
 

 

CHANGING FOR GOOD 
A Scientific Method for Improvement and Change 

And Techniques for Winning Influence and Affinity 

  



AN INTRODUCTION 

Forty years ago, management scholar Aubrey Daniels pointed out, “An organization can’t improve if its 

people don’t improve.”  Daniels went on to hypothesize, “The best way to help an organization improve is to make 

individual performance improvement a structured and intentional process.” (VitalSmarts) 

Daniels ran a forty-year experiment using yearly feedback, quarterly feedback, 360 degree feedback, 

forced ranking, and a variety of other structured methods in an attempt to get individuals to intentionally 

improve their performance; however, little changed.  While her initial hypothesis still seemed strong, the 

methods she tried weren’t working.   

The problem with Daniels’ idea wasn’t the basic logic.  Human change, most definitely, is the key to 

organizational change.  Any improvement in an organization’s ability to realize its mission ultimately requires 

its’ employees to act differently.  The problem was that the responsibility for change was misplaced from the 

start—it was handed to bosses rather than employees.   

A FRAMEWORK FOR DEVELOPING 

Learning and growing are two of the essential essences of the human experience.  In every moment of our 

lives, there lies an inherent opportunity to learn.  Developing personally is always a personal choice, but 

taking the time to listen to others, to listen to the feedback the world gives us, and to reflect on how we can 

get better can dramatically improve the quality of our lives.  The decisions we make ultimately determine the 

type of life we will live, and it is up to us and only us to formulate our blueprint for success.   

Essentially, it all boils down to each one of us being both the subject and the scientist of our own 

lives.  We all have something we want to accomplish.  We also have sets of behaviors that either are either 

helping or hurting us as we attempt to move towards our goals.  Our behaviors lead us to a certain set of 

outcomes, and it is up to us to assess those behaviors’ effectiveness.  Evaluating what’s working and what’s not 

working will enable us to pin down specific behaviors that we need to add, remove, change, and keep in order to 

make real, lasting change.  Behaviors, when repeatedly practiced, lead to habits.  Hardwiring yourself with the 

behaviors that align with reaching your goal will inevitably lead you to success.  The Shewhart Cycle (also 

known as the PDSA model) is a scientific method based on these facts.   

This isn’t about being a superhero.  It’s about guessing, checking, and readjusting your strategy.  It’s 

about learning something every run-through.  It’s about creating a manageable plan that fits in with your life.  

It’s about getting a little better every day.   

The objective of the following tips and tricks is to provide you, the reader, with tools and techniques 

you can try in order to have more positive interactions with others and with your world.  By experimenting with 

these proven and time tested methods, you may be able to reach your goals, inspire, motivate, and influence 

others.  They won’t all work for you.  Try them out if you have the time and desire.  Keep the ones that you 

find improve your life, and discard the ones you don’t find helpful. 

SHEWHART CYCLE LEARNING AND IMPROVEMENT (the PDSA model) 

The Plan-Do-Study-Act (PDSA) model is scientifically proven tool for approaching the challenge of 

change.  The PDSA cycle is broken down into the following steps: developing a plan to test the change (Plan), 

carrying out the test (Do), observing and learning from the consequences (Study), and determining what 

modifications should be made to the test (Act). 

PDSA was initially invented in 1939 by Walter A. Shewhart, the father of statistical quality control, as 

a scientific quality improvement model for change and improvement.  As time passed, the model evolved to be more 

accessible and applicable.  Learn more about the evolution of PDSA here: 

http://www.cologic.nu/files/evolution_of_the_pdsa_cycle.pdf.   

PDSA is and has been used by thousands of healthcare organizations to improve their work processes.  It 

is used by drug addicts in the recovery process.  It is used by scientists to test their theories, adjust their 

hypotheses, and test again.  It is used by business leaders to improve their ability and reach their goals.  

Point being, this model has been proven to work and is widely used by a variety of people and businesses in a 

variety of fields.   

Here is what the PDSA model looks like: 
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TODAY’S PDSA MODEL 

 

An effective goal is specific and measurable, time bound, and what we really want.  We need to get clear as to 

what it would look like to move from how we are now to where we want to be in the future.  

 

Aim 

The first step of the PDSA model is to get clear as to what it would look like to move from how you are now to 

where you want to be in the future.  This means specifically defining a goal and a timeline for when you expect 

to accomplish that goal.  What is your aim?  What do you want to accomplish?  When would you like it 

accomplished by?  Vividly defining your objective helps solidify the definite behaviors that need development in 

your life in order to accomplish those aims in the designated period of time.  Also, to aim properly, you must 

objectively observe your current state.  That way, at the end of the cycle, you can track how far you’ve come.    

1.) Set a very specific goal – What are we trying to accomplish? 
2.) Set a specific timeframe for when expect to complete it – When will be it be accomplished? 

Plan (P) 

The second step of accomplishing anything is to create a plan of action.  Asking the question ‘why?’ you want to 

develop will enable you to gain passion and purpose behind your goals.  Asking the question ‘how?’ will lead you 

to formulate necessary steps to start the trek towards progress. 

1.) State/define objectives 
2.) Make predictions 
3.) Make conditions explicit 
4.) Develop plan (How?, Who?, What?, Where?) 

Do (D) 

The third step is to put your plan into action.  In your every endeavor, be consciously thinking about your 

plan.  All interactions you have during the day will be opportunities to exercise the new skills you desire to 

master.  Treating these opportunities as chances to practice will help you develop and bring you on the pathway 

towards success.     



1.) Carry out the Plan 
2.) Document problems, surprises, and observations 
3.) Begin analysis 

Study (S) 

The fourth step is to study the results and see how they compare with the predictions you laid out for yourself 

originally.  Have you accomplished the progress you anticipated?  Have you progressed from your last cycle? 

1) Complete analysis and synthesis 

2) Compare data to prediction in Plan 

3) Record under what conditions could the result be different 

4) Summarize what was learned 

Act (A) 

The fifth step of the PDSA model is to modify your plan based on your findings.  What are the most crucial 

behaviors that will have an exponential effect on your success?  Which of these behaviors do you need to keep 

doing?  Which behaviors do you need to stop doing (Abandon)?  Which behaviors do you need to start doing 

(Adopt)?  Which behaviors that you already do, do you need to do differently (Adapt)?  What were the crucial 

moments that led you to go off track, and how can you better manage them in your next cycle of being the subject 

and the scientist?  What were the behaviors were positive for you and led to you towards reaching your goals?   

The sixth step is to use the ‘Act’ step (what you’ve learned to keep doing, stop doing, start doing, and do 

differently) to create a revised ‘Plan’.  Start back at ‘Plan’ using the lessons learned from your previous 

cycle, and continue cycling through these steps towards your ultimate goal.   

1.) Adopt, adapt, or abandon what was learned 
2.) Build knowledge into next PDSA cycle 

USING PDSA IN YOUR LIFE 

It’s helpful to get into a personal/professional development cycle using time as a measuring stick. Set 

development goals that are time bound; that is they have start dates and end dates.  After each cycle, assess 

progress and commitment level.  Next, decide if this goal is something you want to keep working towards or 

decide to move to another area of focus. Many changes require a longer, sustained effort and will take many 

cycles to achieve. Make achievement the constant and time the variable.  Find what time cycle works best for you 

through experimentation.   

Next, reflect on the impact of actions that you’ve have taken and plan next tests based on observations. 

Checking in does not necessarily require a lot of time, it does need to be intentional and purposeful. Most 

engaged learners found it convenient to check-in either on a daily or a weekly basis. Personally, I like weekly 

cycles and I check in on Fridays. 

When you check in, engage in reflective and experimental learning using the Plan-Do-Study-Act cycle. 

Keep a record for yourself; many of the world’s most agile learners have found journaling helpful. For example 

on Friday afternoon, get focused around your individual change challenges and study how things went during this 

past week. What did you try? How did it go? How do you know? What do you want to try next? We use the PDSA cycle 

to guide this process. Plan out what you are going to try next week (what, who, where, when), next week do it 

(engage and observe), then next Friday study (analyze, reflect, own) and act (adopt, adapt, abandon). You may 

choose to record this process in learning journals. It’s important to get started, to get into action, and to 

get into a cycle.  

  



THE PDSA WORKSHEET 

 

Plan-Do-Check-Act Cycle 
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TECHNIQUES AND METHODS FOR IMPROVEMENT YOU CAN TRY 

Fundamental Techniques in Handling People 

Dale Carnegie’s, How to Win Friends and Influence People was published in 1936, is one of the best-selling 

“self-help” books ever published, and has sold over 15 million copies worldwide.  Its’ tips and tricks are 

helpful, honest, and stand the test of time.  These methods of interacting with others may go a long way towards 

helping you both professionally and personally.  If you’d like, use these tips and techniques in conjunction 

with the scientific method.  Use what works for you, discard what doesn’t. 

1.) Stop Talking Smack 

“There is one thing that hasn’t changed over the millennia—something philosophers from every culture have 

concluded.  It is as old as history itself.  Zoroaster taught it to his followers in Persia 2,500 years ago.  

Confucius preached it in China 2,400 years ago.  Lao-tse taught it to his disciples in the Valley of the Han.  

Buddha preached it on the bank of the holy Ganges around the same time.  The sacred books of Hinduism taught it 

1,000 years before that.  They all concluded: Don’t do to others what you wouldn’t want them to do to you.  Two 

thousand years ago Jesus put a slightly different spin on it: “Do to others what you would have them do to you.”  

It is the only rule in human history we call golden.” (Carnegie 95) 

Criticizing, condemning, or complaining in a public setting leads coworkers and clients to judge us in the 

same way we judge them.  As the Jewish proverb says, “For in the way you judge, you will be judged; and by your 

standard of measure, it will be measured to you.”  The golden rule may seem like something that applied only in 

grade school, but it is equally relevant in the real world.  It is easy to criticize, condemn, and complain 

about the decisions others make, but until we genuinely empathize with their decisions and situations, it isn’t 

fair to assume we would definitively make those decisions more effectively.     

1.) Shift our use of media from expose and objection to encouragement and exhortation 

Instead of using social media and company e-mails to talk down upon others, we should be so wise as to use 

these tools as a podium to celebrate and promote the accomplishments of our friends, of our team, and of our 

company.   

2.) Resist badmouthing as a differentiation strategy 

Remember the bully in school that thought he could become popular and hide his insecurities by putting 

others down?  Well, that never worked, and we all saw through the bully’s guise.  He/she was aggressively 

covering for his/her own needs by pointing out the needs of others. Being different is an advantage, but 

differentiating ourselves by badmouthing and criticizing others is ineffective and hurtful.   

3.) Make our messages meaningful by removing your agenda 

It is human nature that people care about what affects THEM.  When we broadcast our problems, our 

complaints, and all the things that are wrong with the world, we inevitably will turn others away.  People 

want information that is valuable to THEM, not us.  It also helps if it’s positive.      

4.) Calm yourself before communication to others 

We have all had times when we have spoken out in anger or disapproval when we wish we had bit our lip and 

waited 5 minutes to calm down, reassess, and step back to gain perspective.  Taking the time to absorb our 

feelings is a powerful tool.  Wait 5 minutes before sending that angry e-mail or text message.  Before 

saying something we might regret, take a walk and get away from the situation.  Being able to control our 

emotions will take us far in this world.  Uncontrolled outbursts won’t.  

2.) Practice Appreciation and Empathy 

We all have people in our lives that are valuable to us.  Who are those people in your life.  Whether it 

is be a coworker, client, or spouse: we rely on the actions of others to help us.  It is enormously important 

that we communicate to these people, with genuine appreciation, how much we value them.  “We all have an innate, 

unquenchable desire to know we are valued, to know we matter.” (17)   

Be careful, though, not to confuse appreciation with flattery.  The difference between appreciation and 

flattery is that appreciation stems from genuine empathy.  Appreciating someone means that you REALLY CARE.  

Taking the time to understand someone’s needs and wants, how they stand emotionally and psychologically, and 

connecting with them to be aware enough of what really matters TO THEM is true appreciation.  Letting others 

know that their feelings are genuinely as important as our own is endearing and builds trust. 



 Above and beyond appreciating others, appealing to the potential of others can also yield amazing 

results in our relationships.  Instead of focusing on faults, focusing on one’s strengths and affirming those 

positive attributes within their heart and mind builds confidence and trust.  Appeal to the person they could 

be.  Appeal to the person they want to be.  Don’t use “hypothetical hype”.  Instead use their history of 

goodness, success, and insight as a reminder of what they are capable of.   

“Instead of condemning people, let’s try to understand them.  Let’s try to figure out why they do what 

they do.  That’s a lot more profitable and intriguing than criticism; and it breeds sympathy, and kindness.  

Starting a conversation with criticism is sure to breed contempt.  Let us never forget to place what is already 

good on the table first. 

3.) Intuitively Uncover Shared Goals 

To influence others to act, we must first connect to a core desire within them.  What do they really 

want?  Why do they want it?  It is a matter of discerning what they truly want and offering it to them in a 

mutually beneficial package.  It’s not a matter of tricking them or outsmarting them.  Influence requires 

intuition.  Use intuition to discern what core desires truly inspire and move others.  People aren’t going to do 

things they don’t want to do, so finding a win-win: a situation where all parties benefit, is the solution.  

That starts with understanding others’ core desires.   

Also, influencing others requires a gentle hand.  Forceful demands rarely, if ever, succeed in 

motivating others.  We must establish an initial level of trust.  We must be their friend by taking the time to 

understand their wants, needs, and desires.  It takes dialogue and conversation to connect at a deeper level.  

Otherwise, we will never know our product or service will meet a person’s needs. 

Six Ways to Make People Like You 

1.) Become Interested In Others 

It is one of humankind’s great downfalls that we are intensely interested in ourselves.  This isn’t new.  

Since the beginning of time, people naturally have been interested primarily in themselves first.  It is a self-

preserving instinct built inside of us.  We must resist this intrinsic urge to focus only on ourselves. 

Catering to others’ interests, asking questions, investing our time in listening, and putting our own 

initiatives on the back burner subtly enable others to feel comfortable, confident, and interesting.  If we 

become problem solvers and promoters, we will reap the benefits.  As Thoreau writes, “Goodness is the only 

investment that never fails.”  Author John Maxwell also makes a good point, “All things being equal, people do 

business with people they like.  All things not being equal, they still do.” 

We like people who like us.  So to be liked, [we] must exhibit admiration for the things others do and 

say.  Take the time to learn about others and practice empathy, and it will come back to us tenfold.   

2.) Smile 

“When we smile, we are letting people know we are happy to be with them, happy to meet them, happy to be 

interacting with them.  They in turn feel happier to be dealing with us…To someone who has seen a dozen people 

frown, scowl, or turn their faces away, our smile is like the sun breaking through the clouds…Our smile is often 

the first messenger of our goodwill. Of course we don’t always feel like smiling, but if we make the effort, we 

not only make those around us happier but also become happier ourselves. 

 In today’s world of e-mail and cell phones, we might think a smile is not what it used to be.  Not the 

case.  While one’s voice and smile are treated separately when communicating in person, voice essentially 

equates to smiling in our written interactions.  We should be aware of what tone we are conveying in our e-

mails, our letters, and our text messages.  Do not be tactless or negative.  “Written words and their effect are 

permanent and largely irrefutable.”  Instead, “always begin and end the message on a positive note” (Carnegie 

57).  “Your written words are like the corners of your mouth: they turn up, they remain straight, or they turn 

down.  The subsequent effect—whether the words garner friendships and influence—has much to with the linear 

trajectory of the emotion they convey. (56)” 

3.) Remember Names 

“Names are the sweetest and most important sound in any language…We must remember that a person is more 

interested in his or her own name than in all the other names on earth put together.” (68)  By remembering one’s 

names and using it, we are paying a subtle and very effective compliment.  But forget it, mispronounce, or 

misspell it, and we have placed ourselves at a sharp disadvantage.   

Remembering names these days can be difficult.  We have brand names, store names, people’s names, company names, 

and more to remember.  How can we be expected to remember all of these names?  Well, instead of looking at it as 

a hassle, perhaps we should look at it as a, “…challenge.  As more and more people find it more and more 



difficult to remember names, there is enormous advantage to be gained by those who do.” (67) Also, “instead of 

defaulting to hollow, truncated greetings such as “Hey” or “Hi,” default to a greeting that uses the person’s 

name: “Dear Robin” or “Good Morning, Robert.”” (67)  One important point to remember is to use one’s name in the 

context that is appropriate to you.  “Do a little homework on what people in your same relational position are 

calling him.” (68)  Don’t use the nickname that his/her friend uses with him/her.  Carnegie emphasizes, “We 

should always be aware of the magic contained in a person’s name and realize that this word is wholly and 

completed owned by the personal with whom we are dealing, and nobody else.  It is a person’s trademark.  After 

the gift of life, a person’s name is the first gift he or she received.” (69) 

4.) Be a Good Listener 

Listen.  “The power of listening is the power to change hearts and minds.  More consequentially, it is 

the power of giving people what they most desire—to be heard and understood.” (72)  “Generating impressions or 

exposure simply isn’t how the world works.  Rather, it works through listening and building up trust.  This 

process is a slow one, but one that will always bear fruit.” (73)  Often times, people just, “want a 

sympathetic, trusted listener to whom they can unburden themselves.  Ultimately it is what we all seek at one 

time or another.  The question is whether we are discerning enough to be a burden lifter. (73)”   

“Listening’s power, like that of smiling, is strong.  When we listen well, we not only make an instant 

impression, we also build a solid bridge for lasting connection.  Who can resist being around a person who 

suspends his thoughts in order to value ours?” (74)  

Be present.  Practice presence.  Wherever you are, be all there.  Checking smartphones and e-mails while 

talking to others is disrespectful and sends a message your time is more valuable than theirs.  Listening 

garners great respect.  

5.) Cater to Others’ Interests 

"I am very fond of strawberries and cream, but I have found that for some strange reason, fish prefer worms. So when I went fishing, I didn’t 

think about what I wanted. I thought about what they wanted. I didn't bait the hook with strawberries and cream. Rather, I dangled a worm or 

grasshopper in front of the fish." 

“When it comes to mattering to others, you must discuss what matters to them.  Assume all else will fall 

on deaf ears.” (79)  People innately want to talk about themselves, so talking about ourselves will turn them 

off.  To be more effective in our interactions, we should begin by going against the urge of talking about 

ourselves.  Instead, keep in mind what matters to the other person.  “This starts with listening.  Once you know 

what matters to others through a practice of longer listening, we can then truly engage them by putting such 

matters at the forefront of our interactions.” (80) Convey value to them by listening to their wants and needs. 

Instinctively understanding others’ wants and needs is a skill, and the sooner we begin to put our focus into 

the feelings of others, we start improving our ability to determine what those needs are. Consider creative 

solutions to their problems and thoughtfully offer them up as potential solutions.   

Relationships involve risk, so hanging onto a place of safety and comfort won’t enable you to grow and learn 

about others.  “The bottom line is that relationship involves risk, and if we want to influence other people’s 

lives, we have to comfortable accepting that risk.” (84) Once we know what matters to others through a practice 

of listening, placing our matters in a holding pattern is the only way to truly engage others with a steady diet 

of what they care about…Subsequent influence is more potent, and there soon comes a time when what matters to 

you matters to them.” (85)   

Carnegie emphasizes treating relationships where you have earned influence with consideration and care.  “There 

are those in this world with whom you have earned significant influence; they are a gift and a responsibility.  

You should not only know who they are but also always know what matters to them.  The gift is what they bring to 

you; value it.  The responsibility is to lead your relationship somewhere meaningful to both of you—but at the 

very least, to them.” (86)   

“True influence comes from connecting to the individuals, nurturing those relationships, adding real value to 

the other [people]’s lives and doing anything and everything to serve them, so that when the time comes for you 

to make an ask, there is someone there to lend a hand.  Worry less about how many people you are connected to 

and worry a whole lot more about who you are connected to, who they are and what you are doing to value and 

honor them.” (86) 

6.) Sincerely Make Others Feel Important 

Superficial connections are a dime a dozen, but where the real magic happens is in authentic connection.  

Focusing on taking relationships to the next level by asking deeper questions, listening longer and more 

intently, connecting a little tighter, and making people feel better about their relationship with us makes them 

like us more and also makes them want to do more business with us.  Carnegie puts it this way, “Many steps come 

between what we sow and what we reap.  Most are small seed planted in the small moments of every day…Instead of 

looking for the big sell, [seek] small, meaningful ways to leave people a little better.  The smaller seeds 

sowed meaningfully reap a bigger harvest.” (89)   



“There are no neutral exchanges.  You leave someone either a little better or a little worse.” (93)  Every 

interaction leaves either a positive or negative impression. We would be wise to try and make them positive 

ones.    

 “What we must always remember is that what motivates you to win friends is rarely what motivates others to 

grant us their friendship.  We are motivated by what can be achieved with others’ loyalty or support or 

collaborative effort.  We are motivated by the big picture of connection and collaboration—by how things can be.  

In contrast, those with whom we want to connect and collaborate see only the small pictures of their own 

experience with us.  They see the true measure of our motives in bytes and feats.  They are motivated by how 

things are.  Others are constantly asking of [us]: “How valuable is my relationship with this person?”  ”What 

have you done for me lately?”  Carnegie suggests that our inspirational intentions must translate into small 

acts of service and value, or else they are bound to fall short. (91)  It turns out that, “…the secret to all 

interpersonal progress is adding value to others’ lives, and doing so with regularity.” (92) 

How to Merit and Maintain Others’ Trust 

1. Avoid Arguments 

“Arguing with another person will rarely get us anywhere.  It usually ends with each person more firmly 

convinced of his rightness.  We may be right, dead right, but arguing is just as futile as if we were dead 

wrong.” (100)  

We will face conflict nearly every day of our lives, and it would be best to prevent tactful discussions from 

becoming an aggressive arguments” (102) To do this, “…we must value interdependence higher than independence and 

understand that respectful negotiation is more effective in the long run than a noncompliant crusade.” (102)  

Inside us all is “a vault of better self-understanding, higher knowledge and greater ideas.  Tension and 

conflict occur when we discard the notion that others also have inner wisdom that ought to be heard.” (104) 

Avoid arguments because when we do, it leads to, “a mutual stretching of insight and personal growth.  And if we 

can see our interactions clearly despite tension and conflict, there is little we can’t accomplish in 

collaboration with others. (104) 

2. Respect Others Opinions.  Never Say “You’re Wrong” 

People from different backgrounds and cultures bring different perspectives and skills to the table. Sometimes, 

there will be differences in opinion, however, “In most disputes, our differences with others are far subtler 

than we allow ourselves to see…Disagreement is more often a small crack in the sidewalk that can easily be 

negotiated if we come to the discussion table with a more open mind.” (106) “All effective problem solving, 

collaboration, and dispute resolution begins with an emptying of the mind—of what we know or what we think we 

should know…This can feel incredibly unnatural because we have been trained to demonstrate what we think, to 

show our knowledge, our smarts—we think therefore we talk.  Yet by approaching a conversation with a blank 

slate, we take a humbler and more honest approach.  We acknowledge the possibility that we may not know all the 

facts and that we may not in fact the only one who is right.  Better yet, we create the possibility for 

meaningful collaboration—the melting of thoughts, ideas, and experiences into something greater than the sum of 

two parties.” (107)  Choose collaborative possibility over personal victory. “…we must enter all disputes with a 

mind open to what more we might discover and produce together.  Only then can out true interpersonal potential 

be tapped.”  (110)  

“Why prove to a man he is wrong?  Is that going to make him like us?  Why not let him save his face?” (112)  

“Telling people they are wrong will only earn us enemies.  Few people respond logically when they are told they 

are wrong; most respond emotionally and defensively because we are questioning their judgment.   

We shouldn’t just avoid the words “You’re wrong.”  We can also tell people they are wrong by a look or an 

intonation or a gesture, so we must guard against showing judgment in all of the ways that we communicate.  It 

is easy to allow a certain tone to creep into our online communication, a tone that tells another person that we 

believe he or she is wrong.  Sometimes we don’t even realize the tone is there until we read what we’ve written 

sometime later.  We believe we are being diplomatic, but each word, presented in absence of expression or a soft 

tone of voice, is usually a condemnation.  This is one of the reasons settling disputes is best accomplished in 

person.  Instead of presenting a truncated argument through email, IM, or Twitter, create a more respectful, 

conciliatory environment for conversation.  Only then should we offer our point with an open mind.  While we in 

fact might be right and the other person wrong, there is no sense in denting a person’s ego or permanently 

damaging a relationship.  If we remember those who obstinately insisted you were wrong, we can be certain others 

will remember us in that same negative light if we choose to turn an interaction into an opportunity to teach a 

lesson instead of a chance to strengthen a relationship.   

Always default to diplomacy.  Admitting that we may be wrong is disarming.  Conceding that the other person may 

be right is endearing.  Be agreeable.  Ask questions. Listen!  And above all, consider the situation from the 

other’s perspective (empathy) and show that person respect.  Such a humble approach leads to unexpected 

relationships, unexpected collaboration, and unexpected results. (113) 

3. If you are wrong, admit it quickly and emphatically  



We all make mistakes. If we’ve made a mistake, it is far better that we control the news being spread by coming 

clean quickly and convincingly.  “If we admit our faults immediately and emphatically, we let others know we 

genuinely care about the people we hurt, that we are humbled, and that we want to make things right.  People 

rarely hold on to anger and disappointment when they can see that we view ourselves and the situation properly.  

We are much more forgiving of those who are willing to come clean right away.” (119)  

It’s important we don’t try and lay the blame on someone else.  “No one changed the circumstances but us.  It 

not others’ duty to give us back the life we took from ourselves.  Only we can get our life back.  That always 

begins with admitting our faults quickly and emphatically.  What all of us at one time or another forget is that 

there a certain degree of satisfaction in having the courage to admit one’s errors.  It not only clears the air 

of guilt and defensiveness but also often helps solve the problem created by the error much quicker.” (120) 

 “When we recognize and admit our errors, the response from others is typically forgiveness and generosity.  

Quickly the error is diminished in their eyes.  It is only when we shirk responsibility or refuse to admit our 

errors immediately that we raise the ire of those around us and the original misjudgment seems to grow in 

importance and negative effect.   

Today we have the opportunity to broadcast our apologies, to let everyone involved know we made an error and are 

sorry for it.  We nip negative opinions in the bud when we take that action.  And we gain people’s respect, 

because it takes courage to admit our faults.  No matter what that mistake may have been, it is crucial to 

choose the path of humility and rely on the power of forgiveness.” (121)  

4. Begin in a friendly way.  

“Friendliness leads to friendliness.  We are more inclined to agree with another person or see things from his 

perspective when we have friendly feelings toward him.  If, in contrast, we feel a person is busy or brusque or 

uninterested in sharing a common courtesy, we tend to mirror the sentiment.  This is a difficult obstacle to 

overcome whether we’ve just met the person or have known him awhile.  Where the initiation of interactions is 

concerned, no approach sets the tone more effectively than gentleness and affability, even if the other person 

is a source of pain, frustration, or anger.  A friendly greeting says: “You are worth my time.  You are 

valuable.”  This subtle message has tremendous power—more than most realize.” (126)  

“Consider this the next time you sit down to write an email to somebody who has made you frustrated or angry.  

Will you begin with a civil, courteous tone or let your emotions take over and jump into conflict?  Will you 

take a few moments to inquire about the other person’s life or work situation or to create a bond through some 

shared interest by telling them something about yourself?  If you begin in a friendly manner, you are far more 

likely to get the positive results you seek, especially if you and the other person are currently at odds.” 

(128) “If we want our voice to reach through the noise and beneath the surface to others’ motives for moving in 

your direction, begin in a friendly way.” (131) 

5. Get The Other Person Saying, “Yes, Yes, and Yes!!” 

Bringing common likes and shared interests to our interactions as early and often as possible creates an 

intensely powerful position to hold if we want to influence someone.  “When the first reaction to our 

communication with someone is no and they really means it, a physiological cascade of reactions is taking place 

that is putting the person in a defensive position, ready to withdraw.  But when this same person says yes and 

really means it, he is in a position of acceptance, of openness, of moving forward.   

So the more yeses we can get at the outset of an interaction, even if they have little to do with the ultimate 

proposal, the more likely we are to put the person in a mood to agree with us along the way.  Getting to yes is 

so much easier if we start with yes.   

We have an obvious opportunity—a positive position from which to start dialogue.  With the vast opportunities 

available to us to connect with the people who are interested in who we are and what we have to say, there is 

little excuse for starting a relationship, or even a conversation, on the wrong foot.  When we start with yes, 

at the most basic level we are creating affinity.  But to turn affinity into influence, there must remain a 

foundation of empathy.  We must be able to constantly see the interaction from another’s point of view so that 

we know the ultimate value of our points of affinity.  You have to offer them what they want in your 

communication if you want to begin and remain at yes.  Only then have you earned a level of trust that permits 

you to confidently offer others your pitch, whether it is for a product, service, or cause.” (137)  

6. Surrender the Credit 

“Who wants a friend who thinks it’s all about them?  Who wants a leader who doesn’t see your contributions?  The 

answers to those questions are easy.   

Now, “Who wants a friend who doesn’t care who gets the credit?  Who wants a leader who sees the full value of 

your contribution?  (142)   

We would be wise to surrender any credit that comes to us to others involved in the success.  Not because we 

don’t deserve any, but because we are grateful for their contribution.  Surrendering the credit “is nothing more 



than putting the success and betterment of others first—and putting our confidence in both who we are and in the 

rubberlike power of reciprocity” second. (144) 

We don’t give in order to get in a transactional sense.  But we do give in order to foster relationships—and by 

doing so we know there will be rewards.  Reciprocity is a natural by-product of a relationship where two people 

share in joys and pains.  “Double the joy, half the sorrow,” goes the saying.  In true relationships, friends 

look for ways to repay friends.  What would happen if this spirit of relating spread throughout a company or a 

particular niche in the marketplace, or even across an entire value chain?” Two things are certain: (1) everyone 

involved would enjoy life a lot more, and (2) success would be more probable as collaboration occurred 

naturally.  In the long run, no one but the originator remembers things such as whose idea it was, who spoke 

first, or who took the first risk.  What people remember is magnanimity.  It is an interesting paradox that the 

more we surrender the credit for something we’ve done, the more memorable we become, and the more we actually 

end up receiving credit.” (146)  

“It is the unconventional mind that understands success isn’t about attention and accolades.  It’s about 

partnerships and progress.” (146) 

7. Listen! Empathize! Understand! 

“In an age bent on self-promotion and interpersonal leverage, we seldom take the time to consider how someone 

else might feel in any given situation.” (148) When dealing with a person, we should always ask ourself, “How 

would I feel, how would I react, if I were in his shoes?”…Once we take the time to consider the other person’s 

perspective, we will become sympathetic to his feelings and ideas.  We will be able to authentically and 

honestly say, “I don’t blame you for feeling as you do.  If I were in your position, I would feel just as you 

do.” This phrase, so rare in discourse today, will stop people in their tracks, will immediately get their 

attention, and will make them far more amenable to your ideas.  Most people are merely looking for somebody who 

will listen to them and be sympathetic with their plight, regardless of large or small their woes.  If we can do 

that for another, we are giving her a gift that will brighten her day, even her week or month.” (149)  

Today there’s little excuse for misunderstanding or overlooking another’s perspective.  Most of us are 

broadcasting the details of our lives, seeking significance or a sympathetic ear from anyone who will listen.  

By taking time to research other people’s current circumstances you will avoid making assumptions about them.  

If a person is important to us in some way, every second we spend trying to better understand his perspective is 

a second well spent.  We are not empathic creatures naturally, so we must work at it. 

We would all grow in stature and confidence if we could learn how to celebrate the most common thread in 

everyone.  Imagine the personal barriers we could bridge in our workplace, our homes, or our friendships if we 

could always respond to mistakes and disputes in a gracious manner.  What sort of treatment would we receive 

back?  What sort of perception would others have of us?  Remember, empathy is not a networking tactic to be 

learned and leveraged; it is a link to immediate affluence in human relations. (151)  

8. Appeal to Noble Motives 

“We all crave transcendence—to be part of something bigger than ourselves, to be meaningful to the world and the 

people within it, to have it said of us that we rose above, took a stand, reached beyond, and did what was right 

and honorable and true.” 

While building better relationships and getting things done at work are central to our lives, their importance 

exists because yearn to be people who make a difference.  Tapping this noble motive in those we’d like to 

influence can therefore reap great rewards…Tell the person, “You are capable of doing the right, honorable, true 

thing”.  It is a subtle compliment that essentially says, “I believe in you”.  These are powerful words that 

move people to action.” (154)  

“Few would refute that there is something noble and redeemable in everyone.  All of us, being idealists at heart 

and preferring to present ourselves in the best light, like to think of motives that sound good.  If we provide 

an opportunity for others to do the same, if we don’t assume that their motives are selfish or deceitful, we 

allow them to increase their own self-worth in their response to us.  We allow them to prove us right about 

them.” (155)  

“To truly connect with people we must celebrate their inherent dignity.  In doing so, we celebrate ours.  

Appealing to noble motives enables us to move the masses, and ourselves along with them.” (159) 

9. Dramatize Your Ideas 

“People don’t want to see their lives as ordinary.  People want to know that they matter, and the best way to 

show them that they do is by allowing them to connect with a larger story.  People and businesses that 

understand this principle are unbeatable.” (162)  “People remember.  And when a message is a mission, they will 

tell your story to anyone who will hear it—even a stranger at an airport.  And by doing that, they become your 

strongest advocates in marketing your product. (163) So let’s share our story.  “To really make our idea pop, 

let’s take a unique approach.  Let’s step beyond the bounds of our computer and do something people don’t see 

every day.  Let’s use all of the tools available to us and our imagination to make our ideas vivid, interesting, 



and dramatic.  Let’s share our stories, and others will be willing to share theirs.  Together we will create a 

new and larger story…When our journey is OUR journey, we are both compelled to see where it goes. 

10. Throw Down a Challenge 

“Competition is one of the most compelling realities of the natural world.  While connection is necessary to 

keep us thriving, competition is necessary to keep us striving.  “As iron sharpens iron,” wrote King Solomon, 

Israel’s third monarch, “so one man sharpens another.”” (168) 

 “The only way to get the best out of yourself and others is to challenge and collide.” (168) “the challenge 

itself is just as important as the response to it.  Remember that challenges that inspire and compel are very 

different from challenges that discourage and depress.” (170) Make your challenges enticing, specific, 

realistic, and actionable. “The way to get things done is to stimulate competition.” “When victory is defined as 

team victory—for a cause, a country, a cure, or a company—winning is all the more compelling, because the 

competition forces us to communicate and connect on an area of affinity.  The competition comes to mean as much 

to us for its camaraderie as for its ultimate result.  Look around your sphere of influence for an area of 

affinity that can generate a competition that can mean something more than reaching the finish line—something 

that can mean lasting friendships and corporate influence for positive change.” (171) 

LEARN FROM THE GURUS 

Walter A. Shewhart – The Father of Statistical Quality Control - http://en.wikipedia.org/wiki/Walter_A._Shewhart 

Dale Carnegie – Writer, Lecturer - http://en.wikipedia.org/wiki/Dale_Carnegie 

How to Win Friends and Influence People by Dale Carnegie – http://www.amazon.com/How-Friends-Influence-People-

Digital/dp/1451612591/ref=sr_1_2?ie=UTF8&qid=1373305566&sr=8-2&keywords=how+to+win+friends+and+influence+people  

http://en.wikipedia.org/wiki/Walter_A._Shewhart
http://en.wikipedia.org/wiki/Dale_Carnegie
http://www.amazon.com/How-Friends-Influence-People-Digital/dp/1451612591/ref=sr_1_2?ie=UTF8&qid=1373305566&sr=8-2&keywords=how+to+win+friends+and+influence+people
http://www.amazon.com/How-Friends-Influence-People-Digital/dp/1451612591/ref=sr_1_2?ie=UTF8&qid=1373305566&sr=8-2&keywords=how+to+win+friends+and+influence+people
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