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Fascinating, Potent, and best of all… Useful!
September 28, 2012
By Dan Seidman
Gregory Ferrett has taken a ton of research on emotion in decisionmaking and crafted a great book for business and sales professionals.
The foundational concept from Selling to the Seven Emotional
Buying Styles is this...
The number one rule in understanding business to business
relationships is; "A relationship can only be between two people never between companies." All other rules fall under this.
There are seven types of buyer that a salesperson will encounter.
They're easier to identify than you'd think.
The reader can then absorb the powerful details on each style, in
several ways.
$ Read the text
$ View the cartoon
$ Work through a chart
The bullets are dollar signs for a reason. These concepts have high
value for sales professionals.
This easy, fast and fun read is a perfect way to recognize how
specific buyers will buy.
Ferrett references Jonah Lehrer's outstanding book on emotion in
decision-making, How We Decide. I've recommended that work to
salespeople around the planet.
We now have an application of that work for those of us who sell for
a living.
Goodbye DISC, Hello Emotional Style.
MOST HIGHLY RECOMMENDED $ $ $
Just AUD$19.90 including postage &
tax for shipment to an Australian
address
OR

Buy paperback or kindle version

from Amazon

My close rates would have increased dramatically using this
material
September 6, 2012
By Eugene Pizzolato – for the Australian Sales & Marketing Institute
From the moment I opened the first page I could not put this book
down. As I read about each of the seven emotional buying styles I
straight away linked each emotional style with people I deal with
every day. It became abundantly clear why I connected with certain
people and others just seemed to not get what I was saying.
I realised why I could not close some deals as my approach did not
talk to the emotional style of the buyer, so he/she would not buy. If I
knew the emotional styles before my close rate would have
increased dramatically.
While the Author takes time to explain the science of emotion and
emotional intelligence, and some of the stunning recent
breakthroughs in understanding of emotion, he does so in an easy to
read narrative way never pretending to be an academic. He leaves
the serious science to others. Rather he gets stuck into the
practicalities of using the science in everyday life. He introduces you
to;


The Hustler



The Artist



The Normal



The Engineer



The Politician



The Double Checker



The Mover

The author introduces the concept of green and red buttons for each
emotional style, which for me helped explain some to the sudden
changes in mood I have experienced in life, or seen in others. I
recognised I had pushed green or red button not realising what I had
done. While the focus of this book is on sales people it has real and
practical application is every part of your life where you need
someone to make a decision or you just need to influence an

outcome. One other thing I really appreciated is the authors’
humorous outlooks on each style and the use of cartoon outtakes.
Included are easy to use tables and activities to help you implement
the concepts in everyday life.
In my roles as Sales Capability Manager at Fosters Group; National
Sales Training Manager and State Manager at Nestle; and Enable
Sales Leadership Facilitator at NAB I have read a lot of sales training
material. I was privileged to be an early reviewer of this book.

Increase sales by having a better understanding of the
emotional buying styles
September 22, 2012
By Keith Barrot
Congratulate you on the content and the presentation.
The way you have explained the personality types together with the
cartoons and summary at the end of each chapter makes for easy
learning from a salespersons point of view.
Many books on selling covering this topic are far too detailed and
difficult to follow, especially for the salesperson who wants to get a
grip on the selling profession.
It also will allow the salesperson to review their presentations and
plan improvements to increase sales by having a better
understanding the emotional buying styles.
Next year I am planning to be more active in my business through
the use of workshops and will not hesitate in recommending your
book.
Just AUD$19.90 including postage &
tax for shipment to an Australian
address
OR
Buy paperback or kindle version
from Amazon
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CHAPTER

1

Overview

Since the first human being made a decision scientists and philosophers
have expended enormous amounts of time and effort determining what
goes on in the brain as a decision point is reached.
Until recently the brain was a mystery, a ‘black box’, and understanding
of the way the brain made decisions was based on observation rather than
science. When a decision is made it was assumed the human brain weighs
up the facts and determines a logical solution. Over time this ability to
think logically became what defined us as humans.
In his book How We Decide Jonah Lehrer1 uses the example of Lieutenant
Commander Michael Riley, a radar operator during the first Iraq war. He
was monitoring an unknown blip heading straight for the USS Missouri
and 550 sailors. The blip looked like a friendly A-6 returning from action;
however, there was no electronic identification. The blip was travelling
the same course and speed he expected an A-6 returning from action to
follow. For some reason, despite the logical evidence, Riley was certain it
was an Iraqi surface to air missile and issued the order to fire. Two sea dart
surface-to-air missiles were launched to destroy the object. Was it an A-6
returning from a sortie? Or was it a hostile missile heading towards the
USS Missouri?
It turned out the object was a hostile missile and Riley had saved the
1

How We Decide, Lehrer, Jonah 2009 Houghton Mifflin Harcourt
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lives of 550 sailors that day. Was he just lucky? Or was something else at work?
Riley had subconsciously seen an anomaly which gave him a ‘gut feeling’
something was wrong and he acted on that. If he had hesitated and acted on
logic the lives of every sailor on the USS Missouri would have been lost.
When you make a decision your body is under stress and your brain is
awash with chemicals driving emotion. The same thing happens with your
client and every person involved in making a decision to buy. Your client
may claim they are making a rational decision totally based on logic. No
matter how loud they protest if their green or red emotional buttons are
being pushed emotion will drive them. You and your client may not even
be aware of what is happening. The long held assumption about people
being rational is just plain wrong.
Harvard Business School announced The End of Solution Sales2 in July
2012. In their research covering more than 1,400 Business to Business
customers they found, on average, nearly 60% of a purchasing decision
is now made before even having the first conversation with a supplier. In
fact, the research shows a sales rep can now be more of a hindrance than
an asset and customers are way ahead of the salespeople trying to help
them. The same research shows there are a small number of superior sales
professionals who have changed the way they sell. This book addresses a
fundamental aspect of this change – emotion.
Making a decision to buy, on the surface, appears to be a simple
straightforward act so doing the research before getting a salesperson
involved seems to make sense. Who else knows the customer better than
the customer?
Under the surface, behind all the research and facts, your client is still a
human being and will be experiencing a range of emotions – many which
are out of their control. Your client is trying to sort out (consciously or
sub-consciously) who they are comfortable doing business with and who
they can trust to deliver the outcome they require. A critical part of today’s
2

The End of Solution Selling, Adamson, Dixon and Toman- Harvard Business Review

July 2012
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selling process is helping your customer sort out their relationship with
you and your organisation.
The number one rule in understanding business to business relationships is;
“A relationship can only be between two people – never between
companies.”
All other rules fall under this. While you can entertain and put on activities
with many people, when it comes to business to business relationships,
positive or negative each person working with your customer will measure
you and your company on the individual relationship they have with your
people. This relationship is measured emotionally and is their perception of
the relationship they have with you or an individual in your company. Every
activity you do with your client must reflect the nature of this relationship
and the emotional needs of the individuals within your client.
Business to business relationships, positive or negative, stand on the
emotional attachment an individual has with another individual.
In this book we explore a buyer’s emotional drivers, or what I call
emotional DNA. We will examine what makes up their emotional needs
and how this will determine if they will make a decision to buy, and then if
they will buy from you.

How powerful is emotion?
Since the turn of the century there has been a fundamental shift in our
understanding of the importance and impact of emotion on an individual’s
decision making and the chemical makeup of their body. Recent pioneering
research has been done on how the chemicals inside our bodies form a
dynamic information network, linking our mind and body and establishing
the bimolecular basis for our emotions. What this study has done is to
provide understanding and scientific evidence of the powerful link between
emotion and behaviour.
•

Why do we feel the way we feel?

•

How do our thoughts and emotions affect our health?
13
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•

Are our body and mind distinct from each other or do they
function together as parts of an interconnected system?

What the study tells us is once your client’s emotion is aroused (positive
or negative) their biochemical system goes to work and starts to drive
physical behaviour. Even if they appear to be ‘detached’ on the surface,
once rapport is established there are powerful chemical influences at work
in your clients body subconsciously moving them to a particular behaviour.
This is best understood by recent research which has unlocked the
‘black box’ of the brain to reveal how the brain makes decisions.
The brain has two main regions. The Neo-cortex and Limbic brain.

Neo-Cortex
This is the top layer of the cerebral hemispheres and is typically only
a few millimetres thick. It has deep groves and wrinkles and is involved
in higher functions. This layer of the brain gives you the ability to speak,
to process complex thoughts, process spreadsheets and logically compare
information to allow you to present ideas in a clinical way.

Limbic Brain
While there are many parts in this section of the brain, the remainder of
the brain is generally referred to as the Limbic brain and is often referred
to as the ‘emotional brain’ as it is here where emotions come from. While
there is some debate on the details, in practical terms almost every decision
you make is made in this part of the brain. This is where your ‘gut feeling’
comes from; where pictures and sound are processed. Most importantly
this is all done without words as there is no capacity for language.
It is the limbic brain which is directly connected to the chemistry of your
body and produces responses such as ‘fight or flight’ reactions. It is in this
section of the brain where you will fall in love with that new car you just
have to have, and then the Neo-Cortex takes over to justify the expense.
When an emotion is triggered in the limbic brain, good or bad, it starts
a chemical reaction which automatically produces a strong reaction in you
14
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which, once triggered, is difficult to control. Often you will hear people
who have done something crazy say things like ‘I just couldn’t stop myself’.
This is the limbic brain producing a chemical reaction in response to an
emotional trigger forcing them into action.
When you understand what triggers emotions in your own brain, you
can start to understand the triggers in your client as well. When you
understand them you can plan activities that trigger their emotions to
make a powerful call to action.
In this book I will examine the seven emotional drivers, what I call the
emotional DNA or Emnome, the emotional equivalent of the Genome.
The Emnome is the total emotional makeup of an individual. The seven
emotional building blocks this book introduces are present in every person.
Understanding the complex makeup of the Emnome allows you to address
the emotional needs of the individual you are selling to.
I will help you identify and plan activities to match the Emotional Style
of your client. I will examine activities which you can use to push your
clients green button and help you avoid activities that push their red
button.

Commercial relationships and emotion
Every sale, in the end, is a result of two human beings sitting down and
agreeing to move forward with a joint solution. Your client engages you to
deliver a business result because they trust you to deliver on your word
– and this is because of the trust they have in the relationship they have
with you. Real commercial relationships are honest, sincere, of value and
meaning to both parties.
Each individual in a commercial relationship will have a different
emotional makeup that must be satisfied before forming a longer-term
relationship.
I and others have learnt from foundations originally laid down by
Aaron Rosanoff in his work on personality needs in the 1920’s. Later this
was further developed by Humm-Wadsworth. In 1935 he mapped these
15
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emotional needs and established a Temperament Scale based on Rosanoff’s
theory of personality needs.
Over the past twenty years, my colleagues and I have developed a
lasting appreciation of this work and realised how this scientific base has
an equally effective application in sales.3
Once you know your client’s Emnome or emotional make-up, you
can establish individual plans to meet their emotional needs. The client
relationship fed on a strong foundation of consistent, varied, and sincere
emotional food has less of a chance of being forgotten when someone new
comes along or happens to be the last one in the door.

Emotional buying styles or emotional genes
In their paper The End of Solution Selling Harvard Business School
identifies a core strategy of targeting mobilisers, not advocates. They
identify seven profiles of people which roughly map into the seven
emotional genes.
These are the seven primary Emotional Styles or emotional genes. For
each Emotional Style, I would suggest there is a green and red button you
can push to open up the buyers sense of;
•

Pain or Pleasure

•

Inadequacy or Capability

•

Deprivation or Plenty

Push the wrong button(s) and you are in for a long and frustrating sales
campaign.
If you ignore these emotional drivers and deal with your clients using
your own emotional drivers you risk pushing the wrong button six out of
seven times!
3

A historical survey of personality scales and inventories- Lewis R. Goldberg

1971
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The seven emotional buying styles are now typically referred to as:
•

Normal

•

Hustler

•

Mover

•

Double Checker

•

Artist

•

Politician

•

Engineer

In this book I will introduce you to each style and their unique
characteristics and expressions. We will look at the complexities of the
Emnome or emotional genome and how these Emotional Styles often play
out in real life.

Determining the Emotional Make Up
This book will provide you with tools so you can pick these seven styles by
their actions, the words they use, their appearance and other simple tools.
Often, when I am sitting in a reception area waiting for my appointment I
observe people that pass by and predict their primary Emotional Style. It
is fun and it is profitable.
It is important to remember that while a person is likely to have
a primary Emotional Style, the Emnome or emotional make-up is
complex and most people will have at least a little of all seven styles.
Understanding this mix is vital in developing a longer term strategy to
build a relationship.
This book deals primarily with selling to people by understanding
the emotional make-up of an individual and addressing the emotional
needs of the individual. With the right training and a desire to practice
your art, you will be able to identify your customer’s primary Emotional
Style and consequent buying behaviour. When you understand this you
can sell in a way that satisfies this emotional need – and mobilise your
17
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customers to action..
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CHAPTER

8

Artist Emotional Style

The Artist Emotional Style will strike you as significantly introverted.
They will be reluctant to make eye contact and tend to speak in a
circumspect and cautious manner using words like ‘maybe’ or
‘perhaps’.
They take a long time to answer a question. Don’t be too quick to
offer further comment as they are still considering the best answer
to your question. If you rush in to ‘fill the silence’ you are likely to
experience their tendency to become stubborn and become overly
sensitive.
The Artists primary drive is to create or be different. In fact, the
Artist Emotional Style genuinely wants to make a difference. They
really do care about the way the world is going. They are life’s
philosophers.
63
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Unfortunately this means that they have not got a commercial bone in
their body. If your product or service means that they will gain materially
it will push their red button. To push the Artist’s green button focus on
the greater good, the difference your product or service will make to the
company and the people that work there.

Selling to the Artist
When it comes to the decking or deck...
“Mr/Mrs/Ms Artist... This deck allows you to keep in touch with reality.
Imagine coming out here first thing in the morning and just soaking up
Mother Nature.
Again, we have a style here that is difficult to close. Consider the higher
minded approach (Which I admit is difficult with this example).
The Artist Emotional Style is all about the higher minded issues in life.
They are the true believers. They do make decisions but they have to serve
an altruistic purpose. The good news is you will rarely run into the Artist
style as they only represent a small percentage of the population and
usually not in key corporate positions.

Working with the Artist
The Artist typically learns and communicates using pictures so your
communication needs to trigger their visual senses. To do this use visual
words in questions and conversation and this will prompt pictures.

Your initial discussion
This is likely to be difficult. You need to work at it, be persistent, and be
prepared with questions. The Artist tends to have a small group of close
friends and colleagues so to break into this circle can take time.
Here are a few conversation starters to get the Artist going.
•

How do you see this role being filled?

•

What do you see as the important aspects of this program?
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•

Why do you think the board sees it that way?

•

Where will this make the biggest difference to the
organisation?

•

When do you see this happening?

When you ask a question pause and wait for the answer. The Artist may
be forming a picture in their mind and you need to wait for it to become
clear and then turn the picture into words.
As this is the first meeting you will want to avoid personal questions.
Save these for the third meeting or at some social occasion. Questions
about their desire to climb the social or corporate ladder may be awkward.
Avoid using the word ‘No’ or challenging an idea of theirs too hard.
If you do need to redirect the conversation you could try something like
‘Have you considered …’.

Follow-up
The Artist needs written communication for follow-up. A nice hand
written greeting card to thank them for the meeting with a motivational
message will go a long way to building the relationship. Send an email
outlining the discussion with the agreed points. Ask them to review the
notes and provide feedback.
Do not spring a surprise meeting on the Artist. Always call ahead and let
them know you are coming.
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Emotional Style

Artist

Green Button
Allow initial discussion
to be broad or
philosophical if
needed
Discuss ideas openly
and with candor
Seek input / opinion
from them

Red Button
Loud or insensitive
behaviour
Placing them on a
pedestals or over
others in a team
Ignoring or not
allowing for their
feelings or mood
Creating or allowing
conversation
to become
confrontational
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Creative

Creative /
Design

Unusual ties,
Stylish or
designer cloths.

Ideals

Vocation

Image

68

Original
artwork, Desk
facing away
from the
door, designer
furniture

On time &
Formal

Neatness

Gambit

Men:- Beard

Women: Long
hair & big
earrings

Bashful, Quiet,
Avoids eye
contact, Hand
over mouth

Language

What to look for

Minimise face to face contact unless
otherwise invited
Communicate by way of
memoranda or notes
They work better tucked away alone

•

•

Keep your conversation low key

•

•

•

Ask questions and wait, then wait
longer. Don’t interrupt as they will
eventually answer

•

Never offer a discount or suggest
a “Deal”

When presenting the feature
/ benefits, emphasise people
oriented benefits

•

•

Paint “Word” pictures

Use “Impending Event” close

Don’t talk fast or loud

Don’t force eye contact

Explain how your product /
service helps people

•

•

•

•

Any feedback, positive or negative,
needs to be given in private

To present and Close them

•

To communicate with
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Artist Emotional Style

Primary Driver: Desire to Create

Greg Ferrett

Emnome Worksheet
Consider the Artist Emotional Style. Identify a person in a current or
past sales campaign who has influence on the sales outcome and which
you think best summarises this Emotional Style. If there are others in your
organisation who are involved with this person or campaign get them
involved with this discussion as well.
Name :
Role :
What outward signs give you the clues about this person Emnome? You
might want to use the LIVING table on page 91.
2.
3.
In dealing with this person have you pushed their green or red buttons?
What happened?
________________________________________________________
________________________________________________________
________________________________________________________
List three things you could do with this person to help build your
relationship with them.
1.
2.
3.
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