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Chapter 3. p. 30 Visuals  55% of population primary representational system 

Graphs. Charts. Pictures. Show them. 

to stimulate visual pictures:
"How do you think that will look on you?"
"Can you see yourself using this at home?"
"Have you ever pictured y/self looking that good?"
"Is there anything else I could show you?"
"Would you like to look at our catalog?"
Ch. 4 Auditory p.49
based on sound. Tell them. they listen to info.  Inner dialog.
VOICE: Inflection, Timbre, Cadence, Intonation, Pitch.
Ch. 5 Kinesthetic or Feeling Based p.67  25% of population Internal or feeling based inside. Externally oriented: touch or hands on.
"What's your gut reaction?"
Ch. 6 Mirroring and Pacing p.83
Mirroring: Stance: stands, posture
Head Position: angle
Voice: volume, accent, rhythm, intonation, cadence, timbre, tone
Breathing Patterns:
VISUAL: See, View, Clear, Picture, Color, Focus, Zoom, Perspective Auditory: Hear, Say, Tune, Loud, Off-key, Sound, Ear, Harmony KINESTHETIC: Handle, Firm up, Hands on, Feel, Heart, Warm, Gut feeling
Ch. 9 Strategies p.153
Strategy elicitation and play back. Perception: what they seem Strategy: blueprint, formula, schematic, design, arrangement. 

Mental steps or process to achieve an action or behavior.
"Let me ask you, Mr. Pp, is this your first experience buying a computer, or have you had the opportunity of buying one previously?"
"Can your remember the last time you had a satisfactory experience with...?"
STRATEGY ELICITATION p.171
Ask them, within the appropriate context, the very first thing they can recall about the specific experience you're interested in. 

"Was there ever a time when you X'd and found the experience to be exceptional?"
once the Pp finds the sensory experience:
"What was the very first thing that made you aware that you were satisfied? Was it something he showed you? Or something that he said? Or was it a feeling that you got about him?"
2. "After he (showed, told, made you feel), what was the very next thing he did to make you aware of how competent he was? 

Was it something else he showed you? 

Or was it another point he made? 

Or did you get another sense he was right on the money?"
and so on until you get 3 distinct steps.
ASK "Have you ever been really and totally impressed by X?"
ask him to be sensory specific. 

"Have you ever had an occasion in which X was particularly successful?"
watch their eye accessing cues.
2. Ask again, even more specifically, to recall any X he had done that he PERSONALLY thought was terrific.
STRATEGY PLAYBACK.  p.176 you simply insert their strategy into your story.
"How do you decide that you will X?" "What does it take for you to X?"
Uncovering Buying Strategy: How does he go about making a purchase like this?
OR Has he done it before?
"Have you ever bought a product/service like this before?" then ask,
"How did you go about making your decision?" 

"How did you know it was the right decision at that time?" "What steps did you follow to come to your conclusion?"
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Language illustrates representational tought. 124  

Language indicates which representational system we're in. 

Visual Auditory Kinesthetic.  for example:
Visual:
Do you SEE my point of VIEW? Is that CLEAR to you? We must take the long VIEW. That's a horse of a different COLOR. Let's shift our FOCUS and ZOOM in on that. Are you CLEAR on the new PERSPECTIVE we have on this?
WE TALK IN THE SAME LANGUAGE AS WE THINK  125
Processors, or processing words, are the verbs, adverbs, and adjectives that reveal our current MODALITY.
Auditory:
I HEAR what you're SAYING. Let's fine-tune this presentation. I think that brochure is too LOUD 126 That SOUNDS great. 

Keep your EAR to the ground We are now in HARMONY

Kinesthetic 127
Let's try to get a HANDLE on this.  I think we can FIRM UP the deal. 

I STRONGLY SENSE he's interested in the product 

Do you FEEL you're ready to close? I know in my HEART you're right 

DEEP DOWN INSIDE, I have a GUT FEELING she's TERRIFIC
LANGUAGE MODELING: talking in the same representational language as another.
Matching the exact rep language of someone else.
CLIENT: It doesn't look as though what you're offering appears to be what we want. We had long discussions about this, and we can't see how your workshop would change things.
S/Person: Yes sir, I can see that. It's clear that what you've focused on is different than what I'm offering. And if you take a look at the project from a different perspective, you'll begin to notice how much better and clearer my workshop will be. It will literally make that department shine.
Matching rep language is only the door opener. Add mirroring: body movements, breathing, posture, tonality, etc.
Pacing and Trust 132
Arousing peoples sense of trust in you. State a very truthful fact. Always begin pacing by stating the obvious.
"I notice you're admiring our newest machine. Quite a difference between this one and our previous one."
"I notice you're comparing features on this model and that other one." "As you can see this one is more colorful, brighter, and richer." 

Simply state undeniably truthful events that he cannot disagree with.
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Pacing and Trust 133
Continue w/trust building by pacing the objections. Agree w/the objection. Repeat key phrases back to the client.
Client: I had a computer that used the same operating system, and hated it. It
never did what I wanted it to.
Salesperson: You believe y/old computer system didn't work the way y/wanted it to; that you hated it.
POWER LINGUISTICS FOR BUSINESS  134 Power Linkage 134
Six specific words to link the present situation w/where you want the client to go w/you. They unconsciously link a moment of now to a moment of future. 

"AND"    "SINCE"    "WHILE""AS"   "BEFORE"    "UNTIL"
Client: That's true. It just didn't fulfill my expectations about what a computer
could do.
Salesperson: I can understand that. Those kinds of experiences can be very frustrating, AND you can recall how excited you just got about the thought of replacing it."
Client: Yeah, it would be really nice to finally have something that really worked.
"I can see you're browsing, looking for a shirt that will make you look good, AND these
Armani button downs pretty much fit the bill."
"You're searching for a new bank to handle your business, and you want a responsive organization. AS you've probably noticed, you will feel very at home SINCE you can see how efficient we are."
"No one really likes to buy insurance including myself. SINCE it's something that is
really a necessity, AND while we fill out the forms, you can tell me why you want to
buy it now."
High Level Modal Operators 135
To pick up the pace even higher. Cause and effect pacers. Always preface these modal
operators w/undeniable and obvious truths.
 "MUST"   "HAVE TO"    "REQUIRE""MAKE"   "FORCE"
Client: But even it worked properly, I don't know. I remember looking at the user's guide and being very turned off by the way it was written.
Salesperson:  "Boy, have you got that right. I happen to have this particular computer's
manual right here, and I don't know if I should let you see it because just looking
at it will MAKE you see how you really MUST have it."
Embedded Commands 137
Word or phrase that is tonally marked w/y voice to produce a command that speaks to the subconscious. 2 Rules: You must tonally mark them, and you should preferably include them as part of a sentence. Tonally marked: That is in some way changing y/voice. You may effect change w/Pitch or Intonation or Cadence or Volume. Make some sort of change or mark when uttering the command. "You may probably NEED THE SOFTWARE today."
"Give it some tought; then if YOU WANT TO BUY, we can arrange terms." "You probably don't want to BUY THE COMPUTER, and NOW'S A GOOD TIME TO." It's not necessary to PAY NOW, and I know YOU WANT TO."
Agreement Set Phrases 138
Build rapport by stating obvious truths to form a train of agreement. "It's Thursday, ISN"T IT?"
"Shopping around for a computer can be a hassle, RIGHT?" 

"Having a head cold is the worst, DON"T YOU AGREE?" 

"I'VE NOTICED you've been looking at this computer for the last few minutes."
Agreement Set Qualifiers 138 

Qualifiers at the end of agreement set phrases. 

"ISN'T IT?"  "HAVEN'T YOU?"   "WON'T YOU?"   "DIDN'T HE?"
High Action Modifiers 139
Simply a word that forces the unconscious to recognize an opportunity it didn't at first
notice.  "HAVE"  "MUST"
Client: Does this product have a good warranty?
Salesperson: I know that a good warranty is very important to you. It should be. And many people in y/position view warranties as something the MUST have in order to see their way clear to making a purchase, DON'T THEY?"
Customer: That happens to be true.
Salesperson: That's why MOST people in y/position look at additional warranty packages as something they MUST have."
Phonological Ambiguities  p.141
Word phrases that have double meaning. Breaking up the phrase into smaller words or sounds and embed them into y/speech. Using words that have two different meanings in two different contexts, but which sound alike. For instance put a tonal marker on ea/word.
Layering techniques together representational language.
Embedded Commands   Modal Operators   Agreement Set Phrases Phonological Ambiguities   Linking Words   Processing Words  Qualifiers
Transplanted Quotes   145
Literally telling the Pp something but framing it as though we're speaking to someone else. Using surface structure but refraining it to a third person, then embedding it in a deeper, more sensitive delivery system. As though you are directing it to a third party. "Just the other day, my friend told me to BUY THE STOCK," so I did.'
After thinking about Polaroid, I said to myself, 'YOU MUST HAVE THE STOCK for
your portfolio." "Even so all my friends told me, "DON'T MISS THIS OPPORTUNITY"
So I figured for myself, 'THIS IS A REALLY GOOD DEAL"."
TIME DISTORTIONS OR TIME SCRAMBLES  147
Make use of the mind's inability to effectively sort through statements which, in surface structure, don't make sense. to decide to meet you:
"When is three o'clock tomorrow a good time for us to meet?" to turn the corner in a presentation;
"When is now a good time to buy that computer?" to bring a client to notice improvement:
"Go to the next time in the future when in the past it used to be a problem to you, and notice what's different now." 

Time Scrambles produce temporary confusion at a conscious level.
State Shifting   148
Michael J. Brooks      CH.8  Cont'd
State Shifting  148
When you reach a stall. Simply restate the stall but substitute a key word. Client: When I have a chance, I'll look into it.
I'll get back to you on that.
I'd like to talk to you about that.
Salesperson: "When I HAVE a chance, I'll look into it."
"When you TAKE the chance, you'll look into it?" "When you MAKE the chance, you'll look into it?"
End of Ch.8 150
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AGE PROGRESSION  8, 95, 104
AGE REGRESSION
AMNESIA
ANESTHESIA
CONFUSION
DISSOCIATION
TIME DISTORTION
HYPNOTIC DREAMING/ IDENTITIES/
NEGATIVE/ POSITIVE HALLUCINATION
POSTHYPNOTIC SUGGESTION
SENSORY DISTORTION
PSEUDO ORIENTATION IN TIME
Chunking Up or Down Connects actions to criteria.
Chunk Up: to move from the specific to the general. What is this an example of? 

What is this a part of? 

Up to outcomes and criteria.
Chunking Down: from the general to the specific. or from the whole to the part.
What is a specific example of the class/set of objects known as X? goes down to sensory specific, real world events. Sensory bases, specific.
Step Sideways: to alternatives.
What is another example of this class of things?
****AS it applies to Selling  Ch. 7 p.156 To help people get what they want. Satisfy the buyer when you/he know exactly what they want.
Step up/down to find out what they need. What are their criteria. What is important
to them about a product?
**Do they have an outcome in mind about what they are buying?
***And can you help them realize it?
****Step up to find the criteria and outcome of the customer.
****And step down to exactly the specific product they need.
*This may involve a step sideways from the cust asked for in the first place.
Stepping sideways is useful to find out: What a person likes about a product?
****What are the good points?
**What are the points of difference that means a person chooses one product rather another?
NEED ELICITATION: 

   What are you trying to accomplish by this action?
What does having that do for you? 

What do you like about action/product/service? What will action/product/service do for you? Shifting Logical Levels.
