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Like it or not, we’re all 
in sales now.

Like it or not, we’re all 
in sales now.



And we’re 
operating on a 

remade landscape. 3
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“High power participants 
were almost three times 
as likely as low power 
participants to draw a 
self-oriented E.”
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“[P]ower leads individuals 
to anchor too heavily on to anchor too heavily on 
their own
to anchor too heavily on 

 vantage point, 
insufficiently adjusting to 
others’ perspective.”

Adam D. Galinsky, Joe C. Magee, M. Ena Inesi and Deborah H. Gruenfeld. 2006. Adam D. Galinsky, Joe C. Magee, M. Ena Inesi and Deborah H. Gruenfeld. 2006. 
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Increase your 
effectiveness by 
briefly reducing 
your feelings of 

power.

2 Imagine what 
the other side 

is thinking.



Imagine what 
the other side 

is feeling.

Use your head 
as much as your 

heart.
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“. . . adding a minor 
negative detail in an 
otherwise positive 
description of a target can 
give that description a more 
positive impactpositive impact.”
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“The core logic is that when “The core logic is that when 
individuals encounter 
“The core logic is that when “The core logic is that when 

weak 
negative information after negative information
already having received positive already having received positive 
information, the weak negative information, the weak negative 
information 
information, the weak negative information, the weak negative 

ironically highlights ironically highlights 
or increases the salience

ironically highlights ironically highlights 
 of the 

positive information.”
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Ambiverts?

Don’t be more 
persuasive, don’t  
be a glad-hander. 

Be more like 
yourself.



www.danpink.com/assessmentwww.danpink.com/assessment
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Least likely 
students

Most likely 
students

General 
letter 0% 8%

Specific 
letter 25% 44%

Give people an 
off-ramp.



dp@danpink.com

@danielpink

www.danpink.com 
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“I spent as much time thinking about what this book meant as I did reading it.” 
—MALCOLM GLADWELL

“ Pink is rapidly acquiring international guru status. . . . He is an engaging writer, who chal-
lenges and provokes.” —FINANCIAL TIMES

“ Pink makes a convincing case that organizations ignore intrinsic motivation at their peril.” 
—SCIENTIFIC AMERICAN
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