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Announcer: ConsciousSHIFT with Julie Ann Turner brings insights from leading voices 

and visionaries across the globe, to guide and inspire you to create your 
own ConsciousSHIFT into your true power and singular greatness. 
Through her expertise author, speaker, and social innovator Julie Ann 
Turner, a world authority on the creative process, guides you to discover 
how to consciously create the life, work, and world you most desire. 
Now, here's your ConsciousSHIFT host, Julie Ann Turner. 

Julie Ann Turner: Welcome, everyone. This is Julie Ann Turner. We're so glad that you’re 
joining us today for ConsciousSHIFT. I want you to think about something 
with me. In all of the things that you do each day in your life and work, 
how much time do you spend influencing, and persuading, and pitching 
other people? It could be about your ideas. It could be about taking 
action about something. It could be products and services - but how 
much time do you think you spend every day in the process of moving 
people, persuading them to action? We should think about it. Just have a 
number or percentage in mind. Do you have kind of a sense of how much 
time ... I bet it's even more than you thought when I first started to ask 
the question. The latest research actually shows that we spend about 
40% of our time selling other people. That means all of us. Even though 
one in nine of us is actually in an official sales position, all of us spend 
around 40%, on average, of our time persuading people. Isn't that 
interesting, that life really requires all of us to sell?  

 You know, we can't really move ahead without moving people. Today 
we're going to talk about how we can move people with authenticity, 
with passion, and with purpose. As our guide, and our guest, on 
ConsciousSHIFT today, Dan Pink says in his new book, "To Sell Is Human." 
Selling is universal. How can we do it with more humanity, and with more 
effectiveness? Dan is here with us today to talk about the surprising 
truths about moving others. Most of you know Dan Pink. He is a New 
York Times bestseller many times over. His books Free Agent Nation,  
A Whole New Mind and Drive. Really, through all of Dan's writing and 
work, he's changed the way we think about our work, about our 
motivations in life and work, and our self-expression. He's here today to 
share some new insights with us about how to move people. Dan, just so 
honored to have you back on ConsciousSHIFT. 

Dan Pink: Julie Ann, it's a pleasure to be back with you. Eager to have our latest 
conversation.  
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Julie Ann Turner: Absolutely, Dan. You know what struck me as I was reading your book 

and preparing to talk with you today, I came across that word bestseller. 
You're a multiple time bestseller. To break that word down, a bestseller, 
we praise the bestseller don't we. We praise the best ... 

Dan Pink: Yeah, good point, yeah. 

Julie Ann Turner: Right? The bestselling companies, we praise that, and yet when it 
comes down to the actual word sales and selling, sometimes the 
reaction is totally opposite. It's a very strong negative reaction. Isn't 
that what you found in your exploring this topic for the book? 

Dan Pink: That's absolutely correct. Both of what you said earlier, in the beginning, 
is equally correct. One of things that I found in my research, if you go to 
the labor market data , one in nine people in this country work in sales. 
Sales, that it is their job, to sell stuff, that's a lot of people. One in nine 
people in the work force, that's about 15 million Americans. Their job is 
to sell, whether it's Winnebagos, or wholesale seafood, or consulting 
services. As you said in the intro, if you look at what the rest of us do in 
the job, people like us who don't have sales in our job title or on our 
business card, we're selling too, all the time.  

 We are trying to, as you say, trying to sell our ideas. Trying to sell people 
on the notion of taking action. Trying to sell our teammates on coming 
and doing our project rather than another project. Yet as you also say, 
there's a real distaste for the very concept of sales. If you ask people, 
one of the things that I did in this book was share that 7,000 adult full-
time workers - because it's a really interesting survey – asked, ‘When you 
think of sales or selling what’s the first word that comes to mind?’ People 
offered words like sleazy, and slimy, and smarmy, and dishonest, and 
aggressive. There's a real ... We really don't like this idea of selling, but 
for a whole host of reasons that view is really, really, really outdated.  

Julie Ann Turner: Dan, I'm wondering, and just from ... Maybe it's from your gut reaction in 
doing this research, what is it about sales that turns us off so much? 

Dan Pink: I think part of it is our experience of being buyers in a certain kind of 
world. Let me tell you what I mean by that. That view of sales as sleazy 
and slimy, I think tells us much more about the conditions in which sales 
have long taken place, rather than anything about the nature of sales 
itself. Most of what we know about sales ... Here I'm talking sales, I'm not 
talking about getting people to join forces with your idea, or take action. 
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I'm talking about selling a dachshund, or garden equipment. Most of 
what we know about sales comes from a world of information based in 
asymmetry, where the seller always had more information than the 
buyer.  

 When a seller has more information than the buyer, the seller can rip 
you off. Period. That was our world until very, very recently. When you 
went to buy anything, the seller always had an information advantage 
over you. Say you went to go buy a car, the car dealer is going to know a 
lot more about the cars, a lot more about Toyotas, a lot more about 
Camrys, than you ever could. When they have that kind of advantage 
they can take the low road, they can be sleazy and slimy. This is the 
whole reason why we have the principle of buyer beware. One of the 
biggest changes to occur in the way that our economy works, in the way 
that our whole culture works, is that world of information asymmetry 
that defined the sales relationship is disappearing. We don't live so much 
in that world anymore.  

 Again, if you go to cars, that's a perfect example of it. When you go into a 
car dealer now, you can have as much information about cars as that 
dealer has. You can know what the trade in price of your current car 
should be. You can know what other dealers in that area are charging. 
You can know what the factory invoice price is. That's a huge change. 
We've basically gone from a world where buyers  have ... The old world 
was the world where buyers had not many choices, no way to talk back, 
and were at a huge information disadvantage. The new world is one 
where buyers have lots of choices, lots of ways to talk back, and 
actually have as much information as the seller.  

 That’s a very different world. That's a world where being sleazy, slimy, 
and smarmy doesn't work. That's a world of seller beware. Now I think 
sellers are on notice, and sellers are being forced to take the high road. 
That old fashioned view of sales is something that's duplicative. It's really 
just that, it's old fashioned, it's out dated. We need to recognize that 
sales isn't what it used to be. What I tried to do in this book is, as you 
know, Julie Ann, to lay out this argument "Hey, like it or not we're all in 
sales, but sales isn't what it used to be." Then say "All right, what can we 
do to get a little bit better?" 

Julie Ann Turner: Exactly. There's so many rich pieces that you've shared here, Dan.  
One is that there's really been, I would say, a positive power shift with 
this information balance now, more of a balance. The information parity, 
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as you said, really give the buyer at least the potential for equal power in 
that sales conversation, as much as the seller, even more in some cases. I 
think people go to their car dealerships now armed to the teeth with lots 
of ... 

Dan Pink: Yeah, listen, we just bought a car. I had that experience, literally, where 
... Truly, I had that experience where the car dealer says "You guys are 
going to trade in one car, get another car. Here's our offer for the trade 
in. I did one quick search on my phone in 45 seconds, and said "Okay, 
that's too low, I'm going to have to get back to you." 

Julie Ann Turner: Exactly. The sales person is probably pushed back a little bit on his or her 
heels.  

Dan Pink: They have to. 

Julie Ann Turner: Because you are so informed, and maybe even more informed than they 
are.  

Dan Pink: That is often the case. That's what is really quite extraordinary.  

Julie Ann Turner: What I also noticed, as we see this shift in the nature of sales, and our 
perception of sales, first of all what really sparked you, it seems, to write 
this book is that you noticed in your own life that there was so much ... 
You are an author, if you were to say ... You would say you were an 
author, a speaker, you would not have said "I'm a salesman."  

Dan Pink: Oh, if you ask me ... If you ask me what I do for a living ... When people 
say what do you do for a living? I'm a writer. If you ask my kid ... it's 
better to ask our kids what they think their parents do for a living 
anyway. What does your Dad do for a living? He's a writer. I would say 
that's what they would say.  

Julie Ann Turner: You went through your life though and you thought, "Oh my Gosh, when 
I look at my schedule I sell books, and I sell editors on my story ideas, 
my kids on what they need to do." 

Dan Pink: Exactly.  

Julie Ann Turner: What we can relate to in your story Dan is that that's the truth for all of 
us. That we're in some way, shape, or form persuading and convincing 
people to make some kind of transaction. That's the way you help us 
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redefine sales in To Sell Is Human, is that it's persuading and convincing 
people to make a transaction. It doesn't have to be about products and 
services, it can be about an idea, or a technique, or to move them to 
action. Right? 

Dan Pink: That's exactly right. 

Julie Ann Turner: If that's the case, and the old ways don't work. I think we'll all agree with 
you that the old ways don't work. The pushy, sleazy, hard sell that we 
reacted so negatively to. Then what we want to explore, and what you 
explore in To Sell Is Human, is what does work? Since we're all in this 
together, in this business of influence, in this business of selling, what are 
the qualities, and what are the skills that can really help us to do it 
better? Right? 

Dan Pink: That's the key. To answer that question I went to the social sciences.  
To my amazement, when I started working on this, I discovered that not 
many business schools actually teach sales in any fashion. Shocking in 
itself, you would think that making a cash register ring would be 
important in any kind of business. Most business schools don't teach it. In 
consequence, there are relatively few scholars who actually study sales 
per se. The great news is there's a whole ... There's a legion of scholars, 
economy scientists, economists, behavioral economists, linguists, social 
psychologists, who study this broader world of decision-making, and 
influence, and how people are persuaded by language, and so forth. 

 If you go wide enough and deep enough into that research you can begin 
to piece together the elements of what is required to be ... What's 
necessary to be successful in this world. What I did is piece together first 
of all the ... What I consider three fundamental qualities. They describe 
how to be. These are the new ABCs. The old ABCs of sales are 
attunement, buoyancy, and clarity. I'm sorry, the old ABCs of sales are 
always be closing, the predator oriented aggressive approach, but the 
new ABCs are ... That I've identified are what I just said, attunement, 
buoyancy, and clarity. A - attunement, B- buoyancy, C- clarity. These 
seem to be the foundational qualities to be effective in moving people 
to action, moving people to your idea, moving people to find common 
ground.  

 They are ... Very briefly, attunement is perspective taking. Can I get out 
of my own head and see things from your point of view? Really 
important. Buoyancy, I interviewed a salesman who said that the hardest 
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part about being in sales is that every day he faces ... This is his phrase, 
it's really a lovely poetic phrase, he said "Every day I face an ocean of 
rejection." An ocean of rejection, that's also a reason why the earlier 
question, why people resist this idea of sales, and recoil at the notion of 
sales. It's because we all hate rejection, and sales is ... Rejection is built 
into the enterprise. Then the buoyancy is how do you stay afloat in that 
ocean of rejection. Really interesting stuff there.  

 Then there's clarity. As we were talking about before, it's hard for an 
individual seller to have a monopoly on the information. To have a huge 
information advantage, at least an advantage in quality of information, or 
access to information. What really matters is not being able to access 
information, but being able to curate information, distill information, 
make sense of information. That's what clarity is. Then you take this 
whole welter of information that's out there and say hey, here's what's 
important, here's what's not important. Then also I think the really 
interesting dimension of clarity is this, a lot of times we think about 
selling ... I think even beyond selling, It's more broadly in work because 
it's all about problem solving. People are good problem solvers.  

 Today, actually, especially in sales, if customers or prospects know 
precisely what their problem is, they can probably find a solution on their 
own. They don't really need you that much. When they need you more is 
when they don't know what their problem is, or they're wrong about 
their problem. The premium has shifted from the skill of problem-
solving to the skill of problem-finding. Can you identify problems 
people don't realize that they have.  

That's really what it is. Attunement, taking the other's perspective. 
Buoyancy, staying afloat in that ocean of rejection. Clarity, moving from 
accessing information to curating information - and solving existing 
problems, through identifying a hidden problem. 

Julie Ann Turner: Great summary. I want to touch on each of these with you Dan.  
It strikes me, and we'll come back to this, that the see, the clarity, 
actually offers perhaps the greatest opportunity for all of us as new age 
sellers, to be ... 

Dan Pink: Yes, that's a good point. 

Julie Ann Turner: Exactly, as you said, to be of service in helping clarify for another, to 
helping curate what's important, to help people see what their issues 
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really are. In that way it's the biggest area for adding value, which should 
be what sales is about, in any sense, is an exchange of value.  

Dan Pink: Absolutely right. 

Julie Ann Turner: I want to come back to that, and I love that you have distilled this into 
the ABCs and contrasted it with the old ABCs of selling, which was 
Always Be Closing. In other words, that hard sell, predatory kind of 
essence of selling that we've all reacted negatively to. 

Dan Pink: Exactly, exactly. 

Julie Ann Turner: As you always do, Dan, in all of your books, in all of your work you so 
beautifully distilled just oodles and bunches of research down to some 
key points, the essence. These new ABCs that can help us do something 
better, which is how do we be better persuaders, better sellers. There are 
three of these new ABCs, as Dan shared, attunement, and buoyancy, 
and clarity. Now attunement, that sounds fascinating on it’s ... just the 
word itself. You said it's being able to see things from another’s point of 
view, to tune in to their outlook. Why is this so important? Why is this a 
skill that we need today, perhaps more than ever? 

Dan Pink: That's a huge question, and the reason is that ... Let's think about 
traditional sales. If you don't have a huge information advantage one of 
your levers of power is gone. Instead of trying to force people into doing 
things, or hoodwink people into doing things, just actually understand 
where they're coming from and actually find where they're situated, and 
what you can do to make their life better. You have to understand their 
point of view. In terms of non ... What I call non-sales selling, which is the 
more general category of persuading and influencing people, say on the 
job.  

 Even on the job, or in other realms of our life, we all have less coercive 
power. We have less of an ability to command people to do things, and as 
a consequence of that what you need to be able to do is see things from 
another person's point of view and find common ground with them.   
The only way I can find common ground with you is if I understand where 
you're coming from, understand your point of view. On all of these 
dimensions, both the explicit sales, and this broader notion of sales, 
attunement, that is perspective-taking, has become essential. The great 
news is that the social science teaches us some really interesting ways to 
get better at it.  
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Julie Ann Turner: This is such a shift isn't it, Dan, because as you said, in the past sales 

typically was about here's what I have, this is my point of view, and I 
want you to buy it. I want you to buy my point of view. 

Dan Pink: You've got it exactly right. Yep. 

Julie Ann Turner: Whereas now the real gift, and the key, is to say I want to understand 
what your point of view is, what your needs are.  
 
There's an essence, an element, to this that you bring up in the book that 
I think is also key, and that is even more than being attuned to the other 
person you're engaging with in this interaction, or proposed interaction, 
is being attuned to your own purpose and why you're doing this.  
 
I thought that was very powerful. You found some great research about 
how powerful it was for people who were entering into a sales 
conversation, or an interaction like this, to understand what the purpose, 
the outcome, would be and how that would serve. For those who really 
understood the higher purpose of why they were selling it actually 
more than doubled their results. Just understanding that purpose that 
intention, so being attuned ... 

Dan Pink: This thing you're referring to is a really, really interesting study that took 
place at the University of Michigan. The University of Michigan had a call 
center that was raising money for University of Michigan alumni. These 
are the people who ... The students sitting at desks calling alumni trying 
to raise money for the university. What this research did is that it 
divided the participants into three groups. The callers were divided 
randomly into three groups. They did their jobs exactly as ... They had the 
same tools and scripts and call lists in all three groups. The only thing 
that was different was what they did for the 5 minutes before they got 
on the phone.  

 One group, the control group, they did essentially whatever they wanted 
for the 5 minutes before they got on the phone. The second group, they 
read letters from ... these were real legitimate letters from people who 
used to work at the call center, testifying to the personal benefit of 
having worked there. The would say my name is Fred, I worked at the call 
center as an under graduate and I learned sales skills, and negotiation 
skills, and communication skills that have been very useful to me in my 
job today, which is as an account executive at Omnicom Media Group.  
Then the third group also read letters, but they read letters from people 
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who were on the receiving end of the money that was raised there. 
Those would be letters like, my name is Maria Jones, and my family 
couldn't afford to send me to college but I got a scholarship to the 
University of Michigan thanks to the money that was raised here. I'm 
now a 2nd grade teacher in Saginaw.  

 Again, one group read letters, just 5 minutes, about the purpose to what 
they were doing. One group read letters about the personal benefit of 
the job that they were doing. The third group was the control group. It 
turned out that the group that read letters, the group that took just 5 
minutes to remind themselves of the purpose of the exercise, as you say 
Julie Ann, raised twice the number of weekly pledges, and twice the 
amount of donation money as the other groups. It was real remarkable 
finding.  
 
We're looking for all these ways to incentivize the sales force. We look for 
all these ways to improve production in sales forces. It turned out that in 
this particular instance, as you suggest just having people understand 
why they’re doing something in the first place ended up having ... 
ended up creating a rather significant boost in their performance. 

Julie Ann Turner: Exactly, so maybe there's two parts of that attunement, Dan,  
that you talk about. That is attunement to the other person and their 
needs, and attunement to your intention, the higher purpose of it. 

Dan Pink: Sure, that's a nice way to look at it, you think about it internal and 
external.  

Julie Ann Turner: Exactly, and it also ... Dan, it also reminded me of your bringing out the 
power of purpose in your book Drive, as well. It's pervasive, how 
powerful understanding and having that purpose of something larger 
than ourselves. 

Dan Pink: Yeah, I also bring it to the surface. A lot of times it might be in 
conversations with people, particularly in the work place. We don't talk 
enough, I think, in the workplace about why are we doing this in the first 
place? Why does it even matter that we do this? That can be very useful 
to people in giving them a footing in their job, and it can also be just 
inherently motivating.  

Julie Ann Turner: It is, and we can so easily lose track of that in the details. When we pause 
and say now why were we doing this? Why are we doing this after all? It 
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could definitely give us focus, and give us motivation, as you said. There is 
so much richness here. I want to ... We're going to take a short break 
Dan, and everyone listening. We're just going to take a quick break, but 
we're going to come back. There is so much richness here to explore. 
We've talked about the A, attunement. We're going to come back. We're 
going to talk about buoyancy, and clarity, and some other rich nuggets 
from Dan Pink's To Sell Is Human. We'll be right back on ConsciousSHIFT. 

Julie Ann Turner: Welcome back everyone, this is Julie Ann Turner, you are listening to 
ConsciousSHIFT, and we're here today talking to New York Times 
bestselling author, Dan Pink, about his latest book To Sell Is Human: The 
Surprising Truth About Moving Others. We're talking about how to move 
people with more authenticity, more passion, and more purpose.  
Dan has been sharing with us the new ABCs of selling people in a good 
way, in a positive way. The first ... the A, the first letter, was attunement, 
which is really being able to see things from another person's point of 
view. We also talked about being able to have an understanding of the 
purpose of our interactions with another. Now, Dan, I'd love to just give 
our listeners a little bit of a taste, and again, there is so much richness for 
each one of these concepts in Dan's book, but we're going to touch on 
these here.  The buoyancy, you talked about this, Dan, that if in sales we 
can face that ocean of rejection, how do we stay afloat? That's what the 
buoyancy is about, right? 

Dan Pink: Absolutely. There's some really, really interesting research here, and 
what it shows is ... Its shows a few really interesting things, but the first is 
what do you do before an encounter to be buoyant. What's surprising 
there is that we used to think that what you should do is pump yourself 
up. Tell yourself I can do this, I've got this, very positive and affirmative.  
It turns out that's better than doing nothing, no question, but it's less 
effective than something that social psychologists call "Interrogative Self 
Talk", which is moving from saying to yourself "I can do this" to asking 
yourself "Can you do this?" The reason that's more effective is that 
questions, by their very nature, elicit a more active response.  

 If I ask a question your wheels have to turn a little bit, even if I ask a 
question to myself, my wheels have to turn a little bit. If I say to myself 
before an important meeting, or sales call, "I can do this," I feel better. 
It's better than doing nothing, but if I say to myself "Can you do this?"  
I have to answer the question. In answering the question I begin to say 
"Yeah, I can do this because x, y, and z. Yeah I can do this." You end up 
preparing, rehearsing, getting ready, doing some more systematic 
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preparation. It turns out that that interrogative self-talk, "Can I do this?"  
is ultimately more muscular and more powerful than that superficially 
powerful "I can do this" chest-thumping approach. 

Julie Ann Turner: It would seem to me, Dan, and did you find this as well, that that's not 
only important shifting to the power of questions, it's not only important 
for us as we prepare to go into an interaction, and influential interaction 
like this, a sales interaction, but also questions are so powerful in how we 
interact. 

Dan Pink: Of course.  

Julie Ann Turner: We're really engaging other people in coming up with their own 
responses, rather than a passive statement. Telling rather than asking 
questions that really spark their own imagination, and their own vision. 

Dan Pink: That's exactly right. Again, what we tend to think of is ... It goes even to 
our questions about motivation. We tend to think that motivation is 
something that one person does to another. It's actually something that 
people do for themselves. The real secret to motivation is to ... To 
"motivating others" is to create the conditions in which people are able 
to summon their own motivation. I think that's true with sales and 
persuasion too. The idea is not to convert people as if to flick a lever or 
something like that, but it is to create the context that people have their 
own autonomous, intrinsically motivated reasons for doing something. 
When people have their ... It goes to your word about authentic. I think 
it's more authentic, I think it's more ethical, but it's also more effective, 
because when people have their own reasons for doing something they 
can do them better, and do them with more vigor, and believe those 
reasons for doing them more deeply. It's actually more effective, along 
with being more authentic. Indeed, it's probably more effective because 
it's more authentic.  

Julie Ann Turner: It's because you are allowing another to begin to think or choose for him 
or herself, they may be more actively engaged in the conversation and 
may be more prone to choose to take action. 

Dan Pink: Exactly right. That's exactly it.  

Julie Ann Turner: Priming the pump a little bit. Hey, your choice here. You can make a 
choice here. That's part of preparing, as you said, to be buoyant is to 
generate your own motivation through questioning, through that 
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interrogative self-talk. Then during the conversation, you talk about 
positivity. What does that entail? 

Dan Pink: That's actually a really, really interesting point. I tend to be very skeptical 
of this idea of positivity being any kind of huge elixir. What the research 
shows, and this is some really, really interesting research out of 
University of North Carolina's Barbara Fredrickson. What she found is 
that people tend to have higher well-being when they have a certain 
ratio of positive to negative emotions. What she found is that when 
people have ... That simply having equal numbers of positive and 
negative emotions doesn't really lead to well-being. Surprisingly, having a 
2 to 1 ratio, that is 2 positive emotions for every negative emotion, being 
that 2/3 of your emotions are positive, that doesn't quite lead to any 
significant link in well-being. There's really a threshold, and the 
threshold is about 3 to 1. When people have 3 positive emotions  
for every negative emotion they tend to be better off.  

 I think that's something really important. There is ... As much as some of 
us want to roll our eyes at this notion of positivity, and positive thinking, 
there is some evidence of its efficacy. If you look at some of the research 
on negotiation, the conventional view is that when you go into 
negotiation you should go in very neutral, poker-faced. There is some 
interesting evidence showing that actually having a positive aspect  
can lead to better outcomes for both sides in a negotiation. There are 
benefits to having that positive aspect. There are returns to positivity.  

Julie Ann Turner: Yes, and I love in the book, Dan, how you said "Not that we really needed 
social scientists to tell us that, but the research does show that not being 
a jerk is more effective."  

Dan Pink: Yeah, I know, it's shocking isn't it? 

Julie Ann Turner: Yes, there actually is research, everyone, for being positive and it actually 
has a positive result. It actually helps with positive results in a sales or 
influence conversation. Then the other ... For ourselves what we're 
talking about here are qualities when we're wanting to be successful in 
those conversations. One is attunement, the A. B is buoyancy, being able 
to stay afloat even though there may be ups and downs in our 
conversations and our results. The third thing is after we've had an 
encounter, either positive or negative results, Dan, it's how we explain 
that to ourselves, right? How do we rationalize that? You talk about 
explanatory style, could you just touch on that just briefly? 
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Dan Pink: Yeah, this is the research of Martin Seligman at the University of 

Pennsylvania, where he found studying life insurance salesmen, mostly 
men, was that the best predictor of sales success was, as you said, Julie 
Ann, their explanatory style. That is how they explained their failure. 
They had a certain way of explaining failure, explaining rejection. 
Seligman talks about the three Ps. You have to look for ways to 
counteract explaining them in terms of the three Ps. One of the Ps is 
personal. Is this personal? A lot of time we something goes awry and  
we blame entirely ourselves. There are often ways to think through the 
situation from a broader perspective and look for ways the explanations 
are as much external as they are personal. Ask ‘Is it personal?’ and look 
for ways to explain things that depersonalizes it, that makes it about 
some of the external ... Not to let yourself off the hook, and not be 
accountable, but to recognize that many times the explanation includes 
at least some external factors. 

 The second one is pervasive. We tend to think ... We say to ourselves 
"This always happens, this always happens." We have to stop and say it 
doesn't really always happen. Let's just look at this with a little bit of a 
sharper head, sharper mind, and say "Does this always happen?" Is it 
pervasive? The final one is, is it permanent? We have a tendency to say 
"This is going to ruin everything."  
 
To change your explanatory style and actually question it. Is it really 
going to ruin everything? Most things actually don't ruin everything. 
There is a lovely phrase that some of the social ecologists talk about, 
because we hate rejection and failure so much it feels like a catastrophe. 
The word they use is looking for ways to ‘decatastrophize’ this failure 
and rejection. One way to do that is say it's not entirely personal, it's 
not pervasive, and it's not permanent.  

Julie Ann Turner: Right, and so I notice that the explanatory style actually could help us in 
just about every area of interaction in our lives.  

Dan Pink: Absolutely. 

Julie Ann Turner: For just being healthy emotionally. 

Dan Pink: Totally. 

Julie Ann Turner: Not taking it personally, not saying it's always going to be this way, 
pervasive, and that it's not going to be permanent. This is just one 
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instance. It gives us some perspective it seems to me that's useful, and if, 
as we said, we're all selling, influencing, persuading 40% of our time, it 
would really benefit us to be able to use this explanatory style, and 
these explanatory skills, more effectively for ourselves so that we do 
stay buoyant and can continue on. Note that there are going to be 
positive results if we just keep at it. The A is attunement, the B is 
buoyancy, the C ... We touched on just a bit earlier, Dan, but I want to 
come back to that. The C is clarity. Can you just refresh our memory 
about that one? 

Dan Pink: Yeah, clarity is moving from accessing information to curating the 
information, and moving from solving existing problems to identifying 
new problems. That's the C for clarity.  

Julie Ann Turner: Part of it, as you said, was even helping people see their problems in a 
new way, as well as being clear on ... Very clear on what you're offering 
them. That there is a role here, it seems to me, to help people make 
good choices. That, in and of itself, provides value.  

Dan Pink: I couldn't say it any better. That's exactly right.  

Julie Ann Turner: Okay, that leads me to another aspect of this new nature of selling, that I 
love that you brought in in the book To Sell Is Human. That is that selling 
is a human experience, and that it can even be ... It can be honorable and 
even beautiful when we come to selling as service. You really talk about 
this in the book, that the best type of sales is always having foremost in 
your mind the highest service to the person that you're interacting with. 
You really talk about how that really shifts the essence, and even the 
purpose, as we talked about, of sales. What have you found in terms of 
making that more enjoyable for us to engage in, and also more effective? 

Dan Pink: I think it goes to the overall ethic of how we think about selling.  
One of the things that has ... one way to think about it is to analogize 
from something that happened ... An idea from 40 years ago, which is the 
idea of servant leadership. Robert Greenleaf, a great ... Was a 
management writer at the time and he came up with the idea ... Again, 
that's what he said, what he called servant leadership. The idea was that 
leaders ... You flip the pyramid essentially. He put leaders in the bottom 
of the pyramid not in the top. What he said is that leaders ... What gives 
leaders a moral legitimacy to lead is by serving first. That they are at the 
bottom of the heap, and their job is to serve the people whom they were 
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nominally trying to lead. His idea was let's serve first and sell next ... 
Serve first and lead next. 

 I think the analogy to selling is that I think that's the new and most 
valuable ethic in selling more broadly. That is, what we want to do is we 
want to be able to do servant selling. That is to serve first and sell next. 
The act of service ... I don't mean necessarily ... I don't mean customer 
service, getting pizzas delivered in 15 minutes or less, 1/2 hour or less, or 
getting the phone answered on two rings, but service in a more 
transcendent sense. That is service about making people's lives better by 
improving their lot. I think that when we serve first, and sell next, we are 
actually going to be more effective.  

Julie Ann Turner: What you're saying there, Dan, is that really having that new, I guess 
new, perspective of having a service orientation whenever you go to 
interact with someone, to influence, persuade, or sell. It's very 
powerful, and it's also a skill that you can develop to come into it with 
understanding that this is an exchange of value. 

Dan Pink: Right. 

Julie Ann Turner: That's one of the three skills that you really talk about in To Sell Is 
Human. That we can all begin to polish a little bit, and to study. Your 
book gives a lot of examples and exercises for us to get clear about how 
we might adopt this service selling point of view. Then you also talk about 
the importance of learning two other skills. One is to be able to pitch, to 
be able to communicate, what your idea is. In the past we've had this 
idea of yes, time is short to get our point across and so we came up with 
this idea of the elevator pitch. You're saying now that the elevator pitch, 
which was based on the idea that if you got 3 minutes, or 30 seconds 
even, in an elevator with the decision maker, the CEO, then you'd have to 
be able to express your message in that 30 seconds. You’re saying now, 
we don't have to wait for the elevator. There are actually new 
opportunities, and really six new successors, or new ways to pitch. I 
know we may not be able to go through all of these, but could you just 
share and touch on a couple of the more popular new ways of pitching 
our ideas? Talk to us about how this occurs for us every day, even in our 
email. How our emails, every email we receive and send is really a pitch. 

Dan Pink: Yeah, I'm sure every email is a pitch, a plea for attention, an invitation 
to engage. I know we don't have a lot of time left but to cut to the chase, 
it turns out that the email subject lines that are most likely to get 
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opened are subject lines that appeal either to utility or curiosity. That is 
they explicitly suggest to the recipient this is going to be a useful email to 
you. This is going to help you in your work, or they create a little bit of 
uncertainty and make people curious. Anything in between can be 
perilous. Email subject lines that say "3 answers to your question about 
travel" is a good subject line. Email subject line that says "Follow-up" is 
less good.  

Julie Ann Turner: Yeah, I love that it can be useful or invoke curiosity, but not necessarily 
both, and not in the middle. 

Dan Pink: Right, it's the middle ground where emails go to die. That's, I think, a big 
take away for a lot of readers.  

Julie Ann Turner: Exactly, and so being very clear, again, that clarity is important. What you 
also discern, I think, from the research, was if somebody's really got a 
high email load going with utility is probably the best move. 

Dan Pink: Yeah, absolutely right, yeah, exactly. Utility and curiosity operate 
differently in different contexts. When people have a very high email 
load, go with utility. When people's load is a little bit less curiosity can 
be effective.  

Julie Ann Turner: There are a couple of really unique ways that you talk about pitches. 
Pitches being the tools that we ... Making a plea for someone to pay 
attention and engage. You give three questions for us to think about, 
Dan, that I think are really useful to our listeners here. Three questions as 
we craft our pitch, that help us frame it. I think that those are really 
powerful. Could you share those three, because I think if we were to 
think ahead in what we're wanting to communicate, and use these three 
questions to craft our pitch we would be much more successful in getting 
our point across.  

Dan Pink: Sure, I think that ultimately when you sell anything, I think the two 
questions that are essential when you sell anything, which is ... It goes 
back to our earlier conversation about servant selling, which is when 
you're trying to sell somebody, whether it's an idea, or a course of action, 
or a Winnebago, you have to ask yourself if the person agrees to buy 
what you're selling, or takes the action, or accepts your idea, will they 
be better off? The second question is, if they take this action, embrace 
your idea, will the world be better off? I think those two questions 
actually give us a fairly interesting analytic framework for figuring out 
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how to move people effectively. I think that's the essence of servant 
selling. What you want to do is you ultimately want to make people’s 
lives better. You want to do something that actually matters, and you 
want to do something that leaves the world better off than when you 
started. It sounds sort of nicey nice, but it's also demonstrably a more 
effective way of persuading, influencing, and moving other people.  

Julie Ann Turner: Absolutely, and just to wrap that up, the point you make, Dan, that I think 
is very powerful, is that a really powerful, successful sales conversation 
is a co-creation. It's an exchange of value, it's an exchange of listening, 
and it's an exchange of service. These skills and these qualities Dan talks 
about in To Sell Is Human are so powerful. Dan, thank you for making it 
so clear for us what we can do to really have more success in this 40% of 
our lives that we're persuading, and pitching, and selling, since to sell is 
human, and it is a human experience. What I want to make sure we do 
now is make sure everyone can find you, and find your book, and hear 
what you're up to and how you're sharing this information other ways. 

Dan Pink: The best place to go is my website www.danpink.com, there you can find 
information about this book, To Sell Is Human, and all the books.  
I've got a free newsletter that has all kinds of groovy, great stuff in it,  
and all kinds of other resources that might also be useful to some of your 
listeners.  

Julie Ann Turner: Okay, beautiful, and that's a good short url, www.danpink.com, d-a-n-p-I-
n-k. Dan as always it's just a joy and pleasure to have you on 
ConsciousSHIFT. Thanks for sharing your latest insights with us. 

Dan Pink: My pleasure Julie Ann. Thanks for having me on the program once again.  

Julie Ann Turner: Absolutely, and we just thank you so much Dan. Did you have a good 
time today? 

Dan Pink: I sure did.  

Julie Ann Turner: Beautiful, and so we just want to honor Dan and say we hope this was 
very valuable to all of you. To Sell Is Human and we'll be back next time. 
This is Julie Ann Turner for ConsciousSHIFT. 

 

 


