The Tricks & Treats

of Influence

Heather Rommes, MSOL
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Influencers are who

have in a
specific industry. They have to a
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with their R

WHO THEY ARE

Social media icons with a great following and credibility
within a certain niche. They could be:

Industry
Experts

YouTube
Users

Bloggers Activists

Celebrities Enthusiasts
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The Successful

Influencers

Kylie Jenner

°* 118.5 Million followers

* One Million Dollars
per sponsored
Instagram post




The Lamenting
Influencers

Paris Hilton

“I’'ve been a 21 year-old

for the past two decades.”




The Reverse
Influencers

Snooki

®* The Gucci Purse

Mike

“The Situation”

= SEASON

* Abercrombie & Fitch At AT S SO T ZEe THRES, o




, Aggressive, Not Assertive

Persuasion

»The action of persuading someone to do or

believe something.

» Convincing them you’re right




What Is a seetat
media

influencer?

Defnton: Whatis a socd maeda inuencer? (nd.). Rerieved February 08, 2017,

from ep s waw pdes comdefintions/ deliniton socal-media-nfuencer

Influencers are

have
specific industry. They have

large audience and can
with their

in a

who

0 a
them



Influence:

Definition: (Merriam)

~ The power to change or affect someone or something :

~The power to cause changes without directly forcing them to happen

~ A person or thing that affects someone or something in an important way
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Influencer Basics

Brac kAN

“Stand up straight and

realize who you are,

that you tower over 7%, 38%, 55%
your circumstances.” CD P

Maya Angelou * Move Deliberately & Be Still

| * Duchenne Smile
% lifeyum.com

* Smoke & Mirrors
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()
Build Inspire Matt Russell founder of
Trust Alignment jMomentum

Belief << 3]
‘All of Us Matter
Trust is the Communication Momentum is Belief is the fuel
bridge that is the vehicle the engine that [ that keeps others o S tudent O f John

connects us that allows you to gets others moving forward

to others reach others behind you M
axwell

A Foundation of Humility * “Four Pillars of
A 2
A Foundation of Selflessness Leader Shlp
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Relevant voices

. @] it U
Liking  Reciprocity Authority Robert Cialdini

Influence

™, b =
Social Proof Scarcity Consistency

e Psychology | =
of Persuasion =




Influence Without Authority
My Big 6




#1 Know Yourself

O Keirsey

The Four Temperaments

2 Vampires (Rational)

* Strategic, intense, not emotional, technical
* Devils Guardian

* Logistical, rules & regs, organized
®* Witches @nisan)

* Tactical, clever, problem solvers, risk takers

e GhOStS (Idealist)

* Intuitive, emotional, altruistic, collaborative




Introverts & Extroverts as Influencers

Introverts Extroverts
* Highly effective influencers when team * Highly effective influencers when team
. members are: members are:
* Proactive *  Willing followers
* Take initiative * Seeking guidance rather than autonomy
* Challenge strategy norms * Prefer
*Rrefsr * Thinking out loud
* Time to think before speaking * Constant action & external stimuli
* One on one interactions for relationship and * Group settings
trust building S Wik it oiks
* Deep focus on work and research




IS SIPCIPIGS #3 SEIRTITN

#1 Know Yourself

* Bridging

* Rationalizing
* Asserting

* Inspiring

* Negotiating

ee~1 Harvard
Business
Review

The 5 influencing styles

Communication experts Chris Musselwhite and Tammie Plouffe
found that, while at times we use bits and pieces of each,
most people rely on one of five influencing styles.

Bridging influencers resonate with others
by listening and building coalitions.

Rationalizing influencers use logic and
reason to advocate for a solution.

Asserting influencers state their ideas
confidently and directly to drive action.

Inspiring influencers draw on passion to
open people’s eyes to new possibilities.

Negotiating influencers find favorable
compromises without sacrificing the long-term goal.




#2 Build Expertise

* What are the Visible & Public signs that
you are the SME (Subject Matter Expert)?

* Professional organizations & conferences
= Side Husiles
* Books, magazines, websites, LinkedIn posts

* Affiliations at the water cooler
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#2 Build Expertise
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CONSISTENCY

HISTORY BALANCE INTEGRITY




#3 Know Your

O Keirsey Audience

The Four Temperaments

Vampires

* Use facts to create a compelling argument

Devils
Offer logical, objective reasoning focused on

. [ )
results

Witches

* Stress how your ideas will build their reputation
and prestige

* Ghosts
* Stress top performance, teamwork and
collaboration




Keep Satisfied Manage Closely
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Level of Influence

Stakeholder

Influence

Who is in a Make or
Break position?

What are they willing to
“Give'?

Whose position will
evolver




#3 Know Your Audience

Social Influence Optimal Distinctness |
- * People like people who are like * Acceptably similar, but different -
them. enough to be unique.
* Mimicry * Divergence
® [Exposufe ercates ¢ Listno: * Identity Relevant Vs. Identity
Irrelevant




#4 Understand
Reciprocity

Reciprocity
People feel obligated to return favors.
They do not always strive for an equal exchange.

©-Q

First A helps B

Then B helps A

(@) Direct reciprocity

First A helps B

(C) Generalized reciprocity

First A helps B

Then C helps A
based on A’s
improved
reputation

(b) Indirect reciprocity

First A helps B

Then C helps D

(d) Third-party influence




#4 Understand Aﬁ TAKER
Reciprocity TA what can you do for me?

L]
ADAM GRANT
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The Five-Minute Favor

Powerless Communication M ATC H E R
Idiosyncratic Credit if I dO thiS 'FOI' you, /
4

Pro-Social Behavior will you do that for me? .

B diionRa o i

Power of Agency / -

L GIVER /
what can | do for.you? y.

NOT ZERO - SUM

e ST A ~_




=5 Build Trust

“Is 1t better to be loved or feared? It
may be answered that one should
wish to be both.”

Strength before Trust = Fear




e # 5 B ulld TI’ ust
COMPELLING
PEOPLE

* Trustworthiness is the first thing we look for in

2 others, but we rarely think we need to prove our
N

y \ “ trustworthiness.
! "\af;
=

* Describe an event that shaped your self-image

THE HIDDEN QUALITIES i Competence and self-determination
THAT MAKE US INFLUENTIAL

* Describe an event that shaped you view of “X’s” image
JOHN NEFFINGER + MATTHEW KOHUT

* Warmth and generosity




=5 Build Frust

* Warmth trumps Strength
* The need to affiliate

sV e hem@

®* The desire to be understood

* Happy Warriors

Harvard *

{
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Getting the Most
Out of Your Quants
srecia

Influence

How to Get It
How to Use It

PASSIVE
HARM
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ACTIVE
ENGAGEMENT
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PASSIVE
SUPPORT
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COMPETENCE




Roadmap Planner

PLAN

PLOY
PATTERN
POSITION
PERSPECTIVE

o P'S OF

STRATEGY

#6 Create
Strategy

* Tactical Influence
* Competence

* Technical know-how,

skills and abilities

* Strategic Influence

* Core

* The inner self, beliefs
and viewpoints




#6 Create Strategy

“When your accountabilities and
responsibilities exceed your
formal power, influence 1s all
you’ve got.” (#5 of 7)
Proactive

*  Partnerships

* History

s aHomewotk
In- the- Moment

*  Own the dialogue

* aStav¥oper

*  Convey understanding

Frame & Re-Frame

SUSAN Z FINERTY

RARRY M. JANSEN KRA

WHEN YOU .. THEY ...

Forge meaningful
partnerships I

VS. Attempt to form “just-in-
time”

Establish a history of willing- |/IEp
ness to be influenced

V5. Hold steadfast

-
w
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Do your homework and e
understand their perspective

V5. Assume you know

Frame the issue in a meaning- |IIIp
ful and objective way Pay
attention
V5. From your own perspective

Include and engage them Bl 2

’_ - -
z in a dialogue Own
§ VS. Talk and tell
'8 Work to keep them in the a2
=} conversation Stay open,
Z listen
VS. Work to be heard
Are dear, succinct, summarize, g
and synthesize Under-
stand

V5. Overwheim with complexity

TRUST

il 2

il 2

ARE

INFLUENCED
il 2
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* [ricks
* No Authority

® [Lreats
* People Panache
* Know-How
& Give & Fake

® Passion

* (Game Plan




Ateyetthe Head
or the Neck?

A man may be the head of the house,
but a woman is the neck

@bestscenes

and shecaﬁh»turn the head
anyway she wants.



https://www.youtube.com/watch?v=YelXdFhQxRQ
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A NEW YORK TINES BESTSELLER

DR.TIM IRWIN

Extraordinary

INFLUENGE

How

Medium

Great Leaders
Bring Out the Best
in Ochers

ARYANNE OADE

Foreword by TIM TASSOPOULOS
President and Chief Operating Officer, Chick-fil-A

ey Invisible
Inf:luence

FORCE

wone . FOTYDES |

INFLUENCE IN
THE WORKPLACE

How to Gain and Retain
Influence at Work %5

JONAH BERGER




