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Salespeople are at the forefront of your 
firm’s interactions with customers, and 
the success of your business depends on 
how effectively those salespeople can 
influence these customers. Particularly 
in real estate, it is vital to understand 
how salespeople influence customers 
and how they can improve those skills. 
Our research provides additional 
resources for salespeople to better 
understand the full set of sales influence 
tactics at their disposal. We expand on and improve the definitions1 of the six known sales 
influence tactics (SITs) and identify a seventh, new influence tactic. Through understanding the 
seven SITs and their definitions, salespeople can increase their ability to influence customers and 
improve buyer-seller relationships.   

Persuasion vs. Influence 

The words persuasion and influence are often used interchangeably in society. However, with 
regard to the buyer-seller relationship, the meaning of each has different implications. 
Researchers state that persuasion is the broad umbrella term focusing on changing beliefs, 
attitudes, intentions, motivations, and behaviors.2 Influence is much more narrowly defined, 
focusing on change in behavior resulting from a “direct request.” 3 In sales, we use the term 
influence rather than persuasion to emphasize the seller’s ability to change the buyer’s behavior. 
Throughout our research, we regard salespeople as influence agents rather than persuasive 
agents.   

Sales Influence Tactics: 6 Tactics Plus a 7th  

The six sales influence tactics (SITs) are categorized into three groups: rational ITs, emotional 
ITs, and coercive ITs.  

Rational ITs 
Rational influence tactics alter the buyer’s beliefs about the decision that the salesperson is 
attempting to impact. Rational influence tactics include information exchange and 
recommendations. As a salesperson, both of these are vitally important to your ability to sell 
your product or service. Specifically, information exchange involves communicating data to and 
asking questions of buyers. The goals of information exchange is to gain information and shape 
the evaluation or decision processes of the buyer, without giving a specific recommendation. 
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Examples of information exchange include discussing a property’s features and benefits as well 
as asking questions about the buyer’s needs and wants. The second rational influence tactic is to 
provide recommendations. A recommendation tactic is used when the salesperson suggests a 
course of action to the buyer and asserts that this action would be beneficial to them. This tactic 
can include logical or rational arguments to explain the benefits of the recommended action 
including cost-benefit analyses and comparisons to competitive offerings.  

Emotional ITs 
Emotional IT can be divided into two domains: ingratiation and inspirational. Ingratiation 
involves communication between the buyer and the seller designed to enhance the salesperson’s 
interpersonal attractiveness and thus gain the approval of the buyer.  In other words, the 
salesperson is attempting to influence by being more likable to the buyer. Salespeople can 
display ingratiation behaviors if they give compliments to buyers and find things they share in 
common with buyers. On the other hand, inspirational appeals is an emotional tactic that taps 
into the buyer’s emotions and emotional values (rather than rational) in their decision-making 
process by appealing to the values and ideals of the buyer. Additionally, enthusiasm from the 
salesperson can be contagious, which would elicit a positive effect on the buyer.  

Coercive ITs 
Coercive influence tactics change the overall nature of the decision-making process by including 
sanctions or promising positive effects. Previous coercive influence tactics can be divided into 
two subgroups, promises and threats; however, our research adds a third tactic to this category. 
The first tactic defined by previous research involves salespeople offering a future reward 
contingent upon the customer complying with the salesperson’s request. The stricter version of a 
promise is a threat in which sanctions are imposed. When salespeople use a threat influence 
tactic, they implicitly or explicitly state that sanctions will be applied to buyers if they do not 
comply with salespersons’ requests. Threats will likely place a strain and add additional stress to 
the buyer-seller relationship; therefore, threats are almost always an unfruitful choice.   

The 7th Influence Tactic: Personal Appeals 
Our research adds personal appeals as an additional influence tactic to the coercive SITs. 
Interpersonal relationships are often formed between buyers and sellers outside of their business 
relationship. An interpersonal relationship between buyers and sellers can provide an advantage 
for the seller. In our research, we define personal appeals as the salesperson making an appeal to 
the buyer’s “loyalty and friendship toward him or her when” making a request.4 The personal 
appeals tactic is a part of the coercive influence tactics because buyers believe that their personal 
relationship with the salesperson will be harmed if they do not comply with the salesperson’s 
request and that they will likely be rewarded in the future if they do comply with the request. 
Overall, personal appeals allow the buyer and seller to foster a deeper connection which 
coincides with the sales influence tactic framework.  
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Real Estate Implications 

All communications salespeople use with buyers can be viewed as influence tactics. Our research 
builds on the existing framework for influence tactics (which includes information exchange, 
recommendations, ingratiation, inspiration, promises, and threats) by adding a 7th tactic, personal 
appeals. In addition, we improve the definitions of these SITs and improve the measurement for 
these SITs, which can be helpful in training situations or in observing salespeople’s interactions 
with customers. This research also provides evidence regarding the effectiveness of each of these 
tactics in influencing customers and on their effects on trust of the salesperson. In general, both 
rational and emotional influence tactics are effective and have a neutral or positive effect on 
trust, while coercive tactics should generally be avoided, with one exception: if the interpersonal 
relationship between the salesperson and customer is very close, the use of personal appeals can 
be effective in achieving influence without harming trust. Due to the nature of buyer-seller 
relationships in the real estate industry, understanding how to use these tactics can help improve 
outcomes with customers. It is up to the discretion of salespeople as to which tactic best fits their 
individual preferences.  
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