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

• Strategic Influence 
 
What is the difference between influence and strategic influence? 
How can you become more strategic in your thinking? 
How do you structure a complex message to get your point across 
powerfully? 
 

• Motivation Strategies 
 
How do you motivate people? 
What are the ten motivational drivers that motivate people at work? 
What is the language of motivation? 
 

• Rhetorical Strategies 
 
How do the very best speakers in the world excite audiences? 
What are the most important aspects of rhetoric to know for public speaking? 
What do world leaders understand about moving audiences? 
 

• Brand Influence Strategies 
 
How can you present a compelling brand message to the world? 
What are the keys to standing out in the marketplace? 
How do you inspire a movement and build a loyal fanbase? 
 

• Nudging Strategies 
 
What psychological biases do we need to consider when people make 
decisions? 
How can you successfully nudge people in the right direction by changing 
their environment? 
What does the science say about behavioural influence in the marketplace? 
  
 
 
 



ADVANCED PERSUASION STRATEGIES  OWEN FITZPATRICK INTERNATIONAL 

PAGE 3 OF 28                                                                                                         COPYRIGHT  OWEN FITZPATRICK 

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. 
 

What is Strategic Influence? 
Strategic Influence involves the art of thinking through the entire process of 
influence in a strategic way so that you ensure long term persuasion rather 
than getting a simple yes. Whereas it is one thing to get a yes, in order to 
build long term customers, you need to be thinking not just about what 
happens in the interaction but also what will happen after the interaction. the 
best way to plan for this is to prepare before the interaction. 
This means asking yourself a number of questions that makes sure that you 
are covering all bases and preparing for all eventualities. In complex 
negotiations the importance of strategic influence is obvious. The reality is 
that it is always smarter to think strategically. With just a few minutes 
preparation you can put yourself in a winning position when you most need to 
be there. 
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Strategic Influence 
 
Being strategic is important in building long term influence. The keys are as 
follows: 
 
Goals:  
 
Define what you want. It’s never just a yes or a sale. It’s a relationship that 
offers future value. 
 
Challenges:  
 
What are the obstacles in your way of making this a long term successful 
relationship? 
 
Resources:  
 
What skills and resources do you have and can you use to overcome the 
challenges and achieve your goal? 
 
Background information:  
 
Who are the key stakeholders?  
 
What do they want, need, fear and value?  
 
What are the other options to your proposal?  
 
How do you compare with them? 
 
Plan:  
 
What are the steps you need to take?  
 
When?  
Where?  
In what sequence? 
 
Plan B:  
 
What other options can you put in place in case your plan doesn’t work? 
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Strategic Thinking 
 
Goal Seeking Skil ls 
 
As in creating a well-formed vision, finding out objectives of the other person 
involves asking questions that attempt to have them describe what they want 
according to five criteria. 
 
Well Formed Condit ions 
 

• Positive 
• Specific 
• Sensory based 
• Ecological 
• Control 

 
Posit ive 

• What DO you want? 
 
Specif ic  

• What do you want SPECIFICALLY? 
 
Sensory Based 

• How will you know that you’ve achieved it? 
• What will you be able to SEE, HEAR and FEEL when you’ve achieved 

this? 
 
Ecological 

• How will achieving this vision effect your life? 
• How will achieving this vision effect others in your life? 
• What are the benefits of achieving this? 
• What are the consequence of achieving this? 
• In the short term? 
• In the long term? 

 
Control 

• What elements of achieving this are under your control? 
• What elements of achieving this are under your influence? 
• What elements of achieving this are out your control? 
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Strategic Questioning Skills 
 
Identifying Objectives 
 

• What do you want? 
• What exactly do you want? 
• What do you want to have happen? 
• How do you want this to work out? 
• How would you know you had solved this problem? 
• What would the solution look like? 
• What do you mean by that? 

 
Identifying Challenges 
 

• What stops you, exactly? 
• What is getting in your way? 
• What has been preventing you to achieve this? 

 
Types of Challenges Faced 
 

• Negative Attitude 
• Limiting Beliefs 
• Bad Habitual Behaviors 
• Other People 
• Lack of Resources 
• Lack of Time 
• Too Much Work 
• Lack of Training / Skill / Knowledge 

 
Challenging Limitations 
 

• What stops you? 
• What would happen if you did? 
• Is that always true, in every case? 
• Can you think of one case where that isn’t true? 
• Are you 100% sure on that? 
• What do you mean by that? 
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Strategic Solutions 
 
Challenging Problems Skil ls 
 
Often, the main issues people have are around the beliefs they hold onto 
about a particular problem or issue. The following questions are extremely 
effective in getting clairty on the issue, challenging the limiting belief or 
attitude and helping the person see things differently. 
 
Get Clarity 
 

• What do you think is the real issue here? 
• What do you mean by that? 
• How is this a problem? 
• How is that causing you to struggle? 
• What are the challenging feelings you are experiencing? 
• What are the main parts to this issue? 
• What/Where/When/Who/Which/How Specifically? 

 
Challenge Generalisations 
 

• Who says? 
• Always, Every, Never, Nobody, Nothing? 
• So has there ever been an example where that wasn’t true? 

 
Challenge Limitations 
 

• What stops you? 
• What would happen if you did? 
• Compared to who/what? 
• In what way? 
• If the problem was solved, what would that look like? 
• How is this problem similar to something you handled before and what 

did you do then? 
 
Challenge Negative Thinking 
 

• How do you know? 
• How does A cause B? 
• How does A mean B? 
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Solution Seeking Skil ls 
 
Here are some questions useful in getting more clarity on the solution and 
what needs to happen. 
 

• What do you want? 
• When do you want it? 
• Is it in everybodys best interests? 
• How will you know when you’ve achieved that? 
• What is your situation now? 
• What do you need to do? 
• What resources do you need? 
• What can you do? 
• How do you do that? 
• Are you really sure? 
• Do you really believe that? 
• What else can you do? 
• When are you going to do that? 
• How are you going to do that? 
• What support do you need to make sure that you do that? 
• What will you have done by that date, exactly? 
• How good will it feel to have solved this problem? 
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Strategic Planning 
 

• How would you handle that if you were at your best? 
 

• What would a solution look like? 
 

• What resources do you need? 
 

• What people do you need to talk to? 
 

• What things do you need to know? 
 

• What ski l ls do you need to learn? 
 

• What actions do you need to take? 
 

• What are the priorit ies? 
 

• What order do you need to take those actions in? 
 

• How will you handle challenges that crop up? 
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6 Keys to Successful High Level Negotiation 
 

1. Be Clear of your goals and the various scenarios. Have a BATNA (Best 
Alternative to a Negotiated Agreement). If it doesn’t work out what is 
your next best alternative 

 
2. Know the ZOPA (Zone of Potential Agreement). What is the zone of 

potential agreed decisions between your BATNA and your ideal 
scenario? 

 
3. Probe behind the Positions to the Interests. Explore creative ways of 

expanding the pie and working collaboratively to get a better deal. 
 

4. Understand every stakeholders goals, needs, fears and their BATNA as 
much as it’s possible. 

 
5. Frame the negotiation, anchor effectively and be aware of the best 

language to use. 
 
  6. Connect with the Client by establishing rapport (introduce yourself, 
 let them know what's happening and that you understand their position) 
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Motivational Skills 
 
Motivation Direction 
 

• Towards  
 Motivated toward what they have to gain, achieve, succeed in, the 
 benefits. 
 

• Away From 
 Motivated away from what they have to lose, fail, the negative 
 consequences. 
 
 
Motivational Drivers 
  

• Status: Work to get status  
 

• Power: Work to get power  
 

• Money: Work to get paid  
 

• Ownership: Work to have control and ownership  
 

• Progress: Work to make progress 
 

• Praise: Work to get acknowledged and praised  
 

• Success: Work to succeed  
 

• Skil l :  Work to learn 
 

• Competit iveness: Work to compete 
 

• Fun: Work to have fun  
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Motivational Language 
 

• I’d l ike to 
• I could do 
• I can do 
• I want to 
• I should do 
• I need to do 
• I have to do 
• I must do 
• I am going to do 
• I wil l  do 
• I am doing 

 
 
Vision 
 

• Positive  
• Specific  
• Sensory Based  
• Ecological  
• Control 
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1.  Repetit ion 

 
If you really want someone to remember an idea and take it in, it’s essential 
that you repeat it. This book, for example, repeats many concepts over and 
over again. It does so because these concepts are so important: it’s 
absolutely critical that you get them and that they become the foundation for 
new action. Frank Luntz, an American political consultant, explains it best. 

“There’s a simple rule: You say it again, and you say it again, and you say it 
again, and you say it again, and you say it again, and then again and again 
and again and again, and about the time that you’re absolutely sick of saying 
it is about the time that your target audience has heard it for the first time.” 

2.  Contrasts 

The writer and graphic designer Nancy Duarte explained at a fascinating tedx 
conference how to use contrast to make your speech better. Contrasts are 
often used effectively by speakers to draw attention to the differences 
between their argument and the opposing one. The idea is that, by polarising 
the two concepts, they make their concept all the more compelling. There’s 
also a powerful rhythm to this technique. For example John F. Kennedy’s 
‘Ask not what your country can do for you. Ask what you can do for your 
country.’ 

3.  Rule of three 

For some reason, whenever we hear someone giving us a list of items it only 
feels like the list is complete after we hear the third item. Our brains are used 
to hearing things in threes, so speakers will often incorporate threes in their 
presentations in order to produce a greater effect. Here are two examples in 
the classic speech by Abraham Lincoln known as the Gettysburg Address: 
‘We can not dedicate—we can not consecrate—we can not hallow—this 
ground.’ ‘Government of the people, by the people, for the people.’ 

4.  Rhetorical questions 

Rhetorical questions are in the form of questions but are not asked with the 
expectation of a reply, as they imply the answer themselves. They can be 
used very powerfully in making a particular point memorable. People tend to 
remember messages when they’re in the form of an implied response. ‘Can 
you see how much impact this can have?’ ‘Do you realise why this works so 
well?’ 
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5.  Quotations 

Using quotations is a very successful way of getting a message across to an 
audience. When you quote someone two things happen. Firstly, the audience 
don’t see the message as coming directly from you. Therefore it doesn’t seem 
like you’re trying to convince them of it (so they tend to take it in more easily). 
Secondly, you can use the credibility of whoever you quote in order to make 
your message more compelling. (It’s not just you who believes your message 
but also person x.)  

7.  Metaphors 

Metaphors are a very effective way of engaging the emotions of an audience. 
It’s no coincidence that they’re used so often in the vast majority of the 
greatest speeches. Metaphors allow us to understand a concept in far more 
vivid terms.  

8.  Rhythm and tone 

The tone of voice you use and the rhythm with which you speak have a 
powerful effect on the audience. It’s essential to understand how this rhythm 
works, as it can enable you to keep the audience moving between the 
different states you want them in. If you get a chance to listen to the very best 
speakers, like Martin Luther King, Bill Clinton or JFK, you will hear them all 
use rhythm in powerful ways. Even if you don’t understand the strategic 
power of their language, you can still feel yourself being affected by the 
musical quality of the way they present it. 
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Branding is the art of distinguishing your product, service or company 
from others. To effectively brand you need to know who you are, 
express who you are and let the world know about it. This needs to be 
done in a way that sets you apart from your competition. 
 
In the globalised world that we live in, there is more competition than 
ever before. That’s why it’s so critical to firmly establish your companies 
personality in the most powerful and compelling manner. Charismatic 
companies tend to stand out because they express a real, authentic and 
true personality that is continuously reinforced over time. 
 
Rules of Branding Influence: 
 
1) Clarity: Be clear over exactly who you are. 
 
2) Design: Make sure the designs and environment of the brand fit 

perfectly with the personality of the brand. 
 
3) Wording: Pay attention to the words you choose to use in all written 

communication involving your company 
 
4) People: Be clear of the nature and behavioural expectation of the 

brand with your customers and clients so that the experience people 
get from interacting with your team is hugely beneficial. 

 
5) Congruency: All departments and aspects of the business should be 

aligned in terms of how the brand is portrayed and presented to the 
world. 

 
6) Consistency: Make sure the company consistently presents the 

brand to the world over time. 
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Appeal to Identity: 
 
People buy products often for two reasons: 
 
Perceived Identity 
 
1) Because they are the kind of person that would use your product 
 
Desired Identity 
 
2) Because they want to be the kind of person that would use your 

product 
 
Be clear over who your potential customers are and whether you want to  
position it to a perceived or desired identity or both. 
 
 
 
The Power of a Brand Story  
 
When we look at some of the most successful brands in history there seems 
to be two things in common.  
 
1) The ‘DNA’ of their founders/initial leaders tends to be etched into the 

personality of the company.  
 
2) The story of the company is usually quite interesting and fascinating and 

explains the core values of the company. 
 
Questions to Ponder: 
 
What are the qualities that you possess that you want the company to be 
known for? 
 
How could these qualities be presented throughout the company on a regular 
basis? 
 
What is the story of how your company came about? 
 
How does the story reflect the personality and brand of your company? 
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BUILDING MOVEMENTS 
 
Building a powerful movement requires strategic planning. There are ten 
steps to building a successful movement. 
 
1) Clarify the basic message you want to spread 
 
2) Understand how it can benefit other people 
 
3) Seek help and collaboration from key contacts in your company for ideas 

and distribution 
 
4) Seek help and collaboration from key contacts outside your company for 

distribution 
 
5) Articulate the message in one compelling sentence and a number of 

catchy soundbites 
 
6) Prepare the message in video format, audio format and the written word 
 
7) Come up with creative ways of presenting the message that are easy to 

share and entertaining and that will add value. 
 
8) Organise your online and offline resources to distribute this message in the 

various channels  
 
9) Use incentives to increase the virality of the message and how likely it is 

that people will share it and talk about it. 
 
10)   Have set up a forum where people can discuss their own experiences 

connected with the idea so that they can continue to build interest in it and 
momentum as time goes on. 
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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. 
 
Nudging is the art of steering a person toward a decision that you want them 
to make. In understanding behavioural economics, the decision making 
process is critical to understand. Whereas the psychology of persuasion 
involves focusing on how to influence someone in terms of their thoughts and 
feelings, here we’re more interested in how to organise the environment to 
get people to make certain decisions. 
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Choice Architecture is the act of organising the environment to make it 
more likely that people will choose designated choices over others. An 
example of this was how children were nudged toward eating 25% more 
healthy food in a canteen when the menu was restructered with the same 
items in a different order. How the food items were offered impacted how 
many people chose the respective types. 
 
Another example was the initiative created by Schipol Airport in Amsterdam in 
the mens toilets. They managed to cut spillage by almost 80% simply by 
putting a picture of a fly on the urinals. When men had something to aim at, it 
affected how accurately they ‘fired’. 
 
 
Anchoring is a cognitive bias that makes the person more likely to focus on 
the importance of the first of information given. This is particularly apparent in 
negotiations. Whoever sets the anchor tends to have more control in the 
negotiations. 
 
 
The Fundamental Attr ibution Error is the mistake people make when 
they look to attribute intention to behaviour. For example, when we see 
someone do something we disagree with, we will often assume that they 
made the choice to do that with bad intentions. If we do the same thing 
however, we will justify it to ourselves and argue that we had to do it for some 
reason. We tend to see the reasons for others actions as different to our own 
reasons for our own actions. This can be as a result of assuming that 
personality has a much bigger impact on someones behaviour that the 
situation or context itself. 
 
 
 
The Planning Fallacy refers to the fact that people often make mistakes in 
how long they thing something will take or how easy it will be. People tend to 
underestimate the length of time needed for a project. Being aware of this is 
crucial in productivity.  
 
 
Confirmation Bias refers to a bias that we have where we look for 
evidence to prove what we already believe is true and we dismiss evidence 
that counters it. 
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Availabil i ty Heurist ics mean that when we hear of a salient or vivid 
example of something, we believe it’s more likely to happen. When we hear 
of a mugging it tends to make us believe the streets are significantly more 
dangerous. This means when you remind someone of something good, they 
are more likely to think of something good in the conversation. 
 
 
Representativeness Bias reflects our tendency to use stereotype as a 
short cut for understanding situations. If someone is tall we assume that they 
are more likely to be a basketball player than if they aren’t. Even if we have 
no other reason to believe that they are. 
 
 
Optimism and Overconfidence suggests that a significant proportion of 
people tend to believe that they are above the average. 
 
 
Question to Ponder: 
 
How can you use this knowledge to become more strategically persuasive in 
designing the way you present your company and products/services? 
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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  
 
Nudge   Richard Thaler & Cass Sunstein 
 
Lend me your Ears   Max Atkinson 
 
Thinking Fast and Slow   Daniel Kahneman 
 
Drive    Daniel Pink 
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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. 

 
 
 
 
 
 
 
 


