








principles that marked the successful ones and
which stuck out like a hitch-hiker's thumb.”

And out of several hours of conversation with
Dr. Borden which I had taken down in shorthand,
and out of his published book on the subject, I
have developed these six principles as follows.
They have already been put into effect by many
large firms in training their salesmen, with a
definite increase in sales; and hundreds of hus-
bands and wives and parents have assured me
that by using these principles they have greatly
reduced friction in the home with a great increase
of good-will and mutual understanding.
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Like all good maxims and resolutions, you
should paste these six principles in your mental
hat-band, and definitely and intentionally use
them. Otherwise they are
\§§‘%ﬁ\“ so much hot air and I shall
\{qk\ not argue further with you

- 3 as to their value, because
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could not win.

I

Dan't try to do all the talking
yourself!

This is the most frequent
sin committed in all
arguments. If you are a
dominating personality,and
have a fluent tongue, you
are almost certain to do
nearly all the talking. But
your success will be your ruin. Your opponent
wants, to talk just as much as you do. If you
deny him this opportunity the following four
things happen:

(1) Your opponent will soon cease to pay much
attention,

(2) Since heis paying little attention to you, you are
only stimulating him to build up his arguments on
the other side.

(3) The more you repress the free expression of his
arguments the more do they become exaggerated

in importance. HRepressing people’s opinions
always inflates them.




{4) If your “talk monopoly” lasts too long he
becomes impatient. His resentment utterly ruing
vour chances of winning the argument. Evenifhe
sees vou have the better side he will not admit it,
and if it be a sale you are sure to lose it—lose it in
ill-will insread of good-will,

If, therefore, you want to win your arguments
you must force yourself to be a good listener first,
and a good talker second.
Advance your pointsbriefly,
letting him take as much
time as he pleases in replying
—indeed, encourage him to
talk and, by your attitude,
show that you are listening
with real appreciation.

TACTICAL ADVANTAGES

The tactical advantages of this procedure are
enormous.

First, it shows your opponent your entire fair-
ness and induces a like attitude in him. It fore-
stalls raising voices and getting “het up.”

Second, your opponent is likely to find that his
arguments become strangely deflated. He has

probably never put them in words before and
when he sets them out verbally he is likely to find
they simmer down to a pretty small amount of
genuine common sense.

Granted, however, he does not hang himself
with the rope you have given him, and that he
really advances some good valid arguments, you
have nevertheless gained a great deal by your
strategy. Whether valid or invalid, relevant or
irrelevant, an argument expressed is less dangerous
to you than one repressed. Never lose sight of
this as a psychological truth in an argument.
Repression inflates; expression deflates—always.

II

Da?:': r'merrz.fpr your appa?zem

Right in the middle of his
arguments you may see a
rare chance for rebuttal —
for a brilliant, crushing,
“sure-fire” comeback. You
feel you must strike while
the iron is hot.
But—don't do it!




Practical experience has proved with sad and
monotonous regularity that interruptions and
comebacks never pay. The irritation you set up
is more dangerous than any apparent triumph
your red-hot rebuttal may achieve. Even if given
graciously, interruptions always tend to irritate,
even if they defeat. Your object—never forget
this—is not to defeat, but to persuade.
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void an argumentative, bel-
ligerent, positive attitude

Of course you would not say, “Any sensible man
can see I'm absolutely right and you're absolutely
wrong; if you don't admit it you are either stupid
or stubborn!” But it is frightfully easy to imply
all this by your manner—and you might as well
say it.

Unless you are awfully careful you will permit
a tone to come into your voice or a note of finality,
OF even sarcasm may creep into your counter-
assertions. And your chance of winning or making
a sale stops right there.

Furthermore, if you raise your voice or speak
too emphatically or show any heat, you rouse the
same emotion in your opponent. But if you con-
tinue in a suave, moderate manner and tone he will
imitate you.

CAN'T BE BROWBEATEN

No man or woman with ordinary vanity can be
browbeaten into changing his or her opinion.
The moment you become positive and argumenta-
tive you deliberately throw away your chances
of really persuading your opponent to change his
mind.

An enormous number of
arguers— especially hus-
bands and wives—com-
pletely forget that their
objective is to change the
other fellow's mind and
heart; and instead of doing
this they advance violent arguments to save their
own faces, to prove they are right, and thus
gain a feeling of superiority and importance.
The whole object of real argumentation is for-
gotten in a mere face-saving contest.




IV

I?s the first half of an argument

inquire rather than attack

Newver start an argument by telling the other
fellow you think he is wrong; always start by
asking him quietly and with real interest why he
thinks he is right.

One man says, “The Billville Ball Club is sure
to win the pennant.” The other fellow replies,
“Aw, they haven't a look-in." And then they are
off and will never get anywhere.

If the second speaker would say, “I've been
hearing good things about them, what makes you
think they will win?"'—the whole psychological
setting is changed. If husbands and wives would
take this plan, nine arguments out of ten that end
as mere quarrels would never start.

By inguiring during the first half you secure
two important advantages:

(1) You induce your opponent to discharge practi-
cally all his heavy ammunition during the first

indecisive half so that during the second decisive
half he has no alternative but to listen to you.

(2) You induce him to uncover all his main defenses
before you begin your reply. He will probably
permit you, without his realizing it, to pin him
down to the one key contention on which he is
willing to stake everything. When you reply you
have all the information needed for concentrating
your attack on his main position.
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Re-.rm:ﬁ clearly and vigorously
in your own words the gist of
each argument your opponent
advances—as soon as he ad-
vances it.

This is the supreme method of inducing your
opponent to talk himself out quickly. If you say,
the moment he advances each point of impor-
tance, something like this, “Yes, as you see it, the
gituation is thus and so,” or, “That is the best
way I have ever heard that point brought out,”
you do four things:

First, you show him you are listening carefully;




second, you show him you fully understand him;
third, you show him it is not unreasonable for a
sensible person to hold such
a point of view; and fourth,
you keep him from repeat-
ing his arguments and con-
suming too much time,

A good salesman should
seek to re-state his pros-
pect’s objections the very moment he advances
them, and state them even more forcibly than
his customer worded them. He thus labels these
objections once and for all so that his customer
would not think of repeating them.

VI

Ia’m:{fy your main argu-
mentative attack with one key
issue—then stick to that issue—
don’t digress/

|

Before launching your main attack in the conelud-
ing phase of an argument, persuade your opponent
to concede the decisive, overshadowing import-
ance of one key fssue.

Formulate this issue carefully and with the
greatest possible clarity. Get your opponent to
agree, if possible, on its exact wording. A good way
is to say, “I believe we are agreed now that the
real question at issue is""—then state the issue and
stick to it through thick and thin for the remainder

of the argument.
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Don't digress!
%

Don't digress yourself
—don't follow your oppo- ;
nent into a digression, R
Should your opponent in- g/
troduce a point not rele- :
vant to the key contention
—or not essential to it—do one of three things:

S

{1) Waive its consideration by pointing out its
apparent irrelevance or unessentiality.

{2) Concede its truth—either unconditionally or “for
the sake of argument.”

(3) Postpone its consideration “for the time being."”

Then back to the key issue!




Practical experience as well as the experimenta-
tion of psychologists has proved that the only
feasible way to change your opponent’s opinion
within the time limit of a single argument is to
keep hammering at that one key issue.

The human mind finds it exceedingly difficult
to make an important decision on short notice
if that decision requires the analysis of more than
one central consideration, If you base your attack
on two issues of equal importance, the chances of
changing your opponent’s opinion within the time
limit of the argument are automatically halved.
With two issues in the arena, he will tend to hop
from one to the other and make a definite decision
on neither. More than two issues of co-ordinate
importance, of course, hopelessly reduce your
chance of winning the argument.

NOT TOO SIMPLE

It may seem at first glance that these principles
are too simple to be of great importance, but they
are the clear-cut characteristics of every really
successful argument between human beings. Drs.
Borden and Busse had a very definite criterion

by which to judge an argument to be “successful,”
namely, the argument resulted in a sale of an
affirmative vote or a decision of some kind.

Where an argument went on indefinitely, as in
most smoking-compartment and street-corner
debates, with nobody getting all “het up,” or
where a salesman “fell down™ on a prospect, or a
husband and wife got to tearing each other’s hair,
either verbally or physically, they set this down
as an “unsuccessful” argument.

All the successful arguments definitely and
clearly followed these principles,and all the unsuc-
cessful ones violated them. I believe, therefore,
they constitute a definite contribution to the
psychology of self-mastery, the achievement of
self-confidence, the art of influencing others, the
art of “putting yourself over,” and to that greatest
art in all the world—the art of getting along
happily, harmoniously and successfully with other
people.
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