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Influence vs Manipulation  
How do we get people to do what we want?

The heart of influence is our belief that if others do wha the suggest, then things would 
be better. There is a key difference between INFLUENCE and MANIPULATION. 

Manipulation: getting others to do something that is for your good only 

Influence: getting others to do something that is good for both parties. 

When applying any of the techniques I will share, it’s important to assess your 
INTENTION: are you trying to manipulate or influence? Are you doing it for good or 
evil…. 

Mistakes 

There are 3 key mistakes I see when it comes to influence: 

1. The Authority Trap. This is “Do as I say because I say so.” It’s an attractive shortcut 
because it defaults to command and because you have positional authority, people 
are hesitant to push back. It also fails to build buy-in and can cause resentment. 

2. The Charisma Trap. This is “Do as I say because I am likeable.” We all love people 
with charisma: they have a magical dazzle that is bewitching. However, charisma 
without substance is just fluff. You may charm, but you may not inspire. 

3. The Expertise Trap. This is “Do as I say because I know so.” This is a very common 
paradigm for many of us. As we progress in our career, we develop a huge bank of 
knowledge and insight based on years of experience and learning from our 
mistakes and successes. So it makes sense to influence based on our expertise, 
right? Not always. Defaulting to our expertise only can lead us to be blinkered to 
other opinions, and if we get too entrenched with our perspective, we can come 
across as arrogant. Not very influential. 
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Influence Style and Buy In 
Figure 1: 

COERCION: This where we fall in to the Authority Trap. Not much buy-in; it’s more like 
submission. 

IMPRESSION: This is where the Expertise Trap often sits. People admire us, are 
impressed by us, but there is little genuine connection, or belief in the message. 

PERSUASION: This is where the Charisma Trap occurs. We try to persuade based on 
our past performance and experience. It is very uni-focal. This is a tipping point 
because we start to try and draw people in instead of push a solution on them. 

COLLABORATION: Genuine conversations and sharing of perspectives builds buy-in 
because people feel seen, heard, and valued. When this occurs, they are more likely to 
contribute to a solution that is mutually beneficial. This is the holy grail of influence. 

3.

Influence Style Activity Buy In

Collaboration Conversation 90%

Persuasion Seduction 70%

TIPPING POINT

Impression Performance 30%

Coercion Authority 10%

TE
N

SI
O

N
 

P
U

SH
   

   
   

   
   

  P
U

LL



How To Get Seen, Heard, And Valued 
Figure 2: 

Get SEEN: When you show up with powerful presence, with consistency, people start 
to take note. 

Get HEARD: When you share your perspective in a collaborative way, and consistently, 
then people start to pay attention and hear what you have to say. 

Get VALUED: When the energy of your presence is deeply centered, and your 
perspective is carefully honed and considered, you will be valued as an esteemed 
contributor. 
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Presence
Presence is about being fully present. It’s about the energy and focus you bring to the 
immediate moment. It is your critical foundation for influence. 

In abseiling, we have a head to toe check before someone ties in to a rope and goes 
over a cliff edge backwards. It’s designed to be easy to remember, so the individual can 
participate safely. This is a similar checklist, designed for effective presence.  

HEAD

Are you calm and focused? 

Do you feel happy and content? 

Do you show up in service? 

Do you appear fresh and optimistic?  

Are you smiling? 

Are you making eye contact (where culturally relevant and respectful) 

Are you coiffed and groomed carefully? 

Do you use a calm and confident tone? 

Do you drop your voice at the end of your sentences for a note of seriousness? 

When you introduce yourself, do you drop the tone on your last name, as a 
statement? 

If you wear jewellery, is it discreet rather than distracting? 

BODY 

Is your posture straight and open, shoulders back, collarbones straight and 
aligned? 

Are you well-dressed and tidy (no ripped, stained, or scruffy clothes)? 

Do you radiate energy and confidence? 

Are you breathing from the diaphragm, keeping yourself calm? 

Do you lean in? (yes, it’s still important) 
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TOES 

Do you anchor your feet to the ground by pressing your toes solidly to the 
floor? This will help you be present in the moment. 

Do you keep your feet just under shoulder width apart? (not crossed, and not in 
a command stance)? 

Do you keep your toes pointed forward? (keeps your posture upright) 

What you wear, how you speak, how you stand - all these are messages that others will 
read as signals. make sure you are deliberate with them. 

Perspective
YOUR INTENTION 

What is your intention? Are you trying to manipulate or influence? 

What is your idea? Does it have depth? Breadth?  

How passionate do you feel about your perspective? 

How aligned is your perspective with you personal values? 

Does the timing feel right? 

OTHERS’ PERSPECTIVE 

Have you considered other people’s perspectives?  

Who will be offended, hurt or threatened by your idea? 

Have you used a sounding board to test its veracity and traction? 

Will this be of benefit to many, or just you? 

Have you got enough potential support? 

Do you need to build more social relationship capital before you table your 
idea? 
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You can’t underestimate the value of exploring perspective! When you take the time 
and effort to flesh out your own beliefs and values, and those whom you would 
influence, you edge towards compassion. And there is nothing more reassuring than 
someone who ‘gets’ you, understands, and appreciates where you’re coming from. Be 
THAT person. 

Persistence
GRIT 

What happens if nothing changes? Can you live with that? 

What are the consequences of you speaking up? Can you live with those? 

How important are your ideas to you? To the business? To the community? 

Have you got the energy to keep going? 

Have you got the support networks to lift you up when things get tough? 

How many times have you tried? 

How many different options/versions/variations have you explored? 

How do you feel about failure? 

How do you define success? 

How will you know when you’ve achieved what you what you want to achieve? 

What are you prepared to give up to get what you want? 

If you had ten million dollars, would this still be important to you? 

Ten years from now, will this still be important to you? 

Influence is not a one-hit wonder. If it matters, it takes focus, energy, commitment, and 
playing the long game. 
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More Influence Hacks 
Robert Cialdini, Influence: The Psychology of Persuasion 

Six Psychological Principles of Influence 

Reciprocation: people want to do something for you, if you have done something for 
them first 

Liking: Getting someone to do something because of a pre-existing friendship. Think 
Tupperware parties - you’ll go to a friend’s party and buy because you like your friend, 
and feel obliged. 

Social Proof: We are more likely to agree, buy, and follow if others have done so 
previously. Hence why referee checks, referrals, and testimonials are so important. 

Authority: In spite of the fact that using authority can be a mistake in influence, it also 
wields enormous power. We are hard-wired to obey those in authority roles. 

Scarcity: People want it more if there is less of it to go around. 

Consistency: We are committed to being consistent with our own image of ourselves - 
we like to live according to the picture we have of ourselves. “Are you an adventurous 
person?” and an invitation to be daring follows, drawing the person in. 
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Robert Cialdini, Pre-Suasion 

The 7th principle of Influence: Unity - when we perceive kinship, that we are part of 
the same tribe, then this is incredibly binding 

What’s focal is causal: When there is a lot of attention on something, we attribute 
causation to it. Think Trump.  

What is presented before, will heighten association: whatever was happening right 
before the main offer, will set up for connection or disconnection. Pictures of fluffy 
clouds before talking about the comfort of a crunch increases the attractiveness (and 
sales of a couch). 

Dr Neidert’s core motives of social influence: 

• Cultivate positive association 

• Reduce uncertainty 

• Create motivating action 

and, from Cialdini 

• Emphasise Unity - ‘they’re one of us’. 
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Recommendations  
WHAT PEOPLE SAY   

“Zoë has worked with the FGD Group on many occasions over the last 
five or so years. She has helped us with change management when 

the firm was moving from traditional offices and paper based to 
activity based and paperless. She has also worked with us 
mentoring and one on one training as well as leading our Partner 
group and broader community with difficult conversation training. I 

thoroughly recommend Zoë in all areas she works in.” 

- Jim Dunn, Managing Partner, Farrar Gesini Dunn Family Lawyers 

 

"Zoë is very perceptive in analysing clients’ needs and uses a variety of 
different tools and strategies to customise her delivery, thus providing 

bespoke and fit for purpose programs. Zoë also has that unique 
ability to instigate critical change of thought patterns within a 
business or organisation. Zoë draws from internal change she has 
taken on from her own life challenges, so she leads by personal 
example. Her holistic approach assists to make Zoë’s coaching and 

training genuine and inherently valuable, leaving an indelible mark on 
her clients." 

- Alex Ogg, Operations Manager, Western Australia Fishing Industry Council 

“Zoë is an amazing judge of people without 'judging' them. She 
understands what makes people tick and asks the right questions at 
the right times in a non confronting way. Zoë herself is enormously 
genuine. It's also helpful to us that she is independent of our 
internal dynamics and brings a freshness of view point.” 

-Andrew Spencer, CEO, Australian Pork Limited  

10.



Clients 
These include, amongst others: 

ACT Department of Environment 
Ag Force Queensland 
Alpine Valley Community Leadership Program 
Australian Export Grains Innovation Centre 
Australian National Audit Office 
Australian Indigenous Leadership Centre 
Australian Rural Leadership Foundation 
Australian Pork Limited 
Australian Public Service Commission 
Australian Tax Office 
CARE 
Charles Sturt University 
Cotton Research and Development Corporation 
Dairy Australia 
Dialog Information Technology 
Department of Immigration and Border Protection 
DPR Accountants and Advisers 
Farrar Gesini Dunn Lawyers 
Grains Research and Development Corporation 
Lifeline 
Menslink 
National Association of Women In Construction 
Reef Ecologic 
Rotary 
Sugar Research Australia 
Sydney Fish Market 
Tradies ACT 
University of Canberra 
Women Lawyers Association ACT 
Western Australia Fishing Industries Council 
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About Zoë Routh 
Zoë Routh is a leadership expert 
who has worked with individuals 
teams internationally and in 
Australia since 1987. From the 
wild rivers of northern Ontario to 
the remote regions of Australia, 
Zoë has spent the last thirty years 
showing teams struggling with 
office politics and silos how to 
work better together.  

She is obsessed with showing 
big thinkers with big hearts make 
a big difference. Her high impact 
leadership learning adventures 

take place indoors and outdoors in spectacular settings. 

Zoë is the author of 'Composure - How centered leaders make the biggest impact', and  
'Moments - Leadership when it matters most.’ Her past leadership roles include Chair of the 
Outdoor Council of Australia and President of the Chamber of Women in Business. 

Zoë is an outdoor adventurist and enjoys telemark skiing, has run 6 marathons , is a one-time 
belly-dancer, and loves hiking in the high country. She is married to a gorgeous Aussie and is 
mother to a few garden-wrecking chooks. 

M: 0416 177 073 
 P: +61 6162 0554 
E: zoe@innercompass.com.au  

PO Box 5194 Lyneham 
ACT 2602 AUSTRALIA 

www.zoerouth.com 
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Copyright  

Copy this the right way.  

You have permission to post this, email this, print this and pass it along for free 
to anyone you like, as long as you make no changes or edits to its content or 
digital format. Please pass it along and make as many copies as you like. We 
would be delighted if you did! We reserve the right to bind it and sell it as a real 
book.  

Disclaimer  

We care but you’re responsible.  

So please be sure to take specialist advice before taking on any of the ideas. 
This book is general in nature and not meant to replace any specific advice. 
Inner Compass and any employees of said organisation and brand deviations 
disclaim any and all liability to any persons whatsoever in respect to anything 
done by any person in reliance, whether in whole or in part, on this e-book.  

© Zoë Routh, www.zoerouth.com 
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