s strengths are it’s far greater chance of 
reaching an accurate conclusion. It’s weaknesses are it takes so long to work 
and uses so much energy that we cannot use it for a long period of time. 
 
Most communication is processed using system one. Behavioural economics 
helps us to understand how people make decisions based upon the 
interpretation of information in system one. 
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Framing:  
 
The way in which you frame the information that you communicate to people 
will have a huge impact upon how they think about the information. 
 
Their system one is influenced by the actual wording you use and therefore 
makes it more likely that they will make a particular decision. 
 
For example, let’s say you are working for a financial institution and you offer 
someone an insurance product. Listen to these two ways of presenting the 
product. 
 
“If you decide to go with this option then you will be able to save 300 dollars.” 
 
“If you don’t decide to go with this option then you will lose 300 dollars.” 
 
Even though you are, in essence, saying the same thing, people are more 
likely to respond powerfully when you frame it in terms of what they will lose. 
People are twice as likely to care about what they might lose than what they 
might win. 
 
Another example is from a study of the opportunity of a medical procedure for 
a form of cancer. The options were again given in two different ways: 
 
“If you go ahead with surgury then in five years you have a 90% chance of 
survival” 
 
“If you go ahead with surgury then in five years there is only a 10% chance of 
mortality” 
 
This time, 90% chance of survival had a much better impact on how many 
elected for surgury compared to 10% chance of mortality. 
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Decision Fatigue: 
 
Decision Fatigue refers to the fact that when we are forced to make many 
decisions over a period of time we actually get exhausted with the process 
and we find ourselves losing the energy to make intelligent decisions later on. 
Often it results in us resorting to rules of thumbs or short cuts in our 
decisions. 
 
Status Quo Bias: 
 
The status quo bias refers to our tendency to resort to inertia in making 
decisions. Often we decide to go along with the default option especially 
when we are suffering from decision fatigue. Our emotions and instinctive 
drives can also impact this. Judges in a study in Israel were 30% more likely 
to judge in favour of the plantiff directly after a meal than they were a few 
hours later directly before a break. In Sweden 86% of people are organ 
donors. In Denmark 4% of people are organ donors. In Sweden the default 
choice regarding organ donation is YES. In Denmark the default choice is 
NO. The implications for this are huge. People will often go with the automatic 
choice so what you make the automatic choice can influence them. 
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Contact Information 
 
Owen Fitzpatrick 
 
owen@owenfitzpatrick.com 
 
www.owenfitzpatrick.com 
 
www.nlp.ie 
 
www.charismatrainingacademy.com 
 
www.facebook.com/ofi23 
 
www.twitter.com/owenfitzp 
 
 

The Online Charisma Training Academy 
 
This online course is packed full of videos on every aspect of charisma. It 
includes some of the footage from the two Charisma Bootcamps and some 
focused online tutorials on different elements of charisma. 

If you become a member, you will have lifetime access to a library of videos, 
mp3 files and pdfs of more than 30 hours of material that share with you the 
keys to becoming more charismatic. Register soon after this seminar and you 
will be able to avail of a very special reduction. For more information on the 
academy go to www.charismatrainingacademy.com 

 

Corporate In-House Training 
 
Owen also offers customised in-house corporate training subject to 
availability. Contact Darius for more details. 
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Recommended Books 
 
The Charismatic Edge by Owen Fitzpatrick 
 
The Ultimate Introduction to NLP by Dr. Richard Bandler, Owen Fitzpatrick 
and Alessio Roberti 
 
Not Enough Hours by Owen Fitzpatrick 
 
Conversations with Richard Bandler by Richard Bandler & Owen Fitzpatrick 
 
Persuasion Engineering by Dr. Richard Bandler and John LaValle 
 
The Happiness Habit Brian Colbert 
 
From Ordinary to Extraordinary  Brian Colbert 
 
Influence  Dr Robert Cialdini  
 
Thinking Fast and Slow   Daniel Kahneman 
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Who is Owen Fitzpatrick? 
 

Owen Fitzpatrick is an International Trainer and Practical Psychologist. He is 
author of “The Charismatic Edge”, co-author of 'Conversations with Richard 
Bandler' and ‘The Ultimate Introduction to NLP’ which has been translated 
into seven languages. Owen is also co-founder of the Irish Institute of NLP, 
the largest NLP training company in Ireland. He is also a qualified 
Psychologist, Psychotherapist and Hypnotherapist. Owen has featured as the 
presenter expert on his primetime television show 'Not Enough Hours' on Irish 
Television where each week he worked with someone to help them manage 
their time and lives more effectively. The series was extremely popular and 
had huge audience figures. 

Owen has worked with billionaires and Olympic athletes helping them to 
perform at their very best. He is an authority in the areas of charisma, 
persuasion, beliefs, motivation, performance, time management, personal 
change, public speaking and happiness. Having a Masters in Applied 
Psychology, Owen has traveled the world and trained people in over 22 
countries including Ireland, England, Scotland, Austria, Lithuania, Italy, Spain, 
India, Pakistan, Mexico, Colombia, Ecuador, Japan and the United States of 
America, teaching them how to enhance their lives. He has studied Strategic 
Negotiation in Harvard Business School. He has spoken on stage at some 
huge events sharing the stage with such esteemed business people as Sir 
Richard Branson. 

Owen achieved the accolade of becoming the youngest ever Licensed Master 
Trainer of NLP in the world aged just 23. At only 17, he was one of the 
youngest ever qualified hypnotherapists in Europe. Owen has worked 
continuously with those suffering from depression, fears, phobias, panic 
attacks, shyness and relationship problems helping them to own their brains 
and change their lives. He’s now worked individually with thousands of people 
in these areas and countless more in his trainings. 

 


