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CHAPTER ONE

UNdErSTaNdiNg 
iNflUENCE

Influence is everywhere all the time 
whether we realize it or not. 

—Jim Stovall
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Among the billions of people who inhabit the earth today, 
there are very few aspects of life that touch us all, but 

without exception, we are all influenced by outside forces 
just as we influence the world around us. It is impossible 
to avoid influencing others or being influenced by them. 
Even those whom we treat indifferently are influenced by 
our indifference just as we are influenced by those who 
may totally ignore us; therefore, it is incumbent upon us 
to understand influence and become proactive in how we 
influence others and allow others to influence us.

This book is my fourth literary collaboration with Dr. 
Ray Hull. Previously, we have combined our efforts in The 
Art of Communication, The Art of Presentation, and The Art of 
Learning and Self-Development. My work with Dr. Hull is a 
product of influence. A colleague at the U.S. Department of 
Education, Jo Ann McCann, went out of her way to intro-
duce me to Ray and challenge me to consider how we might 
combine our efforts.

At first glance, it would seem that a blind guy like me 
and an eminent expert in the field of audiology like Dr. Hull 
would have very little, if anything, in common, but Jo Ann’s 
influence on both of us birthed a creative output that would 
not have been possible by Dr. Hull or myself individually.

This book was originally envisioned as a project that 
would focus on leadership, but due to the creative influence 
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of Dave Wildasin at my publisher, Sound Wisdom, I came to 
understand how many books had already been written about 
leadership, and while important, leadership is dwarfed by 
the overarching concept of influence. All leaders are influ-
encers, but not all influencers are leaders in the traditional 
sense. I remain grateful to Dave Wildasin for influencing 
me and my readers through this book.

Influence impacts every area of our lives. If you think 
of people who are antisocial or involved with the counter-
culture, you might assume they are not influenced by the 
world around them, but after further reflection, it becomes 
inescapable that even these people who have chosen to be 
outside the norm are impacted by the very norm they reject. 
To be the opposite of something, you must first identify it, 
then move in the other direction.

One of the best sales trainers I know is fond of saying, 
“You cannot not decide.” This reminds us that delaying, 
ignoring, or avoiding a decision is a decision. An elected 
representative charged with the responsibility of voting on 
behalf of his or her constituency who abstains during a criti-
cal vote has made an influential decision that will impact the 
outcome of the ruling.

When I was growing up in Tulsa, Oklahoma, our family 
attended the First Baptist Church. I was greatly influenced 
by lessons I learned there and the pastor, Dr. Warren 
Hultgren. Listening to Dr. Hultgren speak each Sunday 
influenced me to become a corporate, convention, and arena 
speaker myself. His style of communicating and presenting 
was infectious. He drew people toward his message instead 
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of thrusting it on them. Dr. Hultgren and I became great 
friends, and he influenced me throughout his retirement 
years and up to the time of his death. In many ways, he still 
influences me today.

While I don’t attend that church very often today due 
to my travel schedule surrounding speaking engagements as 
well as book and movie projects, whenever I’m home, I listen 
to the Sunday services that are broadcast on the radio. A 
gentleman I greatly respect named Deron Spoo is now the 
pastor, and I will never forget a point he made within one of 
his Sunday messages saying, “There is no neutral influence.”

That simple quote involves a depth of wisdom that it 
is difficult to fully grasp. If we realize and accept the fact 
that everything we do, everything we say, and everything 
we think will influence us and everyone around us, we are 
compelled to live our lives in a different way.

Whether we’re examining our personal or professional 
lives, our progress often seems random and chaotic. We 
seem to be buffeted about like an autumn leaf in the wind 
with little or no control of ourselves or the things around us. 
But then, from time to time, we achieve a victorious mile-
stone or suffer a devastating defeat. When we look back over 
our lives from these high or low vantage points, we discover 
that what seemed like random chaos was actually influential 
forces impacting us that culminated in our success or failure.

If our success, failure, or very existence is dependent 
upon these outside influences, it is incumbent on us to take 
control of our destiny and choose how we will be influ-
enced and how we will influence others. Often, powerful 
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influences begin as tiny seeds that, years later, can emerge 
as irresistible forces or immovable objects that shape who we 
are and what we do.

Neonatal experts have discovered that we are influenced 
by motion, sounds, and other stimuli even when we’re in 
the womb, and if you’ve ever been in the home of a fam-
ily expecting a baby, you will certainly understand that the 
child has a great influence on people and things around it 
before it’s even born.

I was born my parents’ third child, but my older brother 
and sister both died at a very young age. I never knew my 
brother as he passed away from a lung disorder before I was 
born, and my sister died of a form of leukemia when I was a 
small child. It’s difficult for me to separate what I remember 
of my sister from the family stories and photos of her that 
were shared with me later. Although I was an only child 
until my younger brother came along when I was in kinder-
garten, the influence of my older brother and sister was felt 
throughout my formative years and to this very day.

I have written over 40 books, and thankfully, they have 
all been well received, but by far my most successful title is 
a novel I wrote entitled The Ultimate Gift, which was made 
into a movie with Twentieth Century Fox. If you’ve seen 
that film and experienced the powerful performance Abi-
gail Breslin gave as the character Emily, you will understand 
that I was influenced greatly by my sister as I wrote about a 
young girl named Emily dying from leukemia.

Our influence precedes our birth and continues beyond 
our death. The popular term legacy is nothing more than the 
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ongoing influence our lives have on the world even after we 
have passed away.

We have a tendency to think of events in our lives as 
either good or bad. We win the lottery and believe that it is 
good, or we suffer a financial or career setback and consider 
it to be bad. In reality, we can choose how events influence 
us. For everyone devastated by a tragic occurrence in their 
life, I can show you someone else experiencing the same 
tragedy who uses it as a springboard toward their goals and 
their eventual success.

Many events that would be considered positive can turn 
out to have a negative influence on us. Lottery winners file 
for bankruptcy within a few years of winning their prize at 
a rate higher than the general public. Getting a promotion 
or a better job might seem to be a positive influence on the 
surface but not if it keeps us from starting our own business 
or moving toward the job of our dreams.

As a young man, I had no greater ambition in life than to 
be an All-American football player, then move on to make 
my living in the NFL. The coaches, scouts, and experts that 
evaluate players assured me that I had the size, speed, and 
talent to reach my goal. So, I felt the course of my life was 
set, and I didn’t worry about anything else such as studying 
or preparing for an alternative career.

Then one year during a routine physical exam to go play 
another season of football, I was confronted with one of the 
greatest influences in my life.

I remember going through that routine physical which 
was simply the standard operating procedure before the 
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football season began. The doctors poke you, prod you, 
measure you, and weigh you, and everything seemed to be 
going smoothly as it had in previous years until one of the 
doctors shined a light in my right eye and then feverishly 
wrote something in my chart.

He picked up a phone and called for another doctor who 
rushed into the room and shined his light in both my eyes, 
then nodded to the first doctor and left. Eventually, a third 
doctor came into the room and ran several other tests that 
were quite involved and had not been a part of my previous 
football physical examinations.

Finally, the three doctors took me down a long hall and 
sat me down at a conference table where they told me they 
weren’t sure why or when but were certain that I was going 
to be totally blind, and there was nothing they could do 
about it.

My whole world seemed to stop in that one moment. My 
plans of being an All-American and NFL player were gone 
in the proverbial and literal blink of an eye.

At this writing, that was more than 40 years ago, and 
living my life as a blind person influences me every day, but 
it might surprise you to know that the influence has been 
and continues to be overwhelmingly positive. We don’t 
always have a choice about what happens to us, but we can 
always choose what we’re going to do about it and how we 
are going to allow it to influence us.

Realizing my football career was over, I enrolled in a 
local college—desperately trying to make sense of my loom-
ing blindness and grasping for a new direction regarding 
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what I was going to do with the rest of my life. As I began 
attending classes that fall, it quickly became apparent to me 
that my previous academic apathy and lack of effort had left 
me woefully behind my classmates. On top of the scholastic 
challenges, the football doctors were proven right when my 
eyesight began to fade, and I found myself unable to read 
and struggling to get around on my own.

I did what I thought was the only logical, sensible thing 
to do and dropped out of college. Then, one of the greatest 
influences in my life began to pursue me with a passion.

I had met Dr. Herald Paul in one of the few classes I 
had attended before dropping out of college. Dr. Paul 
taught humanities, and I didn’t know at that time that he 
was considered one of the world’s leading experts in his 
field and had received the highest honors both as a scholar 
and an educator.

I took a job as a construction worker, which was the only 
thing I knew how to do at that time. I had no particular 
skills or talent, but I was bigger and stronger than most of 
the other guys on the job, so I shoveled concrete, unloaded 
steel, or did whatever other difficult, hot, and nasty jobs 
needed to be done on the construction site.

Dr. Paul got in the habit of showing up wherever I was 
working around the lunch hour. It is ironic and comical 
today to look back on that eminent scholar and renowned 
educator, wearing his immaculate suit while sitting on a 
pile of boards with me, eating a sack lunch. Without overtly 
prodding or nagging me, Dr. Paul encouraged me to con-
sider returning to college and resuming my education. Not 
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only did Dr. Paul influence me, but his noontime appear-
ances began to have an influence on the other construction 
workers on the job to the point where they virtually forced 
me to quit my construction job and re-enroll in college.

That next fall, I was back in the same classes, with less 
vision than I’d had the year before and another year removed 
from my weak academic preparations, but I had one thing 
going for me which was the influence of Dr. Herald Paul.

The university I attended had never had a blind or visu-
ally impaired student before, so Dr. Paul knocked on doors, 
kicked others down, and created a system for me to receive 
my education. One of the provisions that Dr. Paul made was 
to arrange for other students to read my textbooks to me. 
The greatest influence in my life appeared in the form of 
one of those college students tasked with reading my text-
books aloud to me.

The moment I met Crystal, I knew I wouldn’t need any 
other readers because somehow I understood I had just met 
the most significant and influential person in my life. At 
this writing, we have been married 37 years, and Crystal 
continues to be the greatest factor in my success.

With Dr. Paul clearing the way and with Crystal’s sup-
port, I discovered that I was a good student, and I actually 
had a level of intelligence I had not imagined.

Four years later, I graduated second in our class, and 
it probably won’t surprise you to learn that Crystal gradu-
ated first. I am absolutely convinced that without losing my 
sight, I would have never been an adequate student or even 
finished college—much less someone who graduated with 
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honors. I came to understand that disappointments and even 
disabilities are powerless in the face of positive influences.

Near the end of my college years, it became obvious to 
me that while a lot of corporate recruiters were on cam-
pus trying to hire many of my classmates, no one was very 
interested in a former football player who was rapidly going 
blind. Understanding that I probably would never get a job, 
the only logical course of action I could imagine was to start 
my own business. I told my father about my entrepreneurial 
aspirations, and he introduced me to the only self-made mil-
lionaire that he knew.

Lee Braxton was born early in the 20th century and 
dropped out of school in the sixth grade during the depths of 
the Great Depression to start a business to support his family. 
Due to his amazing drive and talent, Mr. Braxton became a 
multimillionaire, gave away most of his money to charity, 
and lived the rest of his life managing his investments.

I met Lee Braxton late in his life, and he became the 
next great influence in my world.

I discovered Mr. Braxton to be an elderly, gruff, and 
somewhat abrupt individual at our first encounter. He thrust 
a book at me entitled Think and Grow Rich by Napoleon 
Hill, saying, “Read this, then come back, and we’ll talk.”

I had never heard of the book nor the author but began 
reading and discovered Napoleon Hill, who had been dead 
for over a decade at that time, to be the next great influence 
on my career and success.

Napoleon Hill was born in the 19th century and changed 
the world in the 20th century primarily through the books 
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he wrote. As a young newspaper reporter, Hill was given 
the assignment to interview Andrew Carnegie, the founder 
of US Steel and one of the richest men in the world at that 
time. Napoleon Hill asked Carnegie the secret of becoming 
rich, and Carnegie’s answer influenced Napoleon Hill and 
the world for generations to come.

Carnegie explained to young Napoleon Hill that no one 
had ever really quantified the secret to success and wealth, 
but if Hill would be willing to commit the next 20 years 
of his life to uncovering these secrets, Andrew Carnegie 
would open the doors. Napoleon Hill agreed to take up the 
challenge, and Andrew Carnegie introduced him to hun-
dreds of the most successful and prominent people of the 
day, including Thomas Edison, Henry Ford, Helen Keller, 
and many others.

These hundreds of success interviews were synthesized 
by Napoleon Hill into his book Think and Grow Rich, which 
was released in 1937 and remains the bestselling book of its 
kind to this day.

After reading Think and Grow Rich, I returned to meet 
with Mr. Braxton, and he made Napoleon Hill’s words come 
to life as he taught me how to be an entrepreneur. Years 
later when I had achieved my own success and become a 
multimillionaire myself, I chronicled my journey from pov-
erty to prosperity, including my time with Mr. Braxton 
and the influence of Napoleon Hill, in a book I entitled 
The Millionaire Map.

Don Green who runs The Napoleon Hill Foundation 
read my book and called me with a question that astounds 
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me to this day. Don asked, “Jim, did you know that your 
mentor Mr. Braxton and Napoleon Hill were best friends?” I 
was in shock, and Don went on to explain that Lee Braxton 
had given the eulogy at Napoleon Hill’s funeral in 1970.

Don Green gave me a file of letters written over a 
20-year period between Napoleon Hill and Lee Braxton. I 
treasure these letters, and they will become the basis for a 
future book of mine, but until then, they provide me with 
ongoing reminders of the power of influence.

In the coming chapters, with the able guidance of my 
coauthor, Dr. Ray Hull, you will begin to understand the 
influences in your own life and learn how you can make 
them your slaves instead of your masters. 

Understanding Influence
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CHAPTER TWO

COmmUNiCaTiON aS 
a POwErfUl SOUrCE 

Of iNflUENCE
R AY  H .  H U L L ,  P h D
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INTRODUCTION
This chapter comes in two parts, both detailing the 

tremendous influence that communication has in any envi-
ronment, and the critical nature of communication that 
influences the success of any workplace environment or, in 
fact, any business venture. Included are (1) the influence of 
communication and how it can make or break a workplace; 
(2) the influence of the atmosphere of communication in the 
workplace; and (3) in some respects, the influence of public 
relations and image in communication.

THE POWER AND INFLUENCE OF 
EFFECTIVE COMMUNICATION

Communication is a powerful source of influence. Those 
who communicate well, with confidence, with speech that 
is articulate, with the power that interpersonal communica-
tion can generate when used effectively and with precision, 
will be the ones who become the most influential and will 
succeed in most endeavors. Success in one’s professional life 
depends to a large degree upon their ability to communicate 
effectively with their clients and colleagues. In other words, 
to demonstrate excellence as professionals, we must also 
develop excellence as communicators. The potential influ-
ence of an excellent communicator is limitless. This chapter 
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will provide (1) insights into the power of communication 
and its influence on others in one’s professional life and (2) 
the components of communication that can influence others 
in business and personal life.

The importance of learning to communicate effectively 
in our professional life or, I should say, any aspect or endeavor 
in one’s life cannot be overstated. The reason? Much of what 
professionals in any field do in their daily lives involves com-
munication in one form or another. The better they are, the 
more influential they will be. For example, we generally 
choose among health care providers of equal skill and qual-
ifications those who communicate with us most effectively, 
those who make us feel most comfortable. In fact, that is 
generally how we select others who serve us—our dentist, 
our optometrist, our dermatologist, the veterinarian for our 
four-legged family members, our hair dresser, and even the 
grocery store where we shop.

However, some professionals are not as effective in the 
interpersonal aspects of communication as they would desire 
because they are not skilled in attending to all of the unpre-
dictable events that occur during such interactions, may not 
be as adept at meeting the needs of those with whom they 
are communicating, or may not have been prepared. There-
fore, they may not be successful in their interactions with 
those they serve and those with whom they associate as they 
work to build their business, provide services on behalf of 
their clients, or interact professionally or personally with 
their colleagues within their work settings.

THE ART OF i n f l u e n c e
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Effective communication involves a delicate balance 
between a nurturing and caring communicative style and the 
assurance that one is working with a well-prepared profes-
sional. But the art of communication with your customers, 
your clients, and your colleagues can be learned. However, 
the programs that prepare professionals in the vast majority 
of fields of service, including medicine, dentistry, cosme-
tology, carpentry, plumbing, landscaping, and most others, 
do not offer formal preparation in this critically important 
aspect of their profession. This is a sad state for any profession 
since communication plays a vitally important role in attracting 
and maintaining one’s clientele.

I COULD NOT COMMUNICATE
For many years of my life, from early childhood through 

my young adult years, I could not communicate. I was 
undoubtedly the poorest example of excellence in commu-
nication I can imagine. I could not speak without stuttering. 
Being a severe stutterer, I was not able to say my name, say 
“hello” on the telephone, ask a young lady out for a date, or 
speak an entire sentence without embarrassing myself and 
the person or persons who were listening to me. The major-
ity of the time, I could not utter an entire sentence—period.

I “cured” myself of that awful disorder by placing myself 
in every situation I could think of that required speaking. I 
auditioned for every theatrical production throughout high 
school, college, and beyond; every musical production (since 
I had a nice singing voice and didn’t stutter when I sang); 
and every public speaking competition I could find to enter. 

Communication as a Powerful Source of Influence
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When I was 16 years old, I even talked the manager of a 
local radio station into allowing me to start a half-hour, late 
afternoon, rock-and-roll radio show Monday through Fri-
day of each week. After a short time, it grew to a one-hour, 
daily show. In front of a microphone with no one watching, 
I didn’t stutter—much. I could produce the banter that came 
with being a rock-and-roll disk jockey, but little else.

The premise behind all of those speaking efforts was 
that if I had moments of success in speaking without stut-
tering, my confidence would grow and the stuttering would 
become less. At least I hoped that that strategy would work. 
Success should breed more success, and that was what I was 
counting on. And it worked! After more than 15 years of 
successes and failures in acting and public speaking, my 
times of f luency outnumbered my stuttering failures, and I 
was speaking fluently, even winning public speaking compe-
titions during the latter years of my college life!

Since then, I have become a sought-after public speaker 
on the topic of “The Art of Communication” across our 
nation and the world! I achieved something that I had severe 
doubts that I would ever achieve. I could talk! And I could 
motivate others on the topic of “communication” through 
something I thought I would never be able to achieve—pub-
lic speaking—and I have the rare opportunity to influence 
others with my words of advice, instruction, and encourage-
ment and to challenge my audiences to communicate with 
authority, direction, and enthusiasm!

THE ART OF i n f l u e n c e
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HOW DO WE INFLUENCE OTHERS 
THROUGH COMMUNICATION?

One of the comments I hear all too frequently as I 
advise others about effective communication is, “I tell my 
employees what we need to do to increase our sales capacity, 
but then later I notice that most of them are headed in the 
wrong direction—again!” I may respond to her or him by 
saying, “Well, it may be that they didn’t understand what 
you said.” The look I receive from the person is generally a 
look of astonishment, apparently thinking, “I was perfectly 
clear. They probably just weren’t listening!” It is obvious that 
the bosses from whom I hear that comment have not become 
acquainted with the tasks involved in effective communica-
tion, the kind of communication that influences others to 
move in the direction they hoped would occur.

When I am working with those who find themselves in 
leadership positions within business and industry, I stress 
to them that clear and effective communication is not only 
essential to good leadership but is also an essential ingredi-
ent within leadership that influences others in positive ways, 
that motivates them to move in the direction that the leader 
intended. In other words, the recipients of the advice under-
stood what was said, were motivated, and in turn, began 
to move in the direction that the leader had intended in 
the first place.

In other words, the leader is then discovering probably 
the most important ingredient in both effective leadership 
and the ability to be a positive influence in the lives of their 
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employees. By using clear and effective communication, they 
find that the employees hear and, most importantly, under-
stand the direction or the request that was given to them. 
That doesn’t seem to be a difficult task, but it all too fre-
quently seems to be the catalyst for leaders’ frustration in 
business, industry, education, and other work environments. 
They think that they communicated clearly, but they appar-
ently did not.

Chen feels that there is a need to explore the relation-
ship between communication within complex organizations 
and the performance of workers since communication is 
the integrating component between organizational units 
and the functions within an organization. He feels that 
communication is the activity that links people and creates 
relationships within organizations. For instance, he says 
that communication is the “glue” that binds people together 
within an organization.1 And managers are the key to good 
communication within any working environment. Effective 
communication improves job performance among workers, 
while poor communication can result in low employee com-
mitment to the work environment.2

Let’s look at the three factors that impact effectiveness 
in communication in the workplace or, for that matter, 
any communicative environment.

THE INFLUENCE OF COMMUNICATION AND HOW 
COMMUNICATION CAN MAKE OR BREAK THE WORKPLACE

Since the 1990s, companies have become dependent on 
email as their primary connection with clients and colleagues. 
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Even employees sitting one cubicle apart are emailing rather 
than talking to one another! But we need to remember that 
effective communication is critical to your success.

Here are some suggestions on how we can improve com-
munication in any work environment.

THE POSITIVE INFLUENCE OF FACE-
TO-FACE COMMUNICATION

Communication specialists have observed that we have 
become so dependent on our computers and iPhones that 
we have neglected, or perhaps even lost, the art of conver-
sation—of actually talking to one another. The problem is 
that up to 70% of the meaning of what we say to one another 
comes not from the words that we use but from our facial 
expressions and our body language. If we take smiles and 
gestures out of the picture by interacting only via computer, 
the recipient of our messages may get the wrong idea regard-
ing our intent, especially if the sender is not a particularly 
articulate writer. The way to overcome this is to pick up the 
phone and make a call once in a while or walk down the 
hallway to talk to our colleagues or employees face-to-face.

THE INFLUENCE OF GOOD LISTENING SKILLS
A common barrier to communication in the workplace is 

the negative influence of poor listening skills. What causes 
that to happen? We may be distracted with concerns over 
other matters. We may be listening but appear not to be 
because we’re not directly attending to the person who is 
talking to us. We may be concerned about time and attend 
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to our watch or the clock on the wall rather than the person 
who is expressing a concern. There are many reasons why we 
may not be a good listener.

To correct that, we must not only listen to the person 
who is speaking to us by concentrating on her or his face 
and intentionally attending to what is being said but also by 
reflecting on what the person is saying.

Good listeners do the following: They give the speaker (the 
one to whom they are listening) cues that they are listening. 
That means being empathetic and responsive to what the 
person is saying:

 ■ They maintain good eye contact and no side 
glances. That’s a dead giveaway that they are 
not really interested in what the person is 
saying. They also do not look at their watch!

 ■ They show the person who is sharing their 
thoughts that they are listening carefully to 
what is being said.

 ■ They offer verbal expressions of feeling: for 
example, “That must have made you very 
angry.”

A PROBLEM OF PERCEPTION
There has been one constant in workplace communi-

cation. That constant has been and continues to be that of 
“perception.” The primary problem with perception is that 
we all look at the world differently. In order to not allow 
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perception to be a barrier to communication in the work-
place, remember that there are always many viewpoints and 
opinions among those persons with whom we work. And, in 
listening to those varied viewpoints and opinions, new ideas 
and approaches to problem solving may arise.

THE PROBLEM OF MICROMANAGERS
Everyone has had at least one micromanager in their 

career. This person is like a shadow, lurking in the back-
ground, making sure everyone is doing their job. They 
appear to feel as though they hired incompetents. Hopefully 
however, personnel were hired with the skills and intelli-
gence to do their job well. So, there is no reason to hover 
over them. Further, by doing so, they stif le communication. 
Employees do not enjoy communicating with them, so they 
try very hard not to.

When employees feel as though they have control of 
their responsibilities, they tend to feel a sense of purpose and 
are more invested in the process of doing an excellent job. 
Further, they will tend to communicate openly with their 
manager. If we provide employees the tools they need to get 
their job done and then give them the freedom to do it, they 
will. Managers need to remember that if they desire their 
most productive workforce!

THE ATMOSPHERE OF COMMUNICATION
Here is another aspect of communication that is critical 

to your success in any work environment. That involves the 
atmosphere of communication.

Communication as a Powerful Source of Influence
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Much of what we do in our day-to-day interactions 
with employees and others involves communication in 
one form or another. But, interpersonal communication 
goes beyond talking.

Much beyond simply talking, interpersonal com-
munication includes the creation of an “atmosphere” of 
communication that results in a positive and constructive 
work environment. It creates a positive environment for pro-
ductivity and creativity. And the better we are at creating 
that environment, the more successful we and our organiza-
tion will become.

We are drawn to those who make us feel most comfort-
able, who communicate with us in a positive and supportive 
manner. It is, in the end, what separates a successful orga-
nizational environment from those that are less successful.

So, what does it involve?
Interpersonal communication in a work environment 

not only involves what we say, but very importantly, what 
we do in our communicative interactions with others. What 
we do may involve our body language, the gestures that 
we use, our manner of eye contact, and very importantly, 
the manner in which we listen. Remember, good listeners 
become good leaders.

I tell my audiences, “Whether we want to or not, we live 
in a world of people who do not communicate well. But we 
also live in a world of people who do not possess the knowl-
edge or skill to be good communicators. It is simply that 
many people, including many bosses, may possess commu-
nication habits that are less than desirable.”
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THE REASONS?
1. They use poor body language—Hands in 

pockets, shuffling feet, shoulders hunched for-
ward, poor eye contact are all indicators that 
the listener is really not interested in what is 
being said.

2. They may use inappropriate grooming—
Extreme clothing or makeup, clothing that 
is designed for evening party wear, extreme 
hairstyles, visible body piercings, and ex-
treme tattoos distract from positive interactive 
communication.

3. They interrupt the conversation—Inter-
rupting by interjecting their opinion before 
their associate has finished speaking shuts 
down communication.

4. They do not return messages—Telephone or 
email messages that are not responded to in a 
reasonable amount of time reveal an attitude of 
not caring.

These and many more causes of poor communication in 
a work environment can result in employees who will cease 
communicating with those who are responsible for them. 
The positive influence of effective communication is what 
keeps a business, a hospital, or a clinic functioning cre-
atively and successfully.

Communication as a Powerful Source of Influence
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THE INFLUENCE OF PUBLIC RELATIONS AND IMAGE
Here is another very influential component of successful 

communication in the workplace, but from a slightly differ-
ent angle. This involves the art of public relations and image 
that enhances the success of any work environment.

One’s ability to impress their customers, their clients, 
makes or breaks a business whether it be a commercial 
enterprise, a dental practice, or a church where the minister 
is the center of focus. Here, I am referring to one’s ability to 
demonstrate the quality of what they do every day and the 
sincerity of effort that drives what they do. If the services 
that are being provided are of the highest quality, and the 
knowledge and skill that is necessary to assure the public 
that they are capable of maintaining that quality is con-
sistently demonstrated, then the enterprise should do well. 
Right?

I have emphasized the word should in the sentence above. 
The reason? The reason is that there are many in busi-
nesses and medical and non-medical practices, including 
hairdressers, plumbers, electricians, salespeople, and so on, 
who possess the knowledge and skill to be a success but do 
not achieve the level that they should because of the image 
that they portray and/or their ability to demonstrate a pos-
itive public image that would allow them to achieve a high 
level of success.

How do we achieve the level of success that one dreams 
of? Here it is—The processes involved in enhancing our 
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professional image and the art of public relations involves 
communication at one of the highest levels!

Here are some suggestions that will assist not only in 
building a good professional image but also in building 
excellent public relations for one’s business or practice:

THE ART AND INFLUENCE OF IMAGE BUILDING
 ■ No matter how bad the day, don’t place it 

on your clients or associates by telling them 
about it!

 ■ Be appropriate in all behaviors—no off-color 
jokes or remarks, no matter how innocent 
they appear to you.

 ■ Be pleasant, be a genuinely good person, be 
empathetic, be nice!

 ■ Be a good ambassador of your profession.

 ■ If a client comes to you wanting their money 
returned or is making some other demand, no 
matter what the reason, think, “If I were the 
client or the customer, how would I want this 
handled”?

 ■ “How would I respond if that person was my 
relative or my friend?” Then, handle it that 
way.

 ■ Always remember this rule—We are here to 
serve, not to judge.

Communication as a Powerful Source of Influence
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 ■ Work hard to be a flexible and creative 
problem solver.

 ■ Affirm your commitment to serving people 
and your enthusiasm about the opportunity!

 ■ Listen carefully and quietly to what the other 
person is saying, no matter how urgently you 
want them to know that you already have the 
solution to their problem. Don’t interrupt!

 ■ When listening, NEVER look at your watch!

 ■ Be empathetic, but never respond by saying, 
“I know just how you feel,” unless you have 
clearly experienced what the other person is 
expressing.

 ■ Remember to speak at a slightly slower rate 
than your usual speed of speech. You will be 
much more easily understood.

 ■ When you slow your rate of speech, a natural 
result is that you will articulate with greater 
clarity.

 ■ Maintain good eye contact, but do not stare 
at the person you are speaking with. For best 
eye contact, concentrate on the other person’s 
nose. Do NOT look into their eyes. That 
level of intimacy is not appropriate unless you 
intend to ask the person to marry you!
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 ■ Remember what Sam Walton taught us: 
“There is only one boss—the customer.”

 ■ Sam Walton’s three rules for success in 
business:

• Rule No. 1: The customer is always right.

• Rule No. 2: The customer is always right.

• Rule No. 3: The customer is always right.

INFLUENCING OTHERS THROUGH 
EFFECTIVE COMMUNICATION

I was approached by a business manager who was frus-
trated because he felt that he had good ideas on how to 
move the business forward in positive ways but had a dif-
ficult time motivating his employees. He noticed that 
although his employees seem to understand his ideas and 
the motives behind them, he found that they simply con-
tinude on the same path without making the changes 
he was recommending.

Rosabeth Moss Kanter of the Harvard School of Busi-
ness states that “Getting ideas off the ground requires 
personal credibility and positive power.” To achieve that, she 
gives Four Influencing Strategies:3

1. Showing Up: The Power of Presence. She 
says that it is a truth that 90% of success in 
life comes from simply showing up! She stress-
es the power of face-to-face communication 
with those you serve as opposed to continual 
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communication via digital means. Walking 
down the hallway to speak to a colleague car-
ries much more meaning than sending an 
email message.

2. Speaking Up: The Power of Voice. Kanter 
says that speaking up carries a great deal of 
weight in getting your ideas across to others. 
Putting your ideas into words and presenting 
them in an articulate manner is what causes 
people to listen to you and perhaps see you as 
their leader. She recommends that if you are 
not comfortable with speaking in public, find 
a coach and take lessons. Toastmaster and 
Toastmistress Clubs are wonderful ways to be-
come more comfortable speaking in public and 
to speak with greater confidence and skill.

3. Teaming Up: The Power of Partnering. 
Kanter also recommends that if you move into 
leadership roles, your singular knowledge and 
skills are probably not enough. Building good 
relationships with others who can assist you—
who will partner with you—will help you de-
velop ideas and avenues for program/business 
advancements. Two minds are frequently bet-
ter than just one in developing ideas and pro-
grams. But remember that two is better than 
three. In a triad, one of the three will general-
ly attempt to become the leader, and it may not 
be you!
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THE POWER OF PERSISTENCE
Not giving up can become a powerful motto for any 

leader in any endeavor. Sometimes you may feel like giving 
up. But giving up doesn’t get things done. Those who even-
tually succeed just keep on going—they don’t give up. If you 
have a good idea that you are very sure will work, you may 
have some self-doubts along the way—“Was it really a good 
idea? Maybe it wasn’t, but I still think that it will work!” 
Successful people have self-doubts, but they don’t give up. 
They keep moving forward until they succeed.

HOW DOES COMMUNICATION INFLUENCE OTHERS?
How do I know if I am communicating well? That is a 

question I am asked quite frequently. Here is my response. 
Effective interpersonal communication does not mean 
always communicating perfectly. I have never met anyone 
who communicates perfectly. Rather, it means being able 
to constructively create and convey appropriate responses 
to those with whom we are communicating and to perhaps 
identify and explain creative solutions that are acceptable 
to them. It means motivating others to positive change 
through direct verbal interaction, nonverbal interaction 
(what we don’t say), our body language, and a positive atmo-
sphere of communication.

I like the phrase “positive atmosphere of communica-
tion.” The reason I like it is because it provides a framework 
for communication that is constructive and successful. 
Rather than communicating perfectly, I like to think in 
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terms of communicating constructively—or meaningfully. 
When we communicate constructively, we are more apt to 
be communicating in a meaningful way.

SO, IN THE END, WHAT IS IT?
Recently I read a well-written treatise on communication 

found on UK Web Archive. It said, in part, “interpersonal 
communication is the process by which people exchange 
information and feelings through verbal and nonverbal mes-
sages.”4 That is a very straightforward definition.

The authors continue, “Interpersonal communication 
is not only about what is actually said—the words and lan-
guage used—but how it is said, and the nonverbal messages 
sent through tone of voice, facial expressions, gestures and 
body language.” Again, very straightforward!

The authors explain that when two or more people 
are in the same place and are aware of each other’s pres-
ence, one way or another, communication is taking place, 
no matter how subtle or unintentional or how poorly it 
is being handled.

IS SPEECH NECESSARY?
Using speech is not necessary. Without speech, an 

observer may be observing the cues of posture, facial expres-
sion, and dress to form an impression of the other’s role, 
emotional state, personality and/or intentions. Although no 
communication may be intended, people receive messages 
through forms of nonverbal behavior.
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SOME PRINCIPLES OF INTERPERSONAL COMMUNICATION
The authors continue by giving principles of interper-

sonal communication that I personally like. They govern 
the effectiveness of communication. However, as the authors 
say, even though these principles are generally quite simple, 
they will often take a lifetime to master. They are pre-
sented as follows:

Interpersonal Communication Is Not Optional
We may, at times, try not to communicate; but not com-

municating is not an option. In fact, the harder we try not to 
communicate, the more we are communicating! By not com-
municating, we are communicating something, perhaps that 
we are shy, perhaps that we are angry or sulking, perhaps 
that we are too busy to talk. Ignoring somebody is commu-
nicating with them. We may not tell them we are ignoring 
them, but through our nonverbal means of communication 
we make that apparent.

Again, nonverbal communication can be just as and, 
many times, more powerful than the words that we use. Our 
body posture and position and our eye contact (or lack of it) 
are all important. Even the smallest and most subtle of man-
nerisms communicate something to others.

Communication Is Irreversible
Interpersonal communication is irreversible. Perhaps 

we can wish we had not said something. We feel a sense of 
regret and apologize for something we said, but we can’t take 
it back. We often behave toward and therefore communicate 
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with others based on previous communication encoun-
ters. But those encounters may or may not be appropriate 
points of reference. Because of these stereotypes, when we 
communicate with people, we may carry with us certain 
preconceptions of what the other person is thinking or how 
they are likely to behave. We may also have ideas about the 
outcome of the conversation before it even begins as a result 
of our pre-knowledge of the person or the circumstances in 
which the conversation is taking place.

We need to start all interpersonal communication with 
an open mind; listen to what is being said rather than hear-
ing what we expect to hear. As a result, we are less likely to 
be misunderstood or say things that we later regret.

The Context of Communication
Communication happens for a reason. To help avoid 

misunderstandings and therefore communicate more effec-
tively, it is important that the context of the communication 
is understood by all. Why is the communication happening? 
It is important that participants are on the same “wave-
length” so that they understand why the communication 
is occurring. We may think that “why” is clearly evident, 
but it may not be clear to all who are involved. It must be 
clearly understood why the communication event is taking 
place. The best question to ask everyone may be, “Do you 
understand why we are getting together at this time?” Mis-
understandings can be avoided with that simple question.
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IN CONCLUSION
As I stated at the beginning of this chapter, commu-

nication is a powerful source of influence. Those who 
communicate well, with confidence, with speech that is 
articulate, with the power that interpersonal communica-
tion can generate when used effectively and with precision, 
will be the ones who become the most influential and will 
succeed in most endeavors. Success in one’s professional life 
depends to a large degree upon their ability to communicate 
effectively with their clients and colleagues. In other words, 
to demonstrate excellence as professionals, we must also 
develop excellence as communicators. 

Influence begins with communication. It doesn’t begin 
with our size, our heritage, or our looks. It begins with how 
we communicate, how we influence others with our words, 
and how we present ourselves, our poise, and our demeanor.

Communication as a Powerful Source of Influence



 39 

CHAPTER THREE

TwO-way iNflUENCE

Every day, in every way, we are influenced 
by others just as we influence them. 

—Jim Stovall
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Just as we can manifest any influence in our lives as either 
a positive or negative force, every encounter we have can 

influence both us and everyone involved.
There are countless numbers of people to whom I owe 

my success. As an interviewer—both for books and columns 
as well as on television—I have had the privilege of meet-
ing and interviewing some of the greatest people of the 20th 
and now the 21st century. These people represent the top 
achievers from the arenas of politics, movies, sports, and 
television. Many of these superstars have had a lasting influ-
ence on my life.

During publicity tours for our work on television as well 
as my new books and movies, I am often asked by reporters 
which person has impacted my life the most. I have thought 
a lot about it, and there is one special individual who has had 
a lasting influence on me.

Shortly after I learned of my impending blindness, I 
decided to continue with my plans to attend a local univer-
sity. Near the university, there is a school for blind children, 
and I’m not sure if my motives were to learn more about 
blindness, make some kind of bargain with God, or just to 
help out; but in any event, I went to the school for blind 
children and met the principal.

I told her that I was a college freshman, and I had no 
background, training, or experience working with blind 
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children, and I would like to teach in her school. You can 
imagine how excited she was to see me! But she was a kind 
soul and told me that if I really wanted to, they had one 
child I could work with one-on-one.

I agreed, and she explained that Christopher was four 
years old, was totally blind, and had many other physical 
problems. Following their many tests, they had determined 
that Christopher would never develop or advance any more 
than he already had. And what they wanted me to do was 
keep him quiet and keep him away from the other kids so 
they could learn their lessons.

As I look back on it today, I realize that Christopher 
was suffering from the most severe disability of all—that is, 
being faced with no expectations. We always live up to the 
expectations that we have of ourselves or those expectations 
that we allow other people to place upon us.

They had no expectations for Christopher, and the only 
training they gave me were two very simple things. First, 
they instructed me to keep his shoes tied, as they were afraid 
he would trip and fall because he had never learned to tie his 
shoelaces. Secondly, they told me I had to keep him away 
from the stairs because he had never learned to climb the 
stairs, and they were afraid he would fall down the staircase.

Other than those two things, they really didn’t care what 
I did as long as I kept Christopher quiet so that the other 
students could learn their lessons.

That first day, I was introduced to Christopher and 
immediately noticed that he was much smaller than you 
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would expect a four-year-old child to be, and he was, indeed, 
totally blind and had many other physical problems.

He and I sat down and had a serious conversation, and 
I told him, “Young man, before I leave here, no matter how 
many weeks or months or even years it takes, you are at least 
going to learn how to tie your shoes and climb the stairs.”

And he replied, “No, I can’t.”
And I responded, “Yes, you can.”
And he replied, “No, I can’t.”
And I responded, “Yes, you can.”
And he replied, “No, I can’t . . .”
If you have ever spent any length of time with a four-

year-old child, you know that they can argue like this 
all day long.

Christopher and I began working every day, learning 
how to tie his shoes and climb the stairs. Meanwhile, I was 
attending the university and facing what I thought were 
insurmountable obstacles. I couldn’t see well enough to get 
around anymore and couldn’t read the textbooks.

When it got difficult, I simply prepared to 
quit once again.

I went to the school for blind children for what I thought 
would be my last day. I met with the principal and told her 
that because of my own visual impairment, I was going to 
drop out of college, so I wouldn’t be able to come here and 
work with Christopher anymore because I simply couldn’t 
make it.

Two-Way Influence
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I didn’t realize that Christopher had been dropped off 
early that morning, and he was standing outside the open 
door to the office, hearing our entire conversation. So, as 
I went out to tell him goodbye and tell him that I loved 
him and tell him that I hoped that someday someone else 
would show up and spend some time with him, he turned 
to me and repeated my own words back at me by saying, 
“Yes, you can!”

And I replied, “No, I can’t.”
And he persisted, “Yes, you can!”
And as I replied, “No, I can’t” once again, I was mentally 

preparing an explanation so I could justify to Christopher 
how my challenges were somehow different or greater than 
his were. But, before I could begin my weak explanation, it 
hit me like a ton of bricks. The obvious answer was, “Stovall, 
either get up and do something with your life, or quit lying 
to this poor kid in telling him he can do things in his life.”

Three years later, I graduated from that university with 
honors. And the same week, I had the privilege of my life, 
with what little vision I had left, to observe then-seven-year-
old Christopher climb three flights of stairs, turn and sit on 
the top step, and tie both of his shoes.

About six weeks after the miraculous day when Christo-
pher climbed the stairs and tied his shoes, he died of a brain 
tumor. The tumor was the condition that had caused him to 
lose his sight in the first place, and eventually it took his life.

As I was attending his funeral, one of the other teachers 
said to me, “Isn’t it a shame we’ll never know how much 
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he could have developed or contributed had he been given 
a full life?”

I told her that he had already made his contribution 
because anything I did from that point forward, I would 
owe to him.

They tell me that I have shared Christopher’s story with 
over a million people, live in events around the world, and 
now I am sharing it with you through this book. Many of 
those people—and hopefully you—will be influenced by 
Christopher’s example as a platform to examine your dreams, 
take possession of them, remove the obstacles, eliminate the 
excuses, and realize that any dream you have inside of you is 
well within your capacity to achieve.

When Christopher died, it was almost as if he had a 
will. He left me three separate things that I want to pass 
on to you.

First, Christopher left me with the certain knowledge 
that there is no such thing as an insignificant person. If God 
had ever created an insignificant person, it would have been 
Christopher. His whole biography would read, “Christopher 
lived to be seven years old. He learned how to tie his shoes 
and climb the stairs.” These were all of the accomplish-
ments that Christopher could claim after his brief life, but 
he influenced the lives of thousands of people around the 
world through his example of courage.

Secondly, Christopher left me with the certain knowledge 
that there is no such thing as an insignificant relationship. 
All relationships are critical. Each of them is important. 
There are people in your world who are struggling. They’re 
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trying to decide whether their dreams can come true. They 
will be greatly influenced by what you say and, more impor-
tantly, what you do with your own struggles in your own life.

And finally, Christopher left me with the certain knowl-
edge that there is no such thing as an insignificant day 
because when you live your life in the present, every day of 
the rest of your life holds within it your key to greatness, 
which is your ability to build on your past and create your 
future by living out your destiny today.

My intentions and efforts to influence Christopher 
were dwarfed by the influence he had and continues to 
have on me and, consequently, millions of other people 
around the world.

In my academic field of psychology, probably the most 
practical discovery of the last generation is the fact that we 
become like the five people with whom we spend the most 
time. Once we realize we will assume the mannerisms, 
speech, opinions, and even the income of the five people we 
hang around with most, we should all be challenged to be 
more selective with respect to whom we allow to influence 
us.

My mentor and the publisher of my first novel, Charlie 
“Tremendous” Jones, was fond of saying, “You will be the 
same person you are today five years from now except for the 
people you meet and the books you read.” Charlie was one 
of the greatest proponents of literacy and reading. He also 
realized that we can be influenced not only by the people 
we interact with daily but any historical figure we choose 
to read about.
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If you don’t have five role models in your current sphere 
of influence that you would like to emulate, you must realize 
that Benjamin Franklin, Leonardo da Vinci, Helen Keller, 
Thomas Edison, and countless others are just waiting to 
become positive influences upon your future within the 
pages of a book.

If we are going to seek out people to influence us, it 
is critical that we select the right individuals. I’m a firm 
believer in the principle that we should never take advice 
from anyone who doesn’t have what we want. Broke finan-
cial planners, overweight diet gurus, and imprisoned lawyers 
should be avoided at all costs.

Our grandparents were greatly influenced by people 
with whom they interacted on a daily basis. We have that 
same element of influence but have the added input from 
the media. The internet has opened up a world of informa-
tion to us, but like most things it can be either a positive 
or negative influence.

We are bombarded constantly with media messages 
designed to get our attention and influence us with products, 
services, and advice. Much of this influence is ineffective or 
dysfunctional, and some of it is actually dangerous. If you’re 
going to spend your time and risk your future on someone 
else’s influence in your life, make sure they have what you 
want and are not just someone trying to sell you something 
or take advantage of you.

Everybody wants to climb the mountain of success, but 
only a few people have been to the summit. If you’re going 
to take someone’s advice and be influenced by them, it’s 
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much better to select someone who is coming down from 
the mountaintop than someone who is climbing on the same 
trail you are currently on.

Once you find high-quality influencers in your life, 
it’s good to dig deeper and find out what influences them. 
Influential people can introduce you to other successful 
individuals and recommend great books, movies, videos, and 
experiences that have made a difference in their lives.

Influence should never be a one-way street. Napoleon 
Hill introduced the world to the mastermind concept, which 
is simply a group of like-minded individuals committed to 
one another’s success who are willing to share their influ-
ence with the group and reap the rewards of how the group 
can influence them.

Just as in my relationship with Christopher, often you 
will set out to influence someone else by making a differ-
ence in their life and find that you are the one that receives 
the greatest rewards.

Here in the 21st century, there are countless media 
outlets and internet sources seeking our time and atten-
tion. You must control this onslaught of images and not 
let it control you. The influence of the media is subtle 
and immensely powerful.

I am in the television industry through my company the 
Narrative Television Network which makes movies, TV, and 
educational programming accessible to the 13 million blind 
and visually impaired Americans as well as millions more 
around the world. In the television industry, they promote 
what I call The Big Lie which demonstrates the powerful 
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influence of the media. The Big Lie tells us that the average 
high school graduate who has seen thousands of murders, 
acts of violence, and reprehensible behavior on television 
is not influenced by these images because they know it’s 
make-believe; but if a corporation will spend millions of dol-
lars for a 30-second commercial, the sales of their products 
will skyrocket due to the influence of the commercial. It’s 
obvious that regardless of what Big Lies the industry may 
tell, the programming as well as the advertising we watch 
influences us and changes our behavior.

An even more insidious influence on young people today 
are the countless videogames that create an alternative uni-
verse in which the participants can perform violent acts or be 
involved in other damaging distractions under the guise of 
playing a game.

Everything we do, everything we watch, and everything 
we confront influences us and how we perform. If you are 
going to succeed, you’ve got to control and even plan the 
TV and movies you watch, the games you play, and the part 
of the internet you allow to influence you. Social media not 
only influences how we think and act, but it can impact how 
we influence others for years to come.

Our parents and grandparents all made mistakes and did 
things they wish they hadn’t done, but they didn’t immor-
talize it like so many people do today via social media. Just 
remember, images from the party you attended or the prac-
tical joke you played on someone posted to the internet will 
be a permanent influence on your future and what people 
will think of you.
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In the past, it may have been enough to know that our 
minds are influenced by outside forces, but today, we must 
be mindful of the fact that these outside sources can influ-
ence what people think of us and how we may succeed or fail 
in the future.

We are always being influenced and influencing others. 
We must act wisely if we are to reach our goals and live the 
lives of our dreams.
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CHAPTER FOUR

ThE POwEr aNd 
iNflUENCE Of imagE 
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I have over 25 years of experience coaching professionals in 
the art of professional image, interpersonal communication, 

and public relations, and more than 30 years of experience 
in coaching professionals in the art of public speaking. 
Further, I have published numerous articles on the topic of 
communication and the influence of image, interpersonal 
communication, and the power of nonverbal communication 
in our professional lives.

Our ability to impress our clients with our profession-
alism, our support, our skill as specialists in our fields and 
our ability to provide a competent, nurturing, caring service 
on behalf of our clients makes or breaks our professional 
reputation in any service environment. I am referring to our 
ability to demonstrate the quality of what we do every day 
and the sincerity of effort that drives what we do in the long 
term. If the services that we are providing are of the highest 
quality, then we should do well. Right?

I have emphasized the word should in the sentence above. 
The reason? The reason is that there are many professional 
businesses with personnel who possess the knowledge and 
skill to be successful but do not succeed because of the 
image they portray and/or their ability to demonstrate a 
positive public image and the level of public relations that 
would allow them to achieve a high level of success. And 
we must remember that public relations in our professional 



 54 

lives involve who we are, the image that we portray, and how 
we impress those who make decisions about who they will 
do business with!

How do we achieve the level of success that we dream 
of? The processes involved in enhancing our professional 
image and the art of public relations involves communication at 
one of its highest levels. That is because the image that we 
portray to those with whom we associate on a daily basis, 
including our boss, our colleagues, and importantly, our cli-
ents, makes or breaks our career.

Image involves the way we dress, speak, the way we 
interact with others, even our posture, and our manner of 
presenting ourselves to others. We need to ask ourselves, 
“Am I the kind of person my boss and colleagues want to 
work with and our customers want to be served by?” In the 
end, that means being authentic, positive, and polite. It means 
creating the personal charm that persuades and makes oth-
ers feel at ease. You then become the person with whom 
others desire to associate and by whom clients feel comfort-
able being served.

The following list gives some suggestions that will 
not only assist in building a good professional image and 
enhance the level of public image/public relations we want to 
develop, but also assist in building excellent public visibility 
for one’s business or practice Some of them are also found in 
Chapter 2, but are thought to also be appropriate here:
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THE ART OF IMAGE:
 ■ Don’t tell your customers or associates how 

bad your day has been. They probably do not 
want to hear about it!

 ■ Do your best to be pleasant, to be a genuinely 
good person, to be empathetic, to be nice! 
You will become much more attractive to 
your customers and your associates.

 ■ I was told many times by my professors 
during my doctoral preparation that in order 
to be successful, it was imperative to be a 
good ambassador for my profession, and 
create a positive atmosphere wherever my ser-
vices are provided.

 ■ Always remember this rule—we are here to 
serve, not to judge.

 ■ Affirm your commitment to serving people 
and your enthusiasm for the opportunity!

 ■ Listen carefully and quietly to what the other 
person is saying no matter how urgently we 
want them to know that we already have the 
solution to their problem!

 ■ When listening, NEVER look at your watch!

 ■ Public perception of you determines to a size-
able degree how successful you and your orga-
nization or business will be.
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 ■ If your patients are receiving thorough and 
competent services, and your behavior toward 
them is nurturing, caring, thoughtful, and 
trustworthy, then they will “sing your praises” 
to others in your community, and your busi-
ness or organization will grow.

 ■ We must affirm our commitment to serving 
people and our enthusiasm for it.

THE INFLUENCE OF PROFESSIONAL 
IMAGE AND PUBLIC RELATIONS

I was reading a treatise on the influence of professional 
image recently entitled “Professional Image,” in which 
Yasmin Anderson-Smith, President of KYMS Image Inter-
national, said, “It may seem somewhat unfair to judge an 
individual by appearance and behavior rather than exclu-
sively on performance, but in most business environments, 
judgments are made about people based on the professional 
image they display as a result of appearance and behavior. 
This occurs before the individual’s level of competence or 
performance is determined.” 

Therefore, it has been found that the impact of 
professional image can be substantial, particularly in 
the business world.5

Anderson-Smith continues by giving advice to those 
who strive to improve their professional image.6

Those include: 
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1. Dress to impress. Your image matters. In other 
words, dress the way you want to be addressed 
in your occupational life.

2. Make sure that your social skills are up to par. 
Errors in social environments will not only 
embarrass you but also quickly lower your per-
sonal image.

3. Build your own “personal brand” that will al-
low you to stand out with distinction in a pos-
itive way.

4. Grow a network of colleagues that can also be 
friends and supporters.

5. Be likeable. Adopt a positive attitude. In oth-
er words, be positive in your daily life at work 
and at play.

6. Watch what you write. There is a vast differ-
ence between the cryptic language and spell-
ing used on the iPhone and the spelling and 
language used when communicating via email 
or letter. Perfect your writing skills (spelling, 
grammar, punctuation) to impress those with 
whom you are communicating electronically 
or by mail.

7. Look at yourself in the mirror. What do 
you see? Shirts and pants that need ironing? 
Dresses that are too short? A tie hanging at 
an angle on a shirt that is the wrong color? 
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Tattoos showing on arms or neck? Blue jeans 
rather than professional slacks? A blouse that 
is a little too revealing? Make sure that what 
you see is how you want your boss to know 
you.

That list can go on and on. In the end, what you see in 
that professional mirror should be what we would expect of 
a professional in your field of work. If the image you see 
isn’t what you would imagine it should be, consult an advi-
sor from a men’s or women’s clothing store—one who you 
trust—or confide in your boss or her/his assistant and ask 
them to give you a direct appraisal of your appearance or 
manner of dress—not an appraisal to make you feel better 
about yourself but a truly direct, brutal appraisal. Your boss 
or her/his assistant will probably be flattered that you con-
fided in them.

WHAT IS PROFESSIONAL IMAGE? HOW IS IT DEVELOPED?
According to “What is a Professional Image?” from the 

American Association of Employment in Education, pro-
fessional image involves a set of qualities and characteristics 
that represent perceptions of your competence and character 
by your clients and your peers.7 

Image is your representation of you, “the message” of 
who you are and what you represent. Image involves a last-
ing first impression.

Remember, you only have one chance to make a first 
impression. That includes the two minute rule. A lasting first 
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impression involves the image that you portray during the 
first two minutes of entering a room for an interview or dis-
cussion. Those who may have never seen or met you before 
make their decision based on their impression of you within 
the first two minutes. That impression is made even as you 
first enter the room. And that first impression and the deci-
sion about you is difficult to erase.

You must avoid negativity. A negative person is no fun to 
be around. The doom and gloom that they carry with them 
can destroy the potential for positive relationships with their 
colleagues and their boss. People like people who see the 
good in their work environment and the good in others, who 
are happy to see their colleagues and clients when they arrive 
in the morning, who don’t carry the bad news they heard on 
television or radio that morning with them when they talk 
with their colleagues or clients. People like people who are 
happy, or at least act happy during the day.

Don’t say bad or negative things about your past place of 
employment, your colleagues, or your boss. Those words can 
take on a life of their own and haunt you. Avoid questionable 
behaviors or questionable forms of communication. Be the 
best, most likeable person who can be. Be a good person—
the kind of person you would like to be around each day, the 
kind of person who you would grow to like and admire!

BE A COMMUNICATOR WITH POISE—
USE STRESS TO IMPRESS!

Talking about developing your image and the art of 
public relations in your professional life, I received a phone 
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call about a week ago from a young woman who wanted to 
ask me about the process of communication. However, at 
that moment, she didn’t seem to be too sure what she actu-
ally wanted to ask. She said during our conversation that 
she has a difficult time maintaining her composure or her 
poise during staff meetings. She said that when something 
she has said in a staff meeting is challenged by a colleague, 
she tries very hard to remain calm and respond in a pro-
fessional manner. However, she sometimes “loses it” during 
their discussion, raises her voice, and uses words that she 
is embarrassed about later. She said that it distresses her 
that during staff meetings some of her colleagues are some-
how able to goad her into becoming so stressed that she 
loses her poise and falls apart in front of everyone. She was 
definitely not impressing her colleagues and customers by 
her professional image and was not doing well in the arena 
of public relations!

As we talked, a statement by authors Brett and Kate 
McKay came to mind, so I shared it with her. It is, “Calm-
ness is the rarest quality in human life.”8 She said that made 
her feel a little better. But she wanted some specifics on how 
to maintain her poise in stressful situations. So, I shared with 
her something that Sherrie Campbell, Clinical Psycholo-
gist and expert on mastering poise, has said. It is as follows: 
“Whenever you are in any working group, or a position of 
responsibility, one way to remain composed is to remember 
that you always have an audience. Your team members and 
other colleagues are your audience, and they expect a cer-
tain level of calm, serenity, integrity and grit from you.”9 We 
can literally be an example of calm and poise! One way is to 
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think of yourself as being an example of what your colleagues 
would like to become when faced with stress.

Here are a few suggestions that I shared with her:

 ■ Let others know how you feel, but do it 
calmly and perhaps not too vividly!

 ■ In a meeting, never, NEVER take a cheap 
shot, no matter how good it might make you 
feel at the moment. You will only regret it 
later.

 ■ In meetings or in other interpersonal inter-
actions, don’t make a big deal out of a trivial 
issue. If you do, ask yourself “Why?”

 ■ If someone treats you in an unkind manner, 
practice forgiving, forgetting, and getting 
over it.

 ■ And, if you see an argument on the horizon, 
become a good listener instead. Let the other 
person vent while you listen quietly. You will 
win many an “argument” that way, and you 
won’t find yourself in the middle of a poten-
tially embarrassing situation.

 ■ In other words, when one person says some-
thing that might provoke a negative response 
or an argument, it is best for us to simply 
listen quietly no matter how much we would 
like to enter the fray!
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 ■ Remember—you can never truly win an 
argument.

 ■ The best way to win an argument is to avoid 
it. Don’t participate in it, no matter how sure 
you are that your opinion is correct and even 
if you see a golden opportunity to “ jump in.”

 ■ And, remember—you will never get into 
trouble by admitting that you may be wrong.

 ■ During a meeting discussion, if we find that 
what the other person is saying is correct and 
what we are advocating is probably wrong, 
even though we sometimes don’t want to 
admit it, there’s nothing wrong with looking 
beyond our ego and admitting, “You know, in 
thinking about it, I believe that you are right!” 
That simple response tends to stop a potential 
argument or an embarrassing situation in its 
tracks and makes everyone feel better, includ-
ing you.

Those were the suggestions that I not only gave her, but 
sent to her as well. I hope they helped. They have helped 
me!

HOW DO WE DEVELOP OUR OWN “BRAND”?
How do we develop an image that will give us our own 

“brand” in our professional lives, in our business lives, that 
will help us to reach the level of positive public relations that 
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we are striving for? If we are going to advance in our career to 
the highest level, it is imperative that we develop the ability 
to influence others in positive ways, including our customers, 
our clients, our superiors, and our colleagues, by the image 
that we have developed—our professional, public image.

I received an email from one of our former graduates the 
other day who was frustrated because she did not receive the 
promotion that she was sure she was going to be offered. 
One of her colleagues received it instead. She was a person 
who had graduated at the same time as our graduate and 
seemed to have the same skill and knowledge level. So, she 
was wondering what she could have done to convince her 
employer that she was the most deserving of that promotion 
at the hospital where she works.

I told our graduate about something that Rosabeth Moss 
Kanter from the Harvard School of Business has written, as I 
also cited in Chapter 2 of this book. Kanter gives the follow-
ing four pieces of advice that may have helped our graduate:10

1. The Power of Presence. She says that 90% 
of success in life comes from just showing up! 
Digital and other remote forms of communi-
cation can be efficient, but there’s much to be 
said for being there face-to-face with others 
during meetings or staff and superiors during 
other discussions.

2. Speaking up—The Power of Voice. This 
means more than just talking. It means be-
ing articulate, putting your spoken ideas into 
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words in an effective manner. She advises that 
if you are uncomfortable with speaking in pub-
lic or at meetings, get a coach, take lessons, or 
join Toastmasters or Toastmistresses.

3. The Power of Partnering. Success depends to 
a significant degree on building good relation-
ships inside and outside of your place of em-
ployment. We must learn to “play well with 
others” in order to succeed.

4. The Power of Persistence. If you tried, and 
what you were proposing wasn’t accepted or 
the position for which you applied was not 
offered to you, keep at it, make adjustments, 
and surprise the naysayers. All successful peo-
ple deal with self-doubt or rejection—was I 
good enough, did I say the right thing, am I 
designed for advancement? Successful people 
keep going—persistence pays off in the end.

OTHER SUGGESTIONS ON INFLUENCING 
OTHERS IN POSITIVE WAYS

Here are some other suggestions on how to influence 
others in positive ways that can help you advance in their 
professional life by creating a personal image and posi-
tive public relations:

1. Confident people tend to be leaders, more so 
than those who lack a sense of confidence, 
who, in turn, present themselves in an insecure 
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manner. Put on a face full of confidence. If you 
don’t feel confident, act confident! By acting 
confident, you might very well become confi-
dent to a greater degree!

2. Know the person you are desiring to influence. 
As Dale Carnegie has said in his award win-
ning book, How to Win Friends and Influence 
People, “Talk to someone about themselves, 
and they’ll listen for hours. Talk about your-
self, and they will stop listening.”11 People will 
start liking you if you show interest in them 
first. Get to know them. Make yourself like-
able. You will gain their trust.

3. Ensure honesty by being genuine. Be absolute-
ly genuine when working with others. Gaining 
trust and respect will go a long way toward 
leading you into higher realms of leadership in 
your place of employment.

 And, as Dale Carnegie states further in his best-sell-
ing book, How to Win Friends and Influence People, “There 
are four ways, and only four ways in which we are evaluated 
by the world (and by our superiors and others we desire to 
influence). We are evaluated and classified by: What we do, 
How we look, What we say, and how we say it.”12 If we want 
to influence others in positive ways, those four are important 
to live by.

In the two-room rural school I attended that was located 
in our farming community in central Kansas, we graduated 
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at the conclusion of the eighth grade. Some of us progressed 
on to high school and college. The children who were from 
the conservative Mennonite families in that community did 
not progress onto high school, but rather terminated their 
formal education at that point. Graduation day was a sol-
emn day for them since they were leaving their friends, the 
school they had attended for eight years, and the teachers 
who had taught them—one teacher for grades one through 
four, and one for grades five through eight. Since for many 
of the children their formal education would terminate at 
the end of the eighth grade, we were all taught a number 
of things that children in regular schools were not—correct 
table manners, polite behavior in social settings, tolerance of 
the social and political leanings of others, and many other 
aspects of life that would be beneficial to us. We were also 
instructed on how to develop a positive self-image and how 
to engage in positive public relations that would continue on 
into our lives. Although our teacher didn’t refer directly to 
the term “public relations,” she instructed us on developing 
an ability to impress others by showing respect, being confi-
dent in our abilities, showing leadership in our community, 
cultivating a positive self-image, speaking in an articulate 
manner, and being honest and trustworthy. Mrs. Hamilton, 
our only teacher, demonstrated those characteristics, and we 
wanted to be just like her!

Most male and female students from the conservative 
Mennonite community did not progress onto high school 
since high school was in a nearby town, and the students 
who attended were a part of “the world” in which the Men-
nonites were not to participate. Therefore, they were taught 
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at home. The boys learned farming techniques, animal hus-
bandry, and the young ladies learned homemaking skills. 
Later, the young men might learn a trade such as plumbing, 
electricity, or carpentry during what was called “Voluntary 
Service,” which they engaged in rather than military service.

In any event, while in the upper grades in our two-room 
rural school, we were all taught a number of things that our 
teacher thought would guide us in our lives. Among those 
were the development of our positive image and the art of 
positive public relations. We were taught to be kind, consid-
erate, and thoughtful of others in our daily lives. We were 
taught to develop a manner of behavior that would project 
a positive public image of our tiny, two-room school and 
those of us who attended it. We were taught to treat adults 
with respect, to call them Mr. or Mrs. or Miss when we 
addressed them (even though we knew all of them by way 
of our parents), and all in all to project the kind of image 
of ourselves that would reflect positively on our school and 
our rural environment.

When one learns that form of behavior in grade school, 
it tends to carry over into one’s adult life. If only our chil-
dren were taught those behaviors in school today, we might 
observe a different form of behavior among them. It could 
become the norm rather than the exception.

HOW DO WE DEVELOP OUR IMAGE—THE DEGREE 
OF PUBLIC RELATIONS—THAT WE DESIRE?

So, how do we develop our own positive image, and how 
do we develop the level, or manner, of public relations that 
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will reflect positively not only on us but our own business or 
our place of employment? Here are a few suggestions:

1. Our image, the level of public relations that we 
reflect through our daily working lives, is an 
art. It is an art that is created by each of us. It 
is our identity; it is who we are in the mind of 
those we serve each day.

2. Effective and precise communication is essen-
tial to the development of a positive image and 
the level of public relations you desire to devel-
op. The ingredients for that level of commu-
nication include, among others, speaking in a 
precise and confident manner, speaking a lit-
tle slower than you normally might in order to 
increase the intelligibility of your speech, pre-
senting what you want to say in the most or-
ganized and confident manner, and watching 
how you present yourself, including your non-
verbal manner of communication—how you 
stand, how you hold yourself, how well con-
trolled your gestures are, and how routinely 
you make excellent eye contact.

3. Those who communicate well are at a com-
petitive advantage in their professional and so-
cial lives. And remember, communication is 
not optional. Whether we intend to or not, we 
are still communicating. It is also irreversible. 
We cannot reverse once we have uttered the 
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words. We may apologize for saying what we 
said, but it cannot be taken back. It is, indeed, 
irreversible.

4. When asked a question, it is important to keep 
your responses concise and not give more in-
formation than was requested.

5. If a client or customer has a concern, always 
thank the person for expressing the concern. 
That will set the stage for a more open and 
positive discussion.

6. Never become emotional, and never get into a 
shouting match, no matter how close the topic 
might be to you or how much you feel that you 
are correct. You will only regret it later.

7. Always keep a sense of humor, and don’t ex-
pect others to read your mind.

8. Never—never take a cheap shot at a colleague, 
no matter how good it might make you feel at 
the moment. You will only regret it later.

9. If someone treats you in an unkind manner, 
practice forgiving, forgetting, and getting over 
it.

10. And, always give honest and sincere apprecia-
tion for the other person’s efforts or opinions.
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IN SUMMARY
In order to develop a positive image, remember that the 

degree of positive influence that will come from the image 
that you create and the level of positive public relations will 
depend on the following advice: In all interactions with your 
colleagues and the public, try always to remain calm, and 
present yourself with poise, confidence, and as I call it, a 
touch of “positive vulnerability” that enhances your interper-
sonal communication and your public image. It is, for lack 
of another descriptor, the “charm” that persuades and makes 
others feel at ease. You then become the person with whom 
others desire to communicate and associate. With that in 
mind, your positive identity, your level of public relations, 
and your image will rise to the level you desire.
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