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How to Use This Guide This is not a book to read once. It is
a training manual to run a team through — section by
section, drill by drill, until a new way of seeing becomes
automatic.

Read it in three passes. First for the idea, second to mark
the drills you'll run with your team, third to lift the scripts
straight into the field. Teach it as weekly modules. Each
numbered Part is a stand-alone training session of 20–40
minutes. Run one a week and the twelve Parts become a full
quarter of leadership and sales development. Anchor it in
one rule. Everything here serves a single standard:
understand the other person so completely, and so honestly,
that you can serve them better than anyone else in the room
— and help them see a bigger picture than they walked in
with. That is the whole game.

A word on ethics — read this first The techniques in this
guide are powerful. In financial services they are also
governed by a duty of care to the client. Influence used to
help a person make a decision that is genuinely good for
them is leadership. The same skill used to push someone
toward what is good only for you is manipulation — and in
our industry it is also a compliance and fiduciary failure. This
guide is written entirely for the first use. Shifting someone's
paradigm is the most powerful tool in here; it is also the one
most easily abused. Use it to give people a truer, larger view
— never a false one.

Field Training Guide — Second Edition Page 2
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Part 1 — The Distinction That Changes Everything Most
people go their whole lives without noticing the single most
important fact about how they see the world: they are
looking out from inside it. They are the star of their own
show. Every event gets interpreted by what it means for
them. This default setting is called perception, and it feels so
natural that people never question it.

The rare operator — the elite salesperson, the great leader,
the skilled negotiator — has learned to do something
different. They can step outside their own eyes and look at
the situation from the outside, including looking at
themselves. That earned, deliberate vantage point is called
perspective. This Part defines both with precision, because
the entire guide is built on the difference.

Perception: The Default Haze Definition. Perception is your
automatic way of seeing, built from your five senses, your
past, your biases, and your assumptions. It is centered on
“me”: how does this affect my goals, my comfort, my story?
Perception is comfortable. It is why we enjoy movies and
sitcoms — we get to watch a story unfold safely, from inside
our own head. But comfort has a cost. Because perception
runs on fixed internal scripts, it is predictable. If someone
understands your background and your triggers, they can
forecast your reactions, your objections, and your emotional
swings with surprising accuracy. A person living entirely in
perception is, in any contest of influence, the easiest person
in the room to read.
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Perspective: The Strategic Outside View Definition.
Perspective is the deliberate ability to view a situation — or
yourself — from an outside, objective position, including
through the eyes of the other people involved. It is based on
observed fact, not on how you feel. Perspective is work. It
does not come for free; you have to choose it, and at first
you have to force it. The payoff is enormous. When you can
see the table through the eyes of every person at it, you stop
being a predictable participant and become the person who
can shape the outcome — usually by finding the
arrangement that genuinely works for everyone.

The most common mistake students make People
constantly say “From my perspective...” when what they
actually mean is “From my perception.” If it is coming from
your eyes and your feelings, it is not perspective — it is just
your limited view of the room. True perspective begins the
moment you stop narrating from inside your own head and
start observing from outside it.

The Two Operating Systems at a Glance
Field Training Guide — Second Edition Page 5
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Attribute Perception (default) Perspective (trained)

Nature Natural, automatic, effortless Deliberate, disciplined,
earned

Based on Feelings, bias, assumption Facts, observation,
evidence

Center “Me” — the star of the show The whole board —
every player's view

Predictability High — easy for others to read Low — you
introduce new variables

Result Predictable and easily led Unpredictable, with real
leverage

So what? Perception is a cage built out of your own limits.
Perspective is the door. Everything that follows is a method
for walking through that door on purpose, every time, until it
becomes who you are.

Field Training Guide — Second Edition Page 6

DBR LIBRARY · The Intell igence Advantage 09

SOURCE INSIGHT
Perception vs. Perspective · The
Intelligence Advantage



PERSPECTIVE & INFLUENCE FIELD PAGE 08 /  33

Field Notes 08
Perception vs. Perspective · The Intelligence Advantage

Part 2 — Why Perspective Is Your Edge (The Evidence) This
is not folk wisdom. The advantage of perspective over
emotion-based connection has been measured directly, and
the result is one of the most useful findings in all of
negotiation research.

Perspective-taking beats empathy at the table In a landmark
set of studies, Adam Galinsky and colleagues put
negotiators into two camps. One was told to take the other
side's perspective — to actively think about what the
counterpart was thinking and what was motivating them. The
other was told to empathize — to focus on the counterpart's
feelings.

The finding Perspective-taking made negotiators
measurably better. They uncovered hidden deals, created
more total value, AND claimed more for themselves.
Empathy did not produce the same advantage — and at
times it backfired, because empathizers became so
concerned with making the other party happy that it cost
them the deal or their own outcome. Galinsky's summary:
“Negotiators give themselves an advantage by getting inside
the other person's head... empathizing makes you more
concerned about making the other party happy, which can
sometimes come at your own expense.” Sit with what that
means. The instinct most sales training drills into you —
“build rapport, feel what they feel” — is not the highest-
leverage move. Understanding the other person cognitively,
mapping what they want and why, is what actually finds the
agreement.

Why this is good news, not cynical news Notice the part
people skip: perspective-takers didn't just claim more — they
created more total value and discovered deals that satisfied
both sides. Seeing through the other person's eyes is the
fastest way to find the outcome that is genuinely good for
them, which in our business is the only kind of outcome that
builds a career, a reputation, and a renewal.

Field Training Guide — Second Edition Page 7
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Part 3 — The One-Way Mirror: Information Asymmetry The
master mental model for perspective is the one-way mirror
— the interrogation-room glass you've seen in a hundred
films. It captures, in one picture, the gap between the two
operating systems.

Two views of the same room Inside the room (perception)
Behind the glass (perspective)

Sees three walls and a mirror Sees both rooms
at once
Believes they have privacy / control Holds an expanded view
of the whole scene

Leaks information, assuming no one is watching Quietly
observes reactions, stress, and patterns

Reactions are limited and predictable Can analyze from
multiple angles before acting

The point is not surveillance. The point is the gap between
what you understand and what the other person assumes
you understand. That gap — information asymmetry — is
where every advantage in influence lives. The person
behind the glass isn't smarter; they simply chose a position
that lets them see more.

How to stand behind the glass when you're alone In real life
there is no team behind a mirror. You build the same
expanded view yourself by deliberately running the scene
through more than one set of eyes:

▪ Their eyes: What does this person need to have happen in
the next ten minutes to feel like the meeting went well? ▪ A
neutral observer's eyes: If a stranger watched a video of this
with the sound off, what would they say is really going on? ▪
A competitor's eyes: How would someone trying to win this
account read the same signals? ▪ Your own eyes from
outside: How am I coming across right now — not how do I
feel, but how do I look from their chair?

Drill. Before your next important conversation, write one
sentence for each of the four viewpoints. Two minutes. You
walk in with a map nobody else has.

Field Training Guide — Second Edition Page 8
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Part 4 — Objective Observation: Facts Over Feelings
Perspective runs on observed fact. The discipline that
makes it possible is the ability to turn down your own
emotional reaction and turn up your attention to what is
actually happening. Three words get confused here all the
time.

Empathy, sympathy, perspective Term What it is What it
costs / gives

Empathy Understanding another's feelings (e.g., a Useful for
rapport; doesn't, by itself, find friend's pet died) the deal

Sympathy Feeling the pain alongside them High emotional
cost; pulls you into their position and erodes judgment

Perspective Viewing from outside, mapping what Fact-
based; powers prediction and finds they think and want win-
win agreements

Empathy and sympathy are about feeling. Perspective is
about observing. You do not need to feel a car salesperson's
stress to predict their behavior — you only need to see it
clearly. In a high-stakes conversation, emotional flooding is
noise; observation cuts through it.

Important balance. This is not a license to be cold. Warmth
and genuine care are part of being a trusted advisor, and
clients can tell the difference. The skill is to feel WITH
people while still being able to step back and see clearly —
to keep one foot behind the glass even while your heart is in
the room.

The raw data you actually track ▪ Speed and rhythm of
speech — speeding up or going flat often signals anxiety, or
a rehearsed script being deployed. ▪ Respect for time —
how they treat the clock tells you the real power dynamic
and their urgency. ▪ Engagement vs. distraction — eye
contact versus glancing at the phone is a live read on
whether you have them. ▪ Body language shifts — changes
from their normal posture, not any single pose, are the
signal worth noting.
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Reality check — don't oversell “reading” people Pop culture
promises that a crossed arm or a glance left means
someone is lying. The research is blunt: there is no single
reliable tell for deception, and confident “body-language
reading” is mostly an illusion. What actually has modest
value is (1) establishing a person's baseline — how they
normally talk and sit — and then (2) noticing clusters of
changes from that baseline, in context. So observe humbly.
Treat every read as a hypothesis to test with a question,
never a verdict.

Field Training Guide — Second Edition Page 9
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Part 5 — Reading Patterns, Scripts, and Talking Points
Under pressure, people fall back on scripts — the same
phrases, the same safe answers, the same “bottom line”
they are programmed to protect. Once you can hear the
script underneath the words, you can predict where a
conversation is going — and guide it somewhere better.

The presidential-debate tell Watch any high-level debate
with this lens. The participants rarely answer the question
asked. They pivot to a pre-loaded tagline, a punchline, a
rehearsed talking point. That pivot is the pattern. The same
happens in your meetings: a prospect who keeps returning
to “I just need to think about it,” or a colleague who always
steers back to “that's not in the budget,” is showing you their
fallback script.

What to listen and watch for ▪ Verbal tics — the filler that
spikes when someone is stalling or stressed. ▪ Taglines and
punchlines — the rehearsed phrases someone returns to
when they want to steer back to safe ground. ▪ The fallback
— the talking point a person retreats to the moment they
lose control of the conversation. ▪ The bottom line — the one
outcome they are quietly protecting beneath everything else
they say.

The Talking-Point Count — a training drill Next time you
watch an interview or debate, ignore the content completely.
Just tally how many times the speaker returns to a pre-
planned line. You'll be stunned. The exercise breaks the
“perceptive haze” — instead of getting pulled into what
they're saying, you start seeing the machinery of how they
say it. Run the same count, silently, in your next sales
meeting.

Field Training Guide — Second Edition Page 10
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Part 6 — Paradigm Shifts: How Perception Actually
Changes We've named the two ways of seeing. Now the
practical question every leader and recruiter has to answer:
how do you actually move a person from a small perception
to a bigger one? The phenomenon has a name — the
paradigm shift — and the best influencers are masters of
engineering it, honestly.

6.1 What a paradigm is — and why facts alone don't move
people A paradigm is the set of rules and boundaries a
person sees the world through. It does two jobs at once: it
tells them how to succeed inside the frame, and — this is
the part that matters — it filters what they are able to see at
all.

The futurist Joel Barker took the word “paradigm” out of
science and made it the central idea of business foresight,
through his book Paradigms: The Business of Discovering
the Future, its predecessor Future Edge, and his 1988 film
The Business of Paradigms — for years the best-selling
business video ever made. (Note for accuracy when you
teach this: the term's modern meaning comes from
philosopher of science Thomas Kuhn; Barker is the one who
carried it into business.)

The Paradigm Effect Barker's sharpest insight: we do not
see data that does not fit our paradigm — it gets filtered out
before we are even aware of it. This is why facts alone rarely
change a mind. When you pile on more reasons, a person's
frame simply screens them out. The frame is doing exactly
what frames do. His other famous line — “When a paradigm
shifts, everyone goes back to zero” — means past success
guarantees nothing once the rules change. That single idea
is pure recruiting gold, and we'll use it below.

6.2 The subway: a paradigm shift in ten seconds The
cleanest demonstration ever written belongs to Stephen
Covey, in The 7 Habits of Highly Effective People. (It is often
misattributed to Barker — get the credit right and you'll look
sharper than the people you learned it from.)

DBR LIBRARY · The Intell igence Advantage 15
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Covey is on a quiet Sunday subway. A man boards with
children who are loud, wild, grabbing people's newspapers.
The father just sits there, eyes closed, doing nothing.
Irritation builds across the car. Finally Covey says, “Sir, your
children are disturbing people — could you control them a
little more?” The man looks up as if seeing the scene for the
first time and says softly: “We just came from the hospital
where their mother died about an hour ago. I don't know
what to think, and I guess they don't know how to handle it
either.”

What just happened Same children. Same noise. Same
facts. One new piece of information arrived, and the entire
scene reorganized — irritation became compassion,
instantly, with zero argument. Covey didn't get

Field Training Guide — Second Edition Page 11
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persuaded or out-debated. His paradigm shifted, and
because he saw differently, he felt and behaved differently.
That is the whole mechanism of influence in one story.

6.3 Why you cannot argue someone into a shift Because the
paradigm filters your argument out (see 6.1). The harder you
push facts, the more the frame defends itself. You shift a
paradigm not by debating but by supplying something the
old frame cannot absorb:

1. A new piece of information the old frame can't explain
away — the subway revelation. 2. A lived experience —
letting them feel the new reality rather than hear about it. 3.
A story — which is experienced rather than argued, so it
slips past the filter that blocks assertions.

The rule. Assertions get filtered. Anomalies and stories get
through. Stop adding reasons; start delivering the one thing
their current frame can't account for.

6.4 Engineering the shift — for recruiting A prospect's
paradigm usually sounds like: “I have a job and a career.
This is how income works — I trade hours for money. People
like me don't do what you're describing.” That frame filters
out your opportunity before you finish your sentence. So
don't push harder against it.

▪ Enter their frame first (perspective). Understand what they
actually want and what their current path can never give
them — uncapped income, ownership, time freedom, a
legacy. ▪ Deliver the anomaly as a question or a peer's story.
“Have you given up on the idea of ever owning the thing you
build?” lands where a pitch bounces off. A story about
someone just like them who broke through does what a
brochure cannot. ▪ Use “back to zero.” Name that the rules
of income and distribution are shifting. Their old playbook
isn't wrong — it's from a paradigm that's changing. Joining
isn't abandoning who they are; it's getting ahead of the shift.

DBR LIBRARY · The Intell igence Advantage 17
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6.5 Engineering the shift — for leading and coaching A
struggling rep is almost always trapped inside a paradigm:
“I'm not a salesperson.” “This market is dead.” “I tried, it
doesn't work for me.” You will not pressure them out of it —
pressure makes the frame defend itself harder. You supply a
reframe.

▪ Use their own contradicting data. One result that their story
says shouldn't exist cracks the frame open faster than any
pep talk. ▪ Use a mirror-image peer. Someone who shared
their exact limitation and broke through is a living anomaly
the old story can't explain. ▪ Ask the frame's edge into view.
“What would have to be true for this to work for you?” forces
them to articulate — and then question — their own
boundary.

Field Training Guide — Second Edition Page 12
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▪ Run the subway habit. When a teammate frustrates you,
assume there's a subway story you can't see. Ask before
you judge. That one habit, practiced daily, will change your
leadership more than any technique in this guide.

The leader's paradigm-shift toolkit Story over statistic.
Question over command. Anomaly over argument. Curiosity
over judgment. When you feel the urge to push harder, that
is the signal to stop pushing and change the frame instead.

Field Training Guide — Second Edition Page 13
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Part 7 — The Seven Traps: How Perspective Fails
Everything so far teaches the skill — how to take
perspective and how to shift a paradigm. This Part teaches
the failure side: what goes wrong inside a leader's head
when the skill is absent. For that we turn to historian and
national-security scholar Zachary Shore, whose book
Blunder: Why Smart People Make Bad Decisions catalogs
seven “cognition traps” — rigid ways of thinking that quietly
stop a person from seeing a situation clearly. Fittingly for our
thread, Shore comes from the same intelligence-and-
strategy world as the spies and the negotiators.

The seven cognition traps Trap What it is Field
warning
Exposure Anxiety Fear of looking weak or indecisive You
harden a bad position just to avoid looking like you backed
down

Causefusion Confusing the causes of a complex You “fix”
the wrong thing because event you misread why it
happened

Flat View Seeing the world in one dimension You miss the
angles a person behind the glass would see

Cure-Allism Believing one solution fits every Your one
favorite script gets forced problem onto situations it doesn't
fit

Infomania An obsessive, hoarding relationship You gather
endlessly and still never to information decide or act

Mirror Imaging Assuming the other side thinks like You
project your own motives and you do completely misread
theirs

Static Cling Refusing to accept circumstances You run
yesterday's playbook in a have changed market that already
moved

Shore illustrates each with vivid history you can teach from
— Edison clinging to direct current long after the world
moved to alternating current (Static Cling), and Cold War
misreads where each side assumed the other thought as it
did (Mirror Imaging).

Three traps that are the exact opposite of this guide You
don't need all seven to feel the value. Three of Shore's traps
are precise, named failures of the very skills the rest of this
guide builds:

DBR LIBRARY · The Intell igence Advantage 20
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▪ Mirror Imaging is the failure of perspective. “They think like
I do” is exactly the error Galinsky's research (Part 2) shows
costs negotiators the deal. The antidote is perspective-taking
— running the four viewpoints from Part 3.

Field Training Guide — Second Edition Page 14
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▪ Static Cling is the failure of the paradigm shift. It is Barker's
“everyone goes back to zero” (Part 6) stated as a personal
flaw — clinging to a frame after the rules have changed. The
antidote is to hunt for the anomaly your own frame can't
explain. ▪ Flat View is life inside the room. One-dimensional
seeing is the trapped, three-walled perception of Part 3 —
the opposite of the multi-angle view from behind the glass.

The antidote is the rest of this guide Shore's own
prescription for escaping the traps — mental flexibility,
empathy, imagination, contrarianism, and an open mind — is
simply perspective and paradigm-shifting by another name.
Teach the seven traps as the diagnosis, and the rest of this
manual as the cure. When you catch yourself hardening a
position, projecting your motives onto someone, or running
an old playbook, name the trap out loud — naming it is the
first step out of it.

Field Training Guide — Second Edition Page 15
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Part 8 — The Ethical Influence Toolkit Perspective tells you
where a person is. A paradigm shift changes what they can
see. Influence is how you help them take the step. These
are the most evidence-backed tools we have; used in
service of the other person, they are simply good
communication made deliberate.

Tactical empathy: Voss's three core moves Chris Voss spent
24 years as the FBI's lead international kidnapping
negotiator. His core idea — tactical empathy — is
understanding the other side's emotion and the thinking
behind it, out loud, so you increase your influence in every
moment that follows. Three moves carry most of the weight:

1. Mirroring. Repeat the last one to three words they said,
with genuine curiosity and a slight upward tone — then go
quiet. The silence pulls more out of them. 2. Labeling. Name
the emotion you're observing: “It sounds like this timing feels
risky.” Naming a feeling defuses it and proves you're
listening. Use “It seems / it sounds like,” never “I
understand.” 3. Calibrated questions. Ask open “How” and
“What” questions that hand them the problem to solve: “How
would this need to work for it to make sense for your
family?”

Cialdini's seven principles of persuasion Robert Cialdini's
principles describe the levers that move human decisions.
The rule: use them to make a good decision easier, never to
make a bad decision look good.

Principle What it is Honest use in the field
Reciprocity We feel pulled to return value we've Lead with
genuine help before any ask received

Commitment & We act in line with our earlier small Get
agreement on the goal first; let Consistency “yes” the plan
follow

Social Proof We look to others like us to lower risk Share
real stories of similar people — never fabricated

Authority We defer to credible expertise Earn it: know your
craft cold, show credentials honestly

Liking We say yes to people we like and trust Find true
common ground; be genuinely likable

Scarcity We value what is rare or time-bound Only ever cite
real deadlines and real limits
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Unity We're moved by shared identity (“one Speak to the
team, family, or of us”) community you both belong to
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The bright line Every tool above can be turned toward
manipulation — fake scarcity, manufactured social proof,
false authority. In financial services that isn't just unethical;
it's a compliance and fiduciary violation that ends careers.
The test is simple, and you already know the answer in your
gut: Would this person thank me if they could see everything
I see? If yes, proceed. If no, stop.

Field Training Guide — Second Edition Page 17
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Part 9 — The Voss Playbook: “No,” “That's Right,” and the
Audit Part 8 covered tactical empathy. This Part adds the
moves that make Voss uniquely valuable to anyone who has
to lead and recruit without authority — which is exactly your
situation. You don't command a distributed salesforce; you
influence it. These four tools are how.

8.1 The power of “No” Most selling chases “yes.” Voss flips
it. People feel trapped saying yes and safe saying no — “no”
gives them autonomy and a feeling of control, which lowers
their defenses. So stop hunting for yes. Engineer no-
oriented questions where the answer that moves you
forward is “no.”

Instead of (yes-hunting) Ask (no-oriented)

“Do you have a few minutes?” “Is now a bad time to talk?”

“Do you want to build something of your own?” “Have you
given up on building something of your own?”

“Can I show you the opportunity?” “Would it be ridiculous to
take fifteen minutes to see if this even fits?”

“Are you open to a change?” “Is it crazy to think there might
be a better model than the one you're in?”

Why it works. The “no” they give protects their ego and their
sense of control — and paradoxically pulls them toward you,
because now they're engaging on their terms instead of
defending against yours. In Voss's framing, “No” is the start
of the negotiation, not the end of it.

8.2 “That's right” — the trust switch Summarize a person's
situation back to them so accurately that they say “that's
right.” Note the exact words. “You're right” is a brush-off
people use to make you stop talking. “That's right” means
you have genuinely captured their world — it is perspective
made audible, and it is the precise moment trust turns on.
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The move Combine a summary with a label and a no-
oriented check: “So it sounds like you've built something
solid, but you're capped, and part of you is wondering if
there's a ceiling you just can't see past — is that right?”
When they say “that's right,” you've earned the right to lead
the conversation somewhere new.

8.3 The accusation audit

Field Training Guide — Second Edition Page 18

DBR LIBRARY · The Intell igence Advantage 27

SOURCE INSIGHT
The move Combine a summary with a
label and a no-oriented check: “So it
sounds like you've built something solid,
but you're capped, and part of you is
wondering if…



PERSPECTIVE & INFLUENCE FIELD PAGE 26 /  33

Field Notes 26
Perception vs. Perspective · The Intelligence Advantage

Before the other person can raise their objections, you raise
them yourself — out loud. List the worst things they could be
thinking about you and say them first. Crucially, you do not
deny them; you simply name them, which drains their
charge.

For recruiting, where skepticism is the default setting, this is
disarming: “You're probably thinking I'm just another guy with
an opportunity, that this sounds too good to be true, and that
I'm about to pressure you into something. Those would all
be fair things to think.” Having said it for them, you've taken
the weapons off the table and they can actually listen.

8.4 “How am I supposed to do that?” The deferential
calibrated push-back. When a counterpart pushes for a term
you can't give — a comp split, a vendor price, a partnership
concession — “How am I supposed to do that?” hands the
problem back to them without confrontation. It keeps the
relationship intact while forcing them to solve your
constraint. Use it in compensation conversations and partner
negotiations, not on a prospect you're trying to recruit.

The thread you noticed — CIA and FBI It is not a
coincidence that this material traces to an ex-CIA officer (the
perception/perspective framing) and an ex-FBI hostage
negotiator (Voss). Both disciplines reduce to the SAME skill,
because both operate with zero formal authority over the
other person. A case officer recruits an asset to act —
voluntarily. A hostage negotiator de-escalates with no
leverage at all. Neither can command; both can only
influence by suspending their own paradigm and entering
the other person's. That is precisely how you lead and
recruit a large, distributed, largely volunteer team. The spies
and the negotiators are the purest case studies of the exact
skill your role requires.

Field Training Guide — Second Edition Page 19
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Part 10 — Field Applications Theory earns nothing until it
changes a conversation. Here is the whole framework —
perspective, paradigm shift, and the Voss tools — at work in
the situations you live in.

9.1 The car dealership, decoded The buyer walks in on
perception: “I want this car, this color, this price,” and feels in
control because they chose the color. The salesperson
operates on perspective — they've run this play hundreds of
times and shape the buyer's wants in real time, turning “I'd
like leather” into “of course you'll want it heated,” until an
add-on feels like a need.

The lesson for your reps. In every transaction there's a
person on perception and a person on perspective. Our job
is never to be the predator behind the glass — it's to make
sure our client is never the unwitting person inside the room.
We hand them the expanded view. We are the advisor who
gives them the map of the whole dealership.

9.2 Recruiting a new rep This is a paradigm-shift operation
from start to finish. Open with a no-oriented question that
gets engagement without pressure (“Have you given up on
building something of your own?”). Enter their frame and find
the anomaly their current career can't resolve. Deliver it
through a peer's story, not a pitch. Summarize their situation
until you hear “that's right.” Run an accusation audit to clear
the skepticism (“you're probably thinking this is too good to
be true...”). Then offer the “back to zero” reframe: the rules
are shifting, and this is how they get ahead of it. You are not
overpowering their objections — you are giving them a
larger, truer picture than the one they walked in with.
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9.3 Leading and coaching your team Your existing reps get
stuck inside paradigms, not inside circumstances. When a
rep says “this market is dead,” resist the urge to argue or
push harder — that reinforces the frame. Instead supply the
reframe: their own contradicting result, a mirror-image peer
who broke through, or the question “what would have to be
true for this to work for you?” And practice the subway habit
relentlessly: when a teammate's behavior frustrates you,
assume there's a story you can't see, and ask before you
judge. Coaching is paradigm work; the technique is
everything in Part 6 and Part 9 turned inward on your own
people.

9.4 The client meeting Do honest reconnaissance — the
client's situation, pressures, and what success looks like for
them — then run the four viewpoints from Part 3. In the
room, resist reacting to the surface of what's said; ask why
it's being said. Use labeling and calibrated questions to
surface the real need, and aim for the “that's right.” You will
often understand their situation better than they've
articulated it themselves — and that is exactly when they
decide to trust you.

Field Training Guide — Second Edition Page 20
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9.5 The boardroom and the negotiation Most people enter a
meeting in a haze, focused only on their own ask. The
leader who enters with perspective has already modeled
every stakeholder's bottom line and likely acceptance point.
You can steer the group toward the outcome that serves the
most people while everyone feels they arrived there on their
own. When a term gets pushed that you can't give, “how am
I supposed to do that?” keeps the relationship intact while
handing the constraint back. That is the durable version of
“controlling the conversation”: not domination, but the quiet
authority of the person who understood the room first.

Field Training Guide — Second Edition Page 21
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Part 11 — The Practice: Drills That Build the Habit
Perspective and paradigm-shifting are muscles. Assign one
drill per week; review results in your team meeting.

Daily reps 1. The Observation Audit. Write three factual
observations about the other person that have nothing to do
with your feelings. 2. The Four Viewpoints. Before any
important conversation, write one sentence each from their
eyes, a neutral observer's, a competitor's, and yourself-from-
outside. 3. The Talking-Point Count. During any interview or
pitch, tally the rehearsed lines instead of following the
content. 4. Find the paradigm. For one prospect or rep, write
the single sentence that captures the frame filtering out what
you want them to see. Then write the one anomaly that
frame can't explain. 5. No-oriented rewrite. Take three
questions you ask every week and rewrite each so the
helpful answer is “no.” 6. Hunt for “that’s right.” In one
conversation, summarize the other person’s world until they
say “that’s right.” Notice what changes after they do. 7. The
subway habit. Once a day, when someone frustrates you,
ask “what’s the subway story I can’t see?” before you react.

A team exercise: the empty-chair role-reversal Put an empty
chair in the room to represent a real prospect or rep. Have
someone sit in it and argue that person’s position — their
fears, pressures, and the paradigm they’re stuck in — out
loud for three minutes. The team then plans the approach,
including the one anomaly or story most likely to shift that
frame. This is perspective-taking and paradigm-mapping
made physical, and it surfaces openings the team would
otherwise miss.
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Part 12 — Standard Operating Procedure The one-page
protocol for the perspective-based operator. Print it. Run it
before every high-stakes interaction until it disappears into
instinct.

1. Drop the haze Step out of “star of my own show.” This is
about them, not my narrative.

2. Run the four viewpoints Their eyes, a neutral observer’s,
a competitor’s, yourself-from-outside. One sentence each.

3. Map their paradigm Name the frame filtering out what you
want them to see — and the one anomaly or story it can’t
explain.

4. Separate fact from feeling Track raw data as hypotheses,
not verdicts. Stay warm, stay clear.

5. Open the door with “No” Ask a no-oriented question. Let
them feel control. Earn engagement, not a forced yes.

6. Earn the “that’s right” Summarize their world until they
confirm you’ve understood it. Then — and only then — lead.

7. Shift the frame, in service Deliver the anomaly or story,
not more argument. Clear skepticism with an accusation
audit if needed.

8. Apply the bright-line test Would this person thank me if
they could see everything I see? If yes, proceed. If no, stop.

Field Training Guide — Second Edition Page 23
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The Leader’s Standard Perception is the comfort of the
controlled. Perspective is the hard-won tool of the person
who directs. And the paradigm shift is the bridge between
them — the moment one person helps another see a larger,
truer picture than they could see alone. The difference is
never intelligence or background. It is the decision, made
again and again, to step behind the glass instead of staying
trapped in the room — and to help others do the same.

For a rep, this is the edge that turns a pitch into a
relationship and a transaction into a renewal. For a leader
and recruiter, it is how you change what people believe is
possible for their lives — which is the real work. And it
carries an obligation: the more clearly you can see into
another person, and the more skillfully you can shift their
frame, the more responsible you are for using that power to
give them a truer picture, never a false one.

The rule of the strategist If you think about the world through
their eyes, you will always have the advantage. Use that
advantage to shift their frame toward something truer — and
you don’t just win the deal or the recruit. You become the
person who changed how they see.

Stop being the star of your own show. Become the director
— and teach others to see.

Field Training Guide — Second Edition Page 24

DBR LIBRARY · The Intell igence Advantage 34

SOURCE INSIGHT
Perception vs. Perspective · The
Intelligence Advantage



PERSPECTIVE & INFLUENCE FIELD PAGE 33 /  33

Field Notes 33
Perception vs. Perspective · The Intelligence Advantage

Sources & Further Study Accurate attribution matters —
especially when you teach this. The framework draws on:

Joel Barker, Paradigms: The Business of Discovering the
Future; Future Edge; “The Business of Paradigms” (1988
film) — joelbarker.com Thomas Kuhn, The Structure of
Scientific Revolutions — origin of the modern term
“paradigm” — — Stephen Covey, The 7 Habits of Highly
Effective People — the subway paradigm-shift story —
franklincovey.com Chris Voss, Never Split the Difference —
tactical empathy, no-oriented questions, “that’s right,”
accusation audit — blackswanltd.com Galinsky, Maddux,
Gilin & White (2008), “Why It Pays to Get Inside the Head of
Your Opponent,” Psychological Science —
pubmed.ncbi.nlm.nih.gov/18399891 Robert Cialdini,
Influence and Pre-Suasion — the seven principles of
persuasion — cognitigence.com Zachary Shore, Blunder:
Why Smart People Make Bad Decisions (2008) — the seven
cognition traps — zacharyshore.com Research on nonverbal
cues & deception (no single reliable tell; baseline + clusters)
— ncbi.nlm.nih.gov/pmc/articles/PMC7667016

A note on two common misattributions The subway story is
Stephen Covey’s, not Joel Barker’s. And the “why smart
people make bad decisions” book is Zachary Shore’s
Blunder (2008), about cognition traps; the similarly titled
“Why Smart People Make Big Money Mistakes” is a
different, behavioral-economics book by Belsky and
Gilovich. Neither is Barker. Getting these right makes you
more credible, not less, when you present this material.
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T U R N  T H E  PA G E  I N TO  P R A C T I C E

The advantage appears when the
lesson becomes a habit.

Before your next important conversation, name the view
from their seat, the neutral observer, the competitor, and
your future self.
ONE DECISION · ONE ACTION · ONE BETTER WEEK
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