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ASSOCIATION, OPPORTUNITY, INCENTIVES, AND FEAR
- HOW LEADERSHIP AND SALES DISCIPLINES ARE RELATED

Both the leadership and sales disciplines are about persuading people  
through influence. Leaders establish direction for others to follow;  
salespeople persuade prospects to buy. Leaders promote their aspirations  
to followers; salespeople set directions for prospects to follow. Leaders  
and salespeople use both imagery and language that convey association,  
opportunity, incentives, and fear to drive momentum and urgency.

Unless forced, a person will only do something well if they are self-
motivated; the word "motivation" means "motion for action." The word  
"emotion" is derived from Latin roots meaning "to move." People are  
"self-motivated" when they find a reason to do something - the decision is  
often made emotionally, and then justified rationally.

Leaders have to motivate themselves first, relying on their own instincts,  
sometimes in uncertain conditions, whereas followers have leaders to  
inspire them. Using their best influence, leaders establish an environment  
that enables followers to motivate themselves. However, followers can be  
leaders too if they can inspire others to achieve results.

When tasks are assigned, leaders have to assess both the competencies and  
commitment of followers, and qualify them accordingly. If a follower is  
competent, but not committed, the quality of their work may be 
substandard. So a leader has to influence the follower to commit to the  
task so as to achieve quality results.

For all the effort that enterprises expend in research and development,  
operations, and business development, the costs and expenses are only  
recovered and profits earned if salespeople close sales to move products  
and/or services to customers.

Salespeople have to motivate themselves first in order to create an  
environment that influences others to buy. It can be an uncomfortable  
feeling to make a cold call, or to promote a new product for which there is  
no track record. However, salespeople have to meet new prospects and  
promote new products and/or services on an ongoing basis to keep their  
pipelines flowing.

Salespeople have to qualify their prospects in terms of authority, desire,  
and resources to buy - if a prospect is not qualified, the only answer is  
"no."
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An individual is "casually motivated" when they act regardless of the  
efforts of others.

To establish an environment that motivates others towards the desired  
result, leaders and salespeople have to understand the difference between  
what people need and what they want.

Whereas the needs of individuals tend to be rational, the wants tend to be  
emotional. For example, a person may need food, but wants a banquet;  
may need shelter, but wants a mansion; and may need a job, but wants to  
be boss.

When needs and wants don't align, influencing people to act through their  
emotions helps as savvy advertisers know. Using images and words to  
raise the emotions of followers and prospects can turn a boring task or  
product into something exciting and compelling. Even the packaging of  
everyday products can create an emotional spark through the use of  
images and words that create momentum and urgency.

However, if a person isn't in the mood or is in a state of denial, then they  
may not want to act, even though they need to.

A mood is less intense than an emotional state, and is less likely to be  
influenced by an event or situation.

Denial means that an individual believes a certain condition to be true or  
false when facts and other information suggest otherwise. Believing that  
there is a market for their products and/or services, entrepreneurs,  
executives, and lifestyle business enterprise owners can be in a state of  
denial when the behavior of prospects suggests otherwise - it's a function  
of how long they can withstand the pain. However leading salespeople  
make markets for products and/or services even when they are playing  
against the odds. If a person is really self-motivated to make a difference,  
they will keep trying, even in the face of failure.

Leaders and salespeople use four drivers based upon wants to influence  
others to achieve results or buy: association, opportunity to gain,  
incentive, and fear of loss.
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Association:

Followers or prospects want to associate with a respected or well sought  
team or buyer group because they share the same values, attitudes,  
behaviors, and beliefs:

● Becoming a member of a highly visible team, appointed by top  
management, and consisting of the perceived "up-and-comers" of the  
enterprise

● Becoming a member of an elite country club or similar group

● Acquiring products and/or services used by celebrities, such as cars,  
clothes, electronic gadgets, and gourmet food and beverages

● Acquiring "designer label" products and/or services because they are  
perceived as stylish and in-vogue

Opportunity to gain:

Followers or prospects want to take advantage of an opportunity for either  
tangible or intangible benefits:

● Obtaining a job position through which higher compensation can be  
earned

● Obtaining a job position through which new knowledge, skills, and  
experiences can be gained

● Acquiring a product and/or service through which new knowledge  
and skills can be learned

● Acquiring real estate in a neighborhood where property values are  
appreciating quickly
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Incentives:

Followers or prospects want to receive rewards and recognition:

● Receiving additional compensation such as higher salary, bonuses,  
and commissions

● Receiving awards and citations at "town hall" meetings or in the  
media

● Receiving discounts or bonus points, such as frequent flyer miles

● Receiving invitations to special events not open to all employees or  
the general public

Fear of loss:

Followers or prospects fear losing their "want" - the ability to associate,  
take advantage of an opportunity, or receive an incentive:

● Perceiving that time, space, or inventory are running out, such as for  
events, trips or products and/or services

● Perceiving that someone less qualified will get the offer or incentive

● Knowing that they are not qualified for the offer, but the leader or  
salesperson is ignoring that fact, enabling them to have something  
that they otherwise would not be entitled to

● Knowing that they are not qualified for the "advertised" offer, but the  
leader or salesperson is offering something which is more achievable  
or affordable, such as a less demanding position or a less  
sophisticated product and/or service, without creating an  
embarrassing situation
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***

Successful leaders and salespeople know how to use imagery and  
language to influence others through momentum and urgency; the  
alternative is force.

Using the four drivers of influence to lead and sell are enterpriship  
(entrepreneurship, leadership, and management) competencies.
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For more information...

For information about audiobooks, books, earticles, ebooks, and eseminars
offered by The Business Leadership Development Corporation visit  
www.etailia.com

For more information about the discipline of enterpriship visit  
www.enterpriship.com

To assess your individual competencies in thirty minutes or less, claim  
your opportunity for instant access when you go to 
www.individualcompetencies.com
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About Nigel A.L Brooks...

Nigel A.L Brooks is a management consultant to entrepreneurs, business  
enterprise owners, executives, and managers, and the enterprises they  
serve.  He specializes in developing the entrepreneurial, leadership, and  
managerial competencies that build sustainable advantage from vision to  
value.  He is an author and a frequent speaker.

He obtained his professional experience as a partner at Andersen  
Consulting (now Accenture, Ltd.), as a vice president at Booz Allen  
Hamilton, Inc. (now Booz and Company), as a senior vice president at the  
American Express Company, as president of Javazona Cafes, Inc., and as  
president of The Business Leadership Development Corporation.  He has  
been a contributing editor for the Bank Administration Institute magazine,  
and has served on boards of entrepreneurial networks.  He was educated at  
the University of Exeter, Devon, United Kingdom.

His clients are in the financial services, food services, high-tech,  
manufacturing and distribution, pharmaceuticals, oil and gas, professional  
services, retail and wholesale, transportation, and government industries.

He has experience in North and Latin America, Europe and Asia-Pacific.  

www.nigelalbrooks.com

About The Business Leadership Development Corporation (BLD)...

The Business Leadership Development Corporation is a professional  
services firm that works with entrepreneurs, lifestyle business enterprise  
owners, executives, and managers, and the enterprises they serve.

BLD develops entrepreneurial, leadership, and managerial competencies  
that achieve performance excellence by building sustainable advantage  
from vision to value�� through:

 Strategic Management Consulting
 Executive Coaching and Mentoring
 Professional Training via The Center For Business Leadership  

Development (CBLD)
 Motivational Speaking

www.bldsolutions.com
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