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Credibility is a powerful invisible force.  

Without it, no one will buy from you. With it, 

people will respond more positively to 

everything you say, making it much easier  

to get them to say YES. 

Unfortunately, most people don’t realize that 

selling is harder than it needs to be because 

they lack a crucial piece of credibility  

right at the start of their presentation. 

But… 

 What if there’s something you could say  

right at the start of your presentation  

that will boost your credibility  

in such a profound way that people  

actually want to buy from you? 

 



 

 

 

 

 

 

 

WELCOME TO… 

THE 30-SECOND SALES OPENING 

THAT INSTANTLY PUTS YOUR CLIENT AT EASE 

AND INCREASES A CHANCE OF A YES BY 300% 

 

 

 

  



 

What is a Brain-Stimulator™?  

Like a Japanese haiku, the Brain-Stimulator™ is a trigger phrase 

that simplifies your ability to get almost anyone to say YES.  

The following pages show you how to create one. 
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Frankly, these types of skills  
aren’t learned in school... 
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Could something you say at the start of just about any 

presentation, trigger your client or audience’s interest so much, 

they instantly become more receptive to just about anything 

you ask? 

The answer is a resounding (and surprising) YES!  

The way to achieve such a feat of persuasion has amazed 

literally thousands of people who have attended my workshops 

with the U.S. Small Business Administration. 

Now, I’d like to share them with you.  

I think you will find it incredibly valuable.  



 

THE ANTIDOTE TO A PROBLEM  
YOU DIDN’T EVEN KNOW YOU HAD 

 
Here’s something few people understand.  

The first few words in your presentation can win or lose just 

about any sale, more than you may realize.  



 

 

The reason? We are all armed with a sort of “trust radar,” 

where we size people up as soon as we meet them, to 

determine how we should act towards 

them.  

A police officer, a judge in a courtroom 

or a boss gets treated differently than a 

telemarketer calling you at 2:00 am in 

the morning or a homeless woman 

asking for money.  

This is a trigger that’s wired into us.  

Part of this alert system is our attentiveness to the first few 

words someone says to us.  

A homeless man, whispering something to 

you, might be ignored. But if those first 

words are, “I’m an undercover cop,” or “I 

have a knife,” your “radar” focuses your 

reaction. 

Understanding and using this “reflex” that’s wired into all of us 

can be incredibly valuable in how we get people to respond to 

whatever we are asking or selling.  

  



 

ARE YOU TURNING PEOPLE OFF  
WITHOUT EVEN REALIZING IT? 

So, the first few words we utter set up a relationship with our 

listener that defines the way they trust us and react to us from 

that moment forward. 

Unfortunately, without even realizing it, we sometimes 

automatically set up the WRONG reaction. 

Whenever someone senses we’re 

trying to sell them something, their 

defenses and resistance may go up, 

making it more difficult to break 

through and get them to respond 

positively. 

However, there are two ways to 

counter this and ensure that our 

listener is receptive, right from the 

start. 

First, ask an unexpectedly provocative 

question, something that highlights an important feature or 

issue your idea or product addresses.  

 

  



 

Let’s say you are discussing religion or faith to an atheist, to 

“attract” them into your discussion, you could simply ask,  

“Do you hope you’re wrong? Do you hope there’s nothing 

after this life, and we just turn to dust, or that there is 

something else, beyond this life?”  

 

Notice how this type of question gets them thinking and 

engages them into your discussion rather than repelling them 

right from the start.  

Talk radio stations, like NPR, do this all the time, to grab hold of 

the listener’s attention.  

“Could the environmental movement actually be making 

things worse for our environment? We’ll be discussing 

this, right after the news.”  



 

Using the right provocative question, can simplify your ability to 

persuade and get the other person to say YES, by engaging their 

mind in the direction you want, right from the start. 

I’ll discuss more about finding the RIGHT question for you, at 

the end.  

But first, and perhaps more importantly, there is something 

else you can do, right at the start, that could dramatically 

improve the receptivity of your listener.  

AN UNEXPECTED “TRUTH” 

What happens when someone starts their discussion with you 

by admitting an unexpected, undisputed TRUTH, something you 

may even be surprised that they are admitting?  

When done properly, it lowers our trust barrier and sets up the 

sale they’re trying to make almost instantly. 

I first discovered the power of this in my work with a major 

financial services company, where we were faced with a 

seemingly unsolvable problem.  

Anyone who knows me, knows I love these types of problems, 

especially when they are “behavioral.” 

As I’ll explain in a moment, by injecting a simple twist into what 

the company’s agents said, their prospects were suddenly 

transformed, from being initially resistant to buying, to being 

comfortable opening up and letting themselves be sold. 



 

In the years since I made this discovery, I’ve had the 

opportunity to apply this with dozens of clients, and later, 

thousands of entrepreneurs, sales professionals, and others 

through my seminars and workshops.  

  

  

  

  

  

  

 

 

 

 

When applied correctly, this will make just about anyone more 

receptive and trusting, simplifying your ability to sell them. 

The point, as I mentioned, is to tell a TRUTH right up front, in 

the first few minutes.  

Something that may seem to put you at a disadvantage, but 

instead, makes it obvious that you are open and honest. 

Don’t be fooled by the seeming simplicity of this. This is 

powerful stuff.  

Also, be sure you do this with integrity. 



 

Because if you don’t, besides the karmic effect you will likely 

experience, if you ever get found out, you will forever NOT be 

trusted. That too will “stick like crazy glue.” 

As I will show you, the results of applying this counter-intuitive 

technique have been unexpectedly positive, even from 

seasoned sales professionals and negotiators who already 

believed they were experts at persuasion.  

Here’s how it works. 

• (1) Point to the elephant in the room, 

• (2) Point out a personal flaw you have, or 

• (3) Point out a limitation you have. 

Here are a few examples… 

 

 

 

Wouldn’t it be embarrassing if your boss 

asked you to call people you went to school 

with perhaps decades ago, to try and sell 

them something? 

That’s exactly what financial services 

companies ask their agents to do.  

This type of prospecting can be the most 

difficult emotionally, because it feels phony. 

You call pretending to reconnect with them, 

(1) POINT TO THE ELEPHANT IN THE ROOM 
 



 

when in fact, the only reason you’re calling is to sell them 

something. 

There you are, chatting for a few minutes, asking how they’re 

doing, what’s been happened in their life over the decades 

since you’d seen them last. 

All the while they know you didn’t call just to chat.  

They answer your questions, maybe asking a little about your 

own life. But all the while you both know the “pivot” is coming.  

They know the REAL reason you’re calling will soon become 

apparent.  

Then, it happens. 

After they’ve told you about 

their kids, their pets, their 

deceased grandmother and just 

about everything else in their 

life, you drop that frightening 

question…  

“I’m calling because I have 

something I think might be 

interesting to you, and I was 

wondering if we could set up a 

time when I could come over 

and show it to you.” 

Gulp… 



 

They respond, perhaps politely and uncomfortably with 

something that translates to… “Don’t call me, I’ll call you.” 

And you feel terrible, maybe feeling as though you’ve lost a 

friend forever (even though you didn’t really have them, since 

you haven’t spoken in years). 

As I watched this sad, emotionally painful drama unfold with 

one agent after another, I realized, what they were doing was 

crazy.  

Almost every call ended in an embarrassing NO, and the agents 

were emotionally drained after each call!  

Applying behavioral tools, I realized, there’s a much easier way, 

that could result in YESes rather than NOs.  

 

WHAT EXACTLY ARE YOU AFRAID OF? 

In the baseball movie MONEYBALL, Brad 

Pitt explains to the person he’s training 

that whenever a baseball manager has to 

tell a player he’s been traded to another 

team, rather than squirming through it 

uncomfortably, tell them right up front,  

“Johnny, you’ve been traded to Denver. 

Talk to the team coordinator and he’ll 

help you get what you need.” 
 

In sales and persuasion, the same is true.  



 

Let the person know up front what you want, and they will 

appreciate you a lot more, and will generally respond better. 

With the financial services firm, after watching a few agents 

struggle through this agonizing ritual of schmoozing with school 

mates, only to finally pivot and say the REAL reason for the call, 

I instructed them to alter what they were saying, right from the 

start. 

I explained that they should tell the person right up front, “I’m 

calling because I want to sell you something.” 

Sound crazy?  

Here’s an excerpt from the first person I coached through this. 

EVEN AFTER CHICKENING OUT… IT WORKED! 

Gene was an attorney in their Los Angeles office, who also 

practiced financial planning.  When I told him what I wanted 

him to do, he laughed at first. But once he realized I was dead 

serious, and that I was going to sit with him and coach him 

through his first call, he got a little nervous. Still, we continued. 

I asked him to think of someone he had gone to school with, 

who he had hesitated calling.  

He identified a woman from law school, who was now a partner 

at a major law firm.  

He dialed her number, with me sitting across the desk from 

him.  



 

 

“Hi Lara, it’s Gene. Remember me from school.” 

I could hear her voice from his 

phone, “Of course!” 

“How are you,” he asked. 

She answered, but I could tell he 

was chickening out, so I leaned 

across the desk and whispered 

to him,  

“I’m calling because I want to sell you something.” 

He begrudgingly repeated my words to her,  

“I’m calling because I want to sell you something.” 

What do you think she did? 

She laughed. I could hear it through the phone.  

Suddenly, the elephant in the room was out of the cage. She 

knew the reason for the call, and all Gene’s nervousness 

suddenly disappeared.  

He continued,  

“Before I do, I’d like to find out how you’re doing, and 

what you’re up to. Is that ok?” 

“Sure,” she responded. And they chatted for five or ten 

minutes.  

  



 

 

Then I could hear her laughing as she asked,  

“So, what do you want to sell me?” 

 

 

 

 

 

 

Gene explained that he was also a financial planner. Like 

straight out of a script, she told him she had a ton of money, 

but her financial planner had moved to the East coast, so she 

had no one to help her.  

They set an appointment, and Gene hung up, amazed at how 

well the call went. 

Now of course, not everyone will respond as well as Lara did. 

But when you state right away your reason for calling, you are 

suddenly perceived as honest. And that can have a tremendous 

impact on your results from that moment forward… more than 

most people realize. 

Of course, there is a school of thought that says, if you tell 

someone you’re trying to sell them something, they will 

automatically resist, taking it as a challenge. 



 

 

However, if they already suspect that’s the reason you are 

calling, stating that TRUTH right at the start can prove 

surprisingly effective, in ways you may not have expected. 
 

So, Here’s a Question for You. 

If you find that you are not getting the kind of results you want, 

are you willing to let people know up front that you are calling 

because you want to sell them something? 

By the way, this technique works incredibly well with emails 

too.  

One of the biggest complaints I hear from 

executives is, they have so many emails to 

read every day, they wish more people 

would explain right at the start what they 

want.  

Want an appointment with them? Say that first, then explain.  

Want a referral? Say that first.  

Want their help selling someone? Say that up front. 

In our work over the years with literally hundreds of clients, 

whenever we have altered their emails so the reason is stated 

right in the first or second sentence, the results have 

consistently been better. 



 

“Are you available for a meeting Thursday morning?”  

Then explain who you are and what you want. 

“Do you have the phone number of the owner of your 

building?” Then explain who you are and what you want. 

Relook at your emails and ask yourself,  

“Do I tell them what I want in the first few words?” 

If not, this may be an opportunity to improve your 

effectiveness. 

 

 

 

 

In this second example, 

consider this. 

Whenever you’re trying to sell 

someone, they generally 

expect you to say all the 

niceties and positives about 

yourself and your product, and 

none of the negatives.  

But, saying something that seems like a weakness can endear 

you to them in ways that simplify your ability to get them to 

ultimately say YES. 

  

(2) HIGHLIGHT A FLAW YOU HAVE 
 



 

A CLUELESS DAD ADMITS HIS FLAW 

As founder of The Father-Daughter Project™ and author of The 

Secret Life of Fathers, I’ve gotten on more than a hundred radio 

interview shows with leading stations across the U.S., and even 

got an article in Forbes Magazine. 

I got all this, in part, by admitting up front to a major flaw I 

have. 

As I (truthfully) explained it,  

“For more than a decade I ran one of the nation’s leading 

behavioral management firms, working with many of the 

world’s largest organizations, when I discovered that my 

own relationship with my middle daughter, wasn’t as great 

as I thought.  

Here I was, this supposed expert with relationships, when I 

realized I was basically clueless when it came to one of the 

most important relationships in my 

own life.” 

This is absolutely true, as your own 

statement must be.  

But admitting this failing has helped me 

instantly win the hearts and minds of 

literally millions of people who have 

heard about the work I was doing, 

through these interviews. 



 

CLUELESS MARKETING EXPERT TELLS THE “TRUTH” 

In another example, for more than  

35 years, I have been a leading 

marketing specialist, having worked 

with major organizations, and 

through my work with the U.S. Small 

Business Administration. 

I’m supposed to be this guru in 

marketing, who trains other marketing experts. And yet, I will 

often introduce myself by explaining two major flaws: 

(1) As I explain it,  

“I used to run an advertising agency, working with many of 

the world’s largest organizations. But when my dad asked 

me to help him with his business, I totally screwed up.  

I quickly discovered that marketing for a small business is 

totally different than for a large one.  

I was ashamed, that my dad counted on me, and I let him 

down. So I went to work.  

I spent two solid years studying small businesses that 

started with no money, or where the owner had gone 

bankrupt, who eventually became massively successful, so 

I could understand.  



 

Today I am a leading specialist on marketing for smaller 

businesses. But I don’t believe it would ever have 

happened had I not screwed up with my dad.”  

 

See how this explanation of a failure helps make me more 

credible? 

Here’s another example. 

(2) In the workshops and university lectures I do for top 

executives and marketing professionals across America, and 

with many of the clients I work 

with, I will often (truthfully) 

explain how,  

“When Steve Jobs put a 

camera in a phone, I thought 

that was crazy. Who needs a 

camera in their phone?  

Boy was I wrong! 

I’m supposed to be this marketing expert, and even I got it 

wrong.  

This reminds me that, as experts, we are not infallible. Just 

because we have all this experience, doesn’t mean we 

know exactly what is needed.  

In fact, whenever anyone tells you they know exactly what 

you need, be concerned. Pepsi didn’t do what Coke did. 



 

Nike didn’t do what Adidas did. Starbucks didn’t follow the 

plan of other coffee shops. Disney didn’t follow anyone 

else’s path.  

In marketing, everything is an experiment. We make our 

best, most educated guess. But then, we need to test it.” 

Notice how much credibility is gained by admitting a fallibility 

up front, rather than pretending, “I am the all-knowing expert.” 

Try this.  

What’s something you’ve messed up with, where explaining 

that could actually increase the credibility you have with your 

clients and others?  

 

     

 

I was working with a franchisee of 

Unishippers, a company that provides lower 

cost shipping solutions to many businesses, 

by grouping the shipping needs of 

thousands of smaller businesses together 

so they have better buying clout. 

As I sat with the franchisee, I asked a simple 

question that many consultants don’t ask. 

“Who do you NOT want to sell to?” 

Surprised by the question, he answered,  

(3) MENTION A LIMITATION YOU HAVE 
 



 

 

“I want to work with everyone. If you ship products using 

UPS and other shippers, I want your business.” 

“No, that’s not true. So tell me, in reality, who do you NOT 

want as a client?” 

It took a few minutes of soul searching, but eventually, he 

meekly admitted,  

“I really don’t want anyone who ships less than $5,000-a-

month or more than $50,000-a-month.  

Frankly, at $50,000-a-month, you could probably get a 

better deal from UPS than we could ever get you.  

But… anyone who ships less than $50,000-a-month would 

be nuts to not go with us, because our buying clout gives 

them a much better deal than they can get on their own, 

and often, better service.” 

I recognized that mentioning this LIMITATION up-front could 

strengthen the credibility of his offering.  

With great success, he started calling companies that shipped 

products, telling them,  

“If you ship between $5,000 and $50,000-a-month, we 

could probably cut your shipping costs, maybe 

dramatically. But if you spend more than $50,000 you can 

probably get better rates for yourself.” 



 

By stating his limitation right up front, he gained instant 

believability. Suddenly, getting appointments and winning 

clients became much easier. 

 

 

 

SO… WHAT ABOUT YOU? 

 

If you want an edge that improves your ability to get a YES and 

make a sale (or get a job, or persuade someone of just about 

anything), these three techniques can make a huge difference.  

FIRST, If you are calling someone from your past, or even if it’s 

someone else, do you have the courage to tell them right at 

the outset that you are calling because you want to sell them 

something? 



 

Remember, this even works with the emails you send.  

In the first sentence or two, tell them exactly what you want, 

and your results will often escalate, even beyond your 

expectations. 

SECOND, mention a flaw you have.  

What’s some mistake you’ve made that has molded you, and 

perhaps made you more trustworthy and credible as a result? 

THIRD, explain a limitation you have. 

Ask yourself, who do you NOT want as a customer? And use 

that as your explanation of who would be ideal. 

Try any of these and watch how much easier selling becomes.  

 

 

 

Of course, this is just the beginning. 

 

For example, the RIGHT question will also boost your 

ability to get people to buy from you, in ways you never 

expected, while eliminating your fear and discomfort of selling.  

It does this by putting your listener on the spot instead of you, 

having them to answer something so deep, it gets them 

wanting to say yes, even before you’ve started selling. 



 

 

But how do you find a question that’s provocative 

enough to get your prospect wanting to buy from you?  

The answer to this is available in an exciting new program from 

one of America's leading behavioral management specialists.  

In fact, the book you just read is an excerpt from this revo-

lutionary program created to help you win new clients faster, 

by tapping into the “decision center” of your listener’s brain. 

It’s not about manipulation, but you’d better know this. 

 
 

If You Want Clients… But Hate Selling – This Is For You! 

Recorded live to a sold-out audience, this is part of a revolutionary program 

called IN-fluence, The Art and Science of Persuasion. 

 

Sold-out audiences attend my workshops to learn the secrets of persuasion. 

 
  



 

This is unlike anything you've experienced before! 
 

 

“These skills aren’t learned in school… 

You forced us to stretch, to try things out of our 
comfort zone… so it really adds a much deeper 
value than I expected.” 

 

Kathleen Gallavan  
Division Director - British General Electric 

 

 

 

“Forget double. We multiplied our income to five 
times its size in a single year with Jim's process!” 
 

Paul Hendel  
Partner, Kenco Construction 

 
 

 
 

 

Click Here to Learn More 

www.FasterBuyer.com/influence-5   

http://www.fasterbuyer.com/influence-5

