
RECIPROCITY
This is a social norm that one should respond to a positive action by rewarding a kind action in 
return. Many scientific studies have shown that reciprocity is a strong motivator that can significantly 
enhance sales. During the initial interaction with prospects, salespeople can leverage the sense of 
“quid pro quo” by offering something of value. This could include a whitepaper, a link to an article or 
an observation from a respected third-party. This will cause prospects to respond with an increased 
sense of mutual respect and meaningful exchange. 
 

SECOND LEVEL QUESTIONS 
Scientists have discovered a way that questions get asked that align with how the brain is hardwired 
to disclose specific information. This research demonstrates how second level questions are                         
designed to delve into the next layer of information and can guide prospects into revealing essential 
insights that a sale can be built upon. These questions prompt prospects to assess or explain a 
thought, fact, situation or behavior. This also allows the prospect to define evidence of the problem 
or result they are seeking.   

SOCIAL PROOF
Connecting the persuasiveness of an idea or behavior with how others are responding to it makes       
a powerful impression. It is the reason why people are drawn to different things, from Blockbuster 
performances to busy restaurants and even businesses that have many customers. Helping your 
clients understand how to amplify those messages and experiences will go a long way to helping 
them see both the value of your service and the need for more “reach” to new customers. 

LOSS AVERSION
One of the most potent motivators of human behavior is loss aversion. Research shows that the 
human brain is far more motivated to avoid loss than to acquire equal gains. Numerous studies have 
demonstrated that loss aversion actually boosts buying behavior. The key is to clearly articulate what 
the prospect will actually lose if they do not purchase your product or service and how purchasing 
will alienate the “pain” or “sense” of anticipated loss. 

NESTING EMAILS
These are a series of pre-written emails that are crafted to elicit a specific response, action or engage-
ment. Research has concluded that the way a choice is presented shapes how it will be perceived and 
acted upon. Nesting emails are defined by a choice architecture which structures the conversation 
with the prospect. Using an excellent email tracking tool like SharpSpring, Insidesales.com or HubS-
pot enables you to see what happens to your emails after they are open – all in real time. In other 
words, a salesperson has much more visibility and data on each prospect and their level of interest 
and interaction with an email or attached presentation.
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