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“I have an idea, or thoughts about a
new approach”




Important to keep in mind

1. Anideaor anything new = Change
2. People don’t like Change when it involves them

3. Group = individuals each with their own perspectives &

preferences







It's kinda simple, really:
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The Classic Corn Research & Early Adopters

Why are some naysayers?

® Don’t see what’s in it for
them

® Fear

® Sense of “loss” outweighs

any element of benefit

e “Laters” or “Laggards”
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Influencing is built on:

Clarity

Competence

Influence

Relationships




We keep learning...

® Influence without Authority by Cohen and Bradford
® The Art of Woo by Shell and Moussa

® Influencer by Patterson & Grenny

e The Influence Mwjournal of Organizational
Excellence, Winter 2005

® Situation Management Systems’ Positive Power and
Influence Programssmsinc.com

® Dave Pollard’s How to Save theblsgr|d



http://www.influencewithoutauthority.com/
http://www.theartofwoo.com/
http://books.google.ca/books?id=dEP-dIDjoZEC&dq=influencer+by+patterson&printsec=frontcover&source=bl&ots=zAjDjlhHTy&sig=PkIGsHAeFyA9mBMAnoLa89phSPw&hl=en&ei=6HWVSrmCCo6-lAf8g_GvDQ&sa=X&oi=book_result&ct=result&resnum=1
http://www3.interscience.wiley.com/journal/112141112/abstract?CRETRY=1&SRETRY=0
http://www3.interscience.wiley.com/journal/112141112/abstract?CRETRY=1&SRETRY=0
http://www.smsinc.com/
http://blogs.salon.com/0002007/
http://blogs.salon.com/0002007/
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Influencing others starts with ourselves

® We have to see ourselves as influencers
® We must be clear on what we want to see happen

® We must learn new approaches

ol nfluence may
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® One in ten Americans tell the other nine how to vote, where to eat, &
what to buy

* Passionate, informed, well-connected, articulate g{eople with broad
social networks, to whom others look for advice & recommendations

o “Talkers”

The Influentials Keller & Berry, 2003




Effective influencers tend to be:

L “Expert” in a specific ® Opinion leaders
domain * Knowledgeable about the
* “Early Adopters” or issues being dealt with
certainly know how to ® Viewed as trustworthy

build relationships with

e With connections
early adopters to move

Change through e Use their knowledge &

VIO

The People Shaplng the Future of L1brarles

connections to help others




Cohen-Bradford

Influence without Authority Model
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currencies:
ours & theirs

nfluence
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Influencing is built on:
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Influence

Clarity I
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Influencing skills COT—

* Know your strengths & weaknesses
e Work to your strengths
* Keep the organizational perspective

® (Critical success factor for credibility & expertise

~
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Relationships

Influencing skills

® Get to know people, what they do, & keep in touch —
regardless of level

® Build trust; it’s incremental & fragile

® Must understand your organization’s hidden yet important
relationships & where the real power lies

® [ts “organization quotient” differs from its formal structure

Forbes, July 23, 2007

OYou cannot antagonize and influence at the sampStiKieox



http://thinkexist.com/quotation/you_cannot_antagonize_and_influence_at_the_same/212221.html

Influencing skills Clarity

® Be clear on what you want

* Be clear on what you've got, & where your lines will be
drawn

* Communicate clearly, in the style of the listener
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Influencing skills Clarity

* Communication styles:
® Pre-1965: prefer face-to-face
Motivator: I’'m needed
® Pre-1981: prefer e-mail
Motivator: doing it my way
® Post-1981: prefer IM

Motivator: being part of creative team

Hammil’s “Mixing & Managing Four Generations of Employees”, FDU Magazine
Winter/Spring 2005
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Being part of the quotient

To move to the decision—making table:
® Clear direction which can be articulated
® Cross-functional experience

¢ Financial understanding of ROI &

Investments

® Presence, confidence, clarity

Rebecca Jones research for SLA Executive Institute,

Information Outlook




Influencing Styles

e Involving —“pull” - communication style matches
others’; building collaboration

e Inquiring O“push” - listening caretfully to identity
others’ needs & ‘currencies’; to give & take

e Leading—“pull” - engaging people to share stories &

common grounds

e Proposing—“push” - presenting possible solutions or a

choice of options; structured & rational




Inquiring

* Based on assumption that people are more motivated by what
they’ll lose

® Scarcity principle: people want what they can’t have

® Present an idea, explaining what it is they’ll get from you or

what they might lose




Leading or Visioning

® Based on assumption that people want to help create the

solution

® Requires a good blend of both expertise & credibility - & trust

* Use images & metaphors, not facts & logic




Proposing or Persuading

Goal Is to gain real
commitment

Manage the credibility
card

What do they want that
you can give them?

Why might they say no?

» Close the sale
oWwi Il you <co
oWhen will vy
NotowWe hope
will é. o




Involving

® Based on assumption that people like to be a part of what
Othelﬁeople are involved in

e Name specific individuals who are or have been involved

® Works especially well if the people LIKE those who are
involved

® People are more influenced when they feel they are part
of the process, are complimented & thanked for their

contribution




All styles

Require:
° Clarity — communication skills are critical
® Competence — must know what you are doing

° Relationships — must know which style to pursue




Thank you

[et us know how you are doing!

rebecca(@ dysartj ones.com

hennig@MIT. EDU
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