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E e How 0] Pltch a Brllllant ldea

s 'he necessary Art of Persuasion

® Persuasion: Theory and Research

® My experience with business idea
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HOW@$ITCH A BRILLIANT IDEA:
OVERVIEW —

—

G dea Piteh? has d p/z‘cher and a catolier

Jr'n Teotyping and mental categorization is the typical
J e ff tlS exchange

: -' Pitcher goal - recognize and embrace stereotypes, including
| —@atternlng after the positive types

. Catcher goal - looking beyond the pitcher to validity of the
idea being presented
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HEOWSI@IRITCH A BRILLIANT IDEA:
STEREOTYPING —— ——

' types typically. formed I a few: Seconds - lasting
1| IPRESSIRENTIAEENIRESHITHENaSESONIRULES

Jdeg: @filen JUdged versus pitcher’s image - leads to fast
fejele lon Offideas If there Is any doubt about presenter

~

e

-
--: i

'j_:'_'_:ﬂHumans don’t like the unknown, so instinct is to
= assouate traits with easily definable types

e Typically fall into three positive categories and four
negative categories (negative stereotypes carry far more
weight than positive ones)
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HEWSH@RITCH A BRILLIANT IDEA:
| POSITIVE LY PES s

—_—
S

HEOWRUNNER — These ‘professional’ piteh artists
mOJ ErcTeatveENnspictonrent prodtict knov oW into
jt|mate presentation

\f IST QuiIrky: and unpolished, these pitchers display

gle -minded passion and enthusiasm about their ideas

':"_ t NEOPHYTE Young, inexperienced and naive (at least
appear to be), they excel at ‘drawing in’ catchers
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HEWSKOIPITICH A BRILLIANT IDEA:
NEGATIVE T YPES e

—_—
S

J“““" [OVER — To0 W|II|ng 10 deletel/ change aspects, of
N EENGIVESHIPIESSIoNMTEYAdoMet care enough

ng — 100 rigid In thelr presentation, present with
IlENEeling or emotion as if everything were memorized

-
.
—r—

s
--: i -

--... .'_

= “USED CAR SALESMAN — Obnoxious & argumentative,
they everpower and intimidate rather than collaborate

e CHARITY CASE — Too eager to beg or plead at the first
hint of being rejected, extremely needy
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HEOWSI@IRITCH A BRILLIANT IDEA:
BREAKING FREE ——

—_—
S

- rlup ns have A mherent mternal stereotyplng system

- ~—) pomts oK not flttlng Within these parameters

- 5[9 otyplng makes catchers feel safe and comfortable
WVirIIENFdEecISion regarding the idea, when they are
ree ly @deciding about the pitcher

- ard

':'_:"‘ sCatchers must pay close attention to the merits of an
= [dea rather than focusing on the pitcher

® Only by exploring deep during a pitch can a catcher feel
safe regarding their decision of the validity of a new idea
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WHYAPETSUASION IS more Importani:
AOW. theln ever: 7

SHilnctional teams off peers

Be -boomers and generation-X offspring
— A Ilttle tolerance for unguestionable authority

=e Jectronlc Communications and

i _.-—-—""_

= Globallzatlon

— Eresion of traditional authority

“People Don’t just ask, What should | do? But Why should | do it ?”
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Re._c“e a3 forsuccess 2+

T —— i —

IS tate your PosItion

ond Make s rsu nefting arguments
1 e

' / \ a-based exposition

oI assertive s \

s Eiadlly, clinch the deal by working on axglose”
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m—
FONIAWAYS NOJL 10 PERSUANE

IR —

r\rre pt 10 make your case W|th nara up-front sell

lstlng compromise
Ilevmg that great arguments are enough

¢ Believing that persuasion Is one-shot effort

Avi Kumar Persuasion




our Essential Steps 16
= Effective Persuasmn

P ——— i ——

—

:_stabllsh Credibility

State goals in terms of common ground

- = Vivid language and compelling evidence

® Connect with audience emotionally
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ANIUZZy CEfinition

ARSI es 51U Intentional effort at influencing
anoier's mental state through
: ;  ( ommun/ca tion In a cireumstance. in which
—[re person being persuaded has some
measure ofr freedom
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IWENEACETLS of Persuasion™

IR —

- = The Messenger
— Source

s The Message
— Structure
— Content
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eSS affectinoRensuasionsource

~ A -
el

s Credibility
e | ikeability

— Similarity
— Physical Attractiveness
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EACIOYSTRIfiECting Persuasion: Message

ISEguential-Request strategjes

Make a Small Request First, Then

_ Make a Later.
Foot-in-the-Door »
First request: Large, No incentive,

Public good and completed

=
==

-

Low-Ball Technique

Person is Ammall Favor
hat Turns ostly.

Make an Extreme Request First,

Door-in-the-Face »Then a Reasﬁquest Later.

Do it Quick!
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S
Svafifecting Persuasion:Viessage™

- S_r.r ture
— l1__max /s Anti-Climax
"‘>‘kp|icit @oncllsions or not
: 9 ~0ntent

— Fear Appeals ¢~ »
— Examples Vs Statistical Summary

= Dlscrepancy /\ /
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> Tlle MECESSary Art of Persuasion, Jay A. Conger,
el ward Business Review, 1999, 84-95

G tol Pitch a Brilliant Idea, Kimberly D
--1sbach IHarvard Business Revrew September

~ 2003, 117-123
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K W
VEXpEriEnce: Genesisp

s |dea
® Class work

® Business Plan Competition
— Moot Corp

e Patent
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VIVREXPErieEnce: Exposurer

T — s o —

srContacts and netwerking
— Everybody and everywhere
® Selling
— VCs
— Corporate VCs
— Angels
— Friends
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VIVREXPEriENCE,; Statuisms

TR, i — i —

B < ntel Capitol
&= s [ntel New Business Initiatives
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