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Author’s note

It’s important to note that there are many frequently 

used stories, anecdotes and metaphors employed in 

NLP. Where I know the source I will be sure to ref-

erence it, but my apologies to the originators of any 

material if I have overlooked them here.
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What is NLP, and How Can 
it Help Me?

1. Preface

Over the years I have achieved tremendous success and 

I have also failed miserably. I had always put this down 

to chance, luck, fate and destiny. I was fascinated by how 

incredible people get incredible results and how amaz-

ing organizations achieve amazing results. Before learning 

about NLP I never realized that it could be easy to achieve 

the same results in my own life, simply by copying or ‘mod-

elling’ the strategies of others who have already attained 

success. In fact, NLP helps you do exactly that.

Today I’m happy, healthy, calm and relaxed. 

I successfully run four companies focused on 

health, well-being and success achievement. I’m 

quoted as one of the UK’s leading experts in 

stress reduction and relaxation.

But it wasn’t always this way. Only ten years ago my 

previous company failed. I was stressed out, exhausted and 

depressed. I had lost millions and was ill and completely 

burnt out. I had lost my appetite and my sex drive. I was 

frustrated, lacking focus, and was struggling to keep my life 
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together. I didn’t know how to deal with it, I felt helpless. I 

had lost my money, my car and even a lot of people whom I 

considered to be my close friends. I was in the lowest place 

I had ever been in my life.

I tried therapy – I visited my doctor, I visited a life coach, 

a counsellor and even a psychic healer. I read self-help 

books and at one point even tried anti-depressants – noth-

ing worked!

Then I discovered Neurolinguistic Programming (NLP), 

a set of concepts and techniques to understand and 

change human behaviour patterns. After attending an 

introductory session and reading a book on NLP, I made 

the decision that I needed to get back on top of my life and 

on top of the world, so I travelled to the Himalayas with the 

intention of climbing Mount Everest. It was life-changing 

experience – as William Blake said: ‘Great things are done 

when men and mountains meet; This is not done by jostling 

in the street.’ I learned much about myself and my capa-

bilities – I had to radically shift my mindset to achieve this 

tremendous feat. This was my irst experience with repro-

gramming my mind to achieve success, and I’m now com-

mitted to sharing what I discovered during this experience.

My success did not come by chance. I simply took the time 

to understand the route I needed to take, and now I have 

the roadmap to take me to success – directly and effort-

lessly – without having to worry about getting lost. NLP can 

be described as a GPS system to take you to fulilment and 
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achievement. When I started to study NLP I quickly realized 

that as long as you follow the system carefully, the condi-

tions are correct and the same process is followed, you are 

guaranteed to get the same results every single time. This 

book is a practical introduction to that system.

I will start by introducing you to NLP and its basic princi-

ples, ensuring that you have a clear idea of what you want. 

Then you will learn how to learn, before we explore how 

you can ‘win friends and inluence people’. The next step 

is to understand yourself, as we explore how to apply what 

you’ve learned and incorporate it into your life. This book 

is bursting with practical exercises to ensure that you learn 

experientially.

I would add that even though NLP is a fantastic tool, 

it’s simply one tool, and you can’t ix a car with just one 

spanner. Other guides in this series cover areas such as 

Cognitive Behavioural Therapy, Emotional Intelligence and 

the Psychology of Success, all of which can be used in con-

junction with NLP. In and of itself NLP is a useful and pow-

erful intervention. However, when coupled with other tools 

and techniques it can form part of a formidable toolkit for 

personal success or well-being.
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2. About this book

Neurolinguistic Programming has been described as a pop-

ular psychological approach to enable people to have ‘bet-

ter, fuller and richer lives’. Unfortunately the world of NLP 

has become illed with jargon, technical expressions and 

buzzwords that just confuse people and actually prevent 

them from making use of simple methodologies that can 

have a profound impact.

The irst step is to decide what your goals are. A new 

job? A healthier body? A better relationship? This book will 

help you to unlock the power of your mind and learn how to 

use it for your own beneit to achieve your goals!

Inside you will ind:

• How to use NLP to set and achieve dreams faster, using 

platinum goal-setting techniques

• How to attract opportunity with a powerful new mindset

• Failsafe ways to get 100% out of your day

• How to improve your communication and negotiation 

skills

• How to take control of your thoughts and feelings, your 

state of mind, your moods, and in turn your life

• How to change negative behaviour and beliefs easily 

and quickly

• How to learn approaches to ensure that you fulil your 

potential
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• How to accelerate your ability to learn and retain new 

knowledge and information

• How to face your fears and phobias and overcome 

them rapidly

• How to remove the unconscious limiting beliefs that 

hold you back from success

• How to recognize some of the key robbers of energy 

and vitality, and how this untapped energy is available 

to you in great abundance if you just learn to access it

• Why it is that most people are actually not running their 

own lives but are responding to the beliefs and energy 

that they have picked up from family, friends and peer 

groups.

This is a practical and fun introduction to NLP and accel-

erated learning techniques and is written in a style that 

allows you to apply what you learn in real-world situations 

immediately.

Please bear in mind that the most effective way to learn 

about NLP is to experience it yourself, so be sure to have 

fun with the activities and exercises throughout this book. 

Some of them may feel unusual or strange, as they are so 

different from your usual way of doing things – but please 

just approach all the exercises and ideas with an open 

mind. If you don’t like them or they don’t work for you, then 

there’s no need to ever do them again. However, being 

open to them means that you may just ind something that 

could radically change your life.
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You are limited only by your beliefs, so change what you 

focus on, and thereby create the life you deserve! It’s time 

for you to fulil your potential!

Whatever your mind can conceive and believe,  

it can achieve.

Napoleon Hill
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3. What is NLP?

Neurolinguistic Programming. It’s a bit of a mouthful, isn’t 

it? What does it mean, and what can it do for you?

If you’re looking at this book, you’ve probably already 

heard enough about NLP to make you curious, to make 

you want to know more about its potential and just why 

so many people are talking about it. Most of all, you might 

want to know how ordinary people have been using it for 

nearly 40 years to achieve extraordinary results.

NLP is such a wide-ranging discipline that it’s dificult 

to encompass all its branches and applications in a short 

deinition. However, perhaps as a start we can call it a set of 

techniques and guiding principles that allows us to identify, 

model and replicate outstanding performance in any given 

area – guaranteeing us outstanding results. Using NLP we 

can eliminate or modify our existing behaviours, if we are 

not satisied with them; or internalize new, more beneicial 

ones.

NLP isn’t about dodgy new-age mantras, it isn’t about 

hugging trees to get in touch with your inner self, and it 

deinitely isn’t about selling you snake oil. NLP is based on 

sound psychological principles. NLP is not a spiritual or eso-

teric approach, it’s an effective and rapid form of psycho-

logical therapy, capable of addressing the full range of 

challenges that we’re likely to encounter in our lives, such 

as phobias, depression, negative habits and even learning 
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challenges. It’s a wonderful tool to improve our effective-

ness personally and professionally.

While traditional clinical psychology is about describ-

ing and analysing problems to ind out their causes, NLP, 

in contrast, focuses on possibilities and how the mind 

works to produce results. If NLP could be summed up in 

one phrase, it would be ‘people work perfectly’. Our spe-

ciic thoughts, feelings and actions have produced what we 

are today. By changing these ‘inputs’ you will get different 

results – a different you.

NLP is an attitude, a sense of adventure and 

curiosity, a desire to learn what kinds of com-

munication can inluence ourselves and others. 

It’s looking at life as a fascinating and rare opportunity to 

learn and grow.

NLP is a methodology based on the idea that all behav-

iour has a structure and a process. Those structures and pro-

cesses can replicated, learned, taught and even changed.

NLP has evolved into an innovative technology, allow-

ing us to organize thoughts, ideas and information in ways 

that allow us to achieve results that are otherwise out of 

reach.

NLP is the art and science of personal excellence. Art 

because everyone brings their own unique personality and 

style to what they do, and this can never be captured in 
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words or techniques. Science because there’s a method 

and process for discovering the patterns used by outstand-

ing individuals in any ield to achieve outstanding results.

This process is called modelling, and patterns, skills 

and techniques discovered in this way are being used 

increasingly in counselling, education, sport and business 

for more effective communication, personal development 

and learning.

Have you ever done something so elegantly 

and effectively that it took your breath away? 

Have you ever had times when you were 

really delighted at what you did, and won-

dered how you did it?

NLP shows you how to understand and model your 

own successes, so that you can have many more of those 

moments.

It’s a way of discovering and unfolding your personal 

genius, a way of bringing out the best in yourself and others.

NLP is a practical skill that creates the results we truly 

want in the world, while creating value for others. It’s the 

study of what makes the difference between excellent and 

average.

It also leaves behind it a trail of extremely effective 

techniques for education and business.
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Neurolinguistic Programming refers to the three most 

important facets in creating our human experience: neurol-

ogy, language and programming. The neurological system 

regulates how our bodies function, language determines 

how we interact and communicate with other people, and 

our programming determines the images and models of the 

world we create. NLP describes the relationship between 

the mind (neuro) and language (linguistic) and how they 

impact on our body and behaviour (programming).

Neuro – the nervous system through which a 

new experience is received through our ive 

senses and processed.

Linguistic – the verbal and non-verbal communication 

systems through which neural representations are coded, 

ordered and given meaning.

Programming – the ability to organize our communication 

and neurological systems to achieve speciic desired goals 

and results.

Where did NLP come from?

NLP originated in the mid-1970s, when Richard 

Bandler, a maths student at the University of 

California with a strong interest in computer sci-

ence and psychology, working together with one 
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of his lecturers, linguist John Grinder, began leading weekly 

therapy meetings that involved copying the content and 

style of psychotherapist Fritz Perls, who had founded the 

Gestalt therapy movement. This attempt to replicate the 

results of another person by adopting their behaviours and 

methods (including the moustache, chain-smoking and 

German accent – which eventually were deemed unneces-

sary!) ultimately led to the discipline of ‘modelling human 

excellence’.

They then went on to study Virginia Satir, who devel-

oped conjoined family therapy, and Milton Erickson, who is 

the father of modern clinical hypnotherapy.

One of Bandler and Grinder’s early books was entitled 

The Structure of Magic, and as Arthur C. Clarke once said: 

‘Any suficiently advanced technology is indistinguishable 

from magic.’ Many people have drawn similar conclusions 

regarding NLP. This mind science has swept across the world 

over the last 35 years, and using its techniques people have 

freed themselves of long-standing fears and phobias in a 

matter of minutes, or rapidly reduced the impact of the 

memory of a horrible experience that may have hindered 

them for many years.

We are led to believe that meaningful change takes 

time. We have all been introduced to the philosophy of ‘no 

pain, no gain’, and when a new and contrary idea is intro-

duced, we often ind it hard to believe. NLP is the kind of 
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practice that seems ‘too good to be true’, which means 

that it has attracted both advocates and doubters, many of 

the doubters being among traditional psychologists whose 

work derives from Sigmund Freud. Let’s look at how NLP 

differs from traditional psychology.
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4. Where does NLP it into 
traditional psychology?

NLP has been described as part of the next generation 

of psychology. However, it has not yet been accepted by 

mainstream academia, and is not seriously studied as a 

branch of psychiatry or psychology.

Traditional Freudian psychology and psycho-

therapy requires a large commitment of time 

as the client tries to uncover unconscious pro-

cesses that determine conscious behaviour, sometimes hav-

ing to go back to relive painful or traumatic experiences.

Counselling is a shorter process, usually undirected by 

the counsellor, who helps the client to explore feelings and 

behaviour around a speciic issue such as bereavement.

Cognitive Behavioural Therapy (CBT) is task-centred 

work that identiies a problem behaviour and how the mind 

thinks about it and therefore behaves in regard to it. CBT lit-

erally refers to how thoughts/mental processes (cognition) 

affect behaviour. CBT then aims to alter those beliefs and 

thought processes, so inluencing the behaviour towards a 

positive state for the client.

NLP has its roots in the ield of behavioural sci-

ence, developed by Ivan Pavlov, B.F. Skinner and Edward 

Thorndike. It uses physiology (physical and biological 
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states) and the unconscious mind to change thought pro-

cesses and therefore behaviour.

How is NLP different from psychotherapy?
NLP is based on ‘modelling’ rather than ‘theory’. A model is 

a description of how something works, without any commit-

ment regarding why it might be that way. NLP and psycho-

therapy have different underlying assumptions about the 

human mind and its connections with the body as a whole. 

NLP and traditional psychology have different methodolo-

gies, different measures and different concepts in practice. 

Major differences include:

• NLP is not a model of psychopathology (study of men-

tal illness). NLP makes no diagnoses about a person’s 

mental health or illness. Its focus is purely on results. 

It proposes that people are not broken – they work 

perfectly to produce the results they are getting 

even if the results are not desirable. If a person 

doesn’t like the results they are getting, NLP provides 

tools to help them get the results they desire.

• Traditional psychology and psychotherapy patients 

complain that their sessions lack structure: they go in, 

let their thoughts wander for 50 minutes, and leave 

without any sense of progress; then they repeat this 

ritual for an indeterminate amount of time, sometimes 

ten years or more. Often, after years of psychotherapy, 
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psychoanalysis or psycho-pharmaceutical treatment, 

while problems may have been explored and brought 

to conscious awareness, and even treated to reduce 

their effects, a person is still left with ongoing patterns 

that resulted from a particular situation or experience. 

Resolution is often left uninished. This is not to say 

that traditional psychological models are useless or 

unhelpful. Many people have been greatly helped by 

them, and I would encourage anyone to explore them 

if that is their interest. But there’s so much more that 

can be accomplished in far less time. For those who 

have already invested in psychotherapy for a number of 

years, NLP can be an important inishing or resolution 

process when psychotherapy has concluded or reached 

a point of diminishing returns.

• NLP is non-exclusive. In NLP we encourage people to 

make the most of any resource they wish to use. NLP 

works well either as a primary or complementary means 

of self-exploration and change. It doesn’t take an 

adversarial position to psychotherapy, traditional medi-

cine, or other alternative approaches, and clients are 

free to pursue any and all other avenues while exploring 

NLP. Some psychotherapists are equally non-exclusive 

and work well in cooperation with NLP coaches and 

therapists.
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NLP and the parts model
Traditional psychology divides the mind into three essen-

tial parts: the id, the ego and the superego. While not 

all branches of psychology ‘buy’ this tripartite model, it 

remains the central and most widely used model in psycho-

logical literature and practice.

NLP also has a ‘parts model’, but it’s metaphorical, 

positive and extensible. NLP proposes that internal ‘parts’ 

should be understood and used metaphorically rather than 

as literal fact.

The NLP parts model

In the NLP model, each of us has a non-predeined 

multitude of identity ‘parts’, some prominent at 

one time, others prominent at other times, all 

interacting with each other in some way – even 

if that interaction is characterized by silence or opposition.

Most of us have heard the expression, ‘Part of me wants 

to do this, and part of me wants to do that.’ In NLP this is 

called ‘parts incongruity’.

No part of us is considered dark or evil in NLP. Every 

part has a positive intention and a useful purpose, even if 

it’s presently trying to fulil its intention in a problematic 

way. Additionally, new parts can be created as needed and 

old parts can be changed or merged with ease.

Parts can form teams, and teams of parts can move 

through any number of processes for a given goal or 

purpose such as emotional support, creativity, healing, 
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reality-checking, planning, critiquing, approving, action, 

etc.

Other features of NLP

• NLP is non-Aristotelian. This means that NLP is proc-

ess- and structure-oriented, not classiication-oriented. 

NLP proposes that putting people into categories of 

personality type or psychopathology promotes their 

getting or staying stuck, rather than assisting them to 

grow, change and heal.

• NLP is post-Newtonian. This means that NLP is irmly 

based on late 20th-century advances in physics, which 

observe that the universe is made up not of a collection 

of objects or things but of patterns and processes.

• NLP is not reductionist. NLP considers reductionism 

– such as the belief that our thoughts, feelings and 

experiences are ‘just’ the result of genetics or chemi-

cal processes in the brain – to be the result of linguistic 

confusion.

• NLP is not objectivist. NLP doesn’t recognize 19th-cen-

tury objectivism (a belief in absolute objective reality or 

the belief that ‘subjective’ equates to ‘invalid’).

• NLP is not linear. NLP doesn’t limit itself to linear cause–

effect thinking. It prefers whole systems thinking. Whole 
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systems tend to be self-organizing and too complex for 

useful linear, cause–effect analysis.

• NLP is eficient. NLP doesn’t pursue unresolvable cause–

effect, question–answer sequences such as, ‘Why? … 

Because … Why? … Because … Why? … Because …’ 

ad ininitum, since for every answer to ‘Why?’, the ques-

tion ‘Why?’ can be applied again. There is literally no 

end to such cause–effect sequences, and thus no sat-

isfying resolution. With a few very speciic exceptions, 

NLP prefers to ask more useful questions such as, ‘How? 

What? When? Where? Who?’ NLP considers that taking 

long personal histories from clients for causal analysis is 

essentially an expensive waste of time. NLP does work 

with personal history when appropriate – directly, as it’s 

presently coded in a person’s mind. NLP has powerful 

tools that a person can use to make positive changes 

in their ongoing experience of personal history and its 

meaning, patterns developed as a result of life expe-

riences, and other factors connected with their past – 

without drugs, hypnosis, or years of analysis.

• NLP is not statistics-based. NLP observes that statistics 

cannot measure or predict a particular person’s subjec-

tive experience, since subjective experience is under-

stood by internal, not external sensory experience. NLP 

is the irst science based on internal sensory experience.
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• NLP does not share the same deinition of ‘behaviour’ 

with psychology. As Bandler and Grinder pointed out 

in 1980, ‘NLP includes within its descriptive vocabulary 

terms which are not directly observable.’ In other words: 

‘Just because they can’t see it, that doesn’t mean you’re 

not doing it or experiencing it.’ And: ‘Just because they 

can’t reproduce it, that doesn’t mean it didn’t work for 

you.’ In NLP, behaviours include thought structures like 

beliefs and values, patterns and sequences of cogni-

tion, memory, sensory representations, linguistic struc-

tures in thinking, etc., none of which can be directly 

observed externally, nor can their effects be directly, 

causally connected with measurable external observa-

tions. Yet no reasonable person would deny the impor-

tance and meaning of such internal experiences.

For a practical example of the NLP process, 

and how words can change your focus and in 

turn change how you feel, try the following 

exercise. Be aware of how you feel after you 

inish.

Imagine you’re on a beautiful beach on a lovely warm 

day. The skies are blue with a few wisps of cloud, the sun 

is shining brightly. Feel the sand between your toes as the 

sun warms your skin. Notice the brilliant white sand and 

the turquoise ocean. Hear the waves gently lapping on the 

shore and the breeze gently rustling the leaves on the palm 
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trees. Smell the fresh scent of pineapples wafting over from 

the nearby fruit stand. Go over and choose a pineapple 

from the bucket of icy water they are standing in. Look at 

it closely, its prickly skin and its green crown. Notice how it 

feels cool and heavy in your hand. Press it gently with your 

thumb to feel how ripe and juicy it is. Lift it to your nose 

and be aware of its aroma. Take a knife and cut a wedge. 

Be aware of the sound it makes as you slice into the lesh. 

Notice the juices lowing from the sweet, aromatic fruit as 

the smell becomes stronger. Lift it to your mouth and take a 

nice deep bite into your wedge of golden, juicy pineapple. 

The sweet juices create a party in your mouth and everyone 

is invited. A dribble of juice drips down your chin.

It’s important to remember that the above exercise is just a 

collection of words. A number of the words would have trig-

gered mental, emotional and physical responses. The com-

mon assumption is that words are just describing meanings. 

But the truth is that they are creating your reality. Many 

of you would have felt warm, relaxed and may even have 

been salivating during the above exercise. This experience 

was created by words (language) impacting on your mental 

focus and nervous system (new experience impacting on 

the ive senses) which gives you a new sensory experience 

(new programming).
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5. Basic assumptions of NLP

Below are the eleven basic principles that underpin NLP:

1. There is a structure to experience. We all have pat-

terns or structures to the way we think. The ability to 

change the process by which we experience reality can 

be more valuable than changing the content of our 

experience of reality.

For example, if you like strawberry cheese-

cake, understand the process that you go 

through to get to the outcome of pleas-

ure. Use that process on a food that you 

don’t enjoy so much, such as spinach, and you may ind 

that all of a sudden you enjoy spinach more than you 

usually do. By changing the structures, patterns and 

processes of the way we think, we literally change our 

experience, which will also have an impact on how we 

think about past events.

2. The meaning of your communication is the response 

you get. People constantly receive information that is then 

iltered through their internal mental map of the world. 

How you communicate must be constantly adjusted so 

the message you give is the one that is received.
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3. All distinctions that we are able to make regarding 

our environment, experiences and behaviour are rep-

resented through our ive senses (seeing, hearing, feel-

ing, smelling and tasting).

4. We have everything we need on board already – all 

that we need to create change is already within us. 

From our vast database of thoughts, feelings, memo-

ries and sensations we can construct new mental pat-

terns to allow us to achieve our goals and dreams.

5. The map is not the territory. As human beings, we can 

never know reality. We will only ever know our percep-

tions of reality.

We don’t respond to the world as it is, we 

act in accordance with our own mental 

map of the world. We experience and 

respond to the world around us primarily 

through the perceptions created by our ive senses. It’s 

our ‘neurolinguistic’ maps of reality that determine how 

we behave and that give those behaviours meaning, 

not reality itself. It’s generally not reality that limits us or 

empowers us, but rather our map of reality.

We have a much better chance of getting what we 

want if our map is continually updated to take into account 

the changing territory. This is a much better approach 

than attempting to change the world to it your map!
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6. Behind every action and behaviour there is a posi-

tive intention. Depression could result from a need 

for attention. Self-harm could be using physical pain to 

mask the mental or emotional distress a person is expe-

riencing. Violent behaviour could hide a lack of accept-

ance, or fear. Look behind how people act and what 

they do to ind their positive intent.

7. Our mind and body are different parts of the same 

system. Thoughts, ideas, feelings and processes that 

take place within us and between us, others and our 

environment are completely interconnected. What 

affects one aspect of us will have an impact on another.

Our health affects our mindset. Our mind-

set affects our wealth. Human negligence 

has led to environmental issues and climate 

change. Our thoughts constantly affect our breathing, 

muscles, immune system, heart, etc., which return the 

favour by impacting on our thinking. Our bodies, our 

communities, even our universe form a complex inter-

dependent system, all parts of which interact with and 

mutually inluence each other. It’s not possible to com-

pletely isolate any part of the system from the rest. All 

systems in nature naturally seek balance or homeostasis. 

Control your thoughts, then you can control your mind, 

which in turn allows you to control your body.
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8. Successful communicators accept and make use of all 

communication/behaviour that is available to them. 

We cannot not communicate. Everything about you – 

eye movements, body language, the tone, volume and 

pitch of your voice, your habits and behaviours – are all 

forms of communication. This is why sometimes we get 

a gut feeling when someone is lying to us.

A friend was once telling me how much he 

cared about his mother, yet he was unaware 

that as he was telling me this he was shaking 

his head from side to side. His words were 

telling me one thing and his body another. 

This is why it’s easy to get a sense of when a person 

is telling you something that doesn’t match with who 

they are.

9. All results and behaviours are achievements, 

whether they are desired outcomes or not. If what 

you’re doing isn’t working for you, do something dif-

ferent. Albert Einstein described insanity as ‘doing the 

same thing over and over again and expecting different 

results’. If you’re not getting the results you want, do 

anything else other than what you’re currently doing. If 

you do what you have always done, you will get what 

you always got. Do something different, anything at all, 

and you will get a different result.
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10. If someone can do something, anyone else can also 

learn to do it. When Roger Bannister ran a mile in less 

than four minutes in 1954 he was the irst person to 

break this milestone in recorded history. Since then 

thousands of people have achieved this feat – in fact, 

his record stood for only a few weeks. If we model the 

thinking, behaviour and actions of people who have 

already succeeded in a given area, we can achieve simi-

lar results.

11. We always make the best choices available to us. 

These choices are based on our experiences. More and 

better experiences allow for more choices. If you have 

had only one relationship and it ended painfully, when 

you meet someone new you may subconsciously asso-

ciate a relationship with pain. You may sabotage that 

potential relationship to avoid pain. As you have more 

relationships and begin to associate them with fun, love 

and joy, you are then likely to make different, more pos-

itive choices.

All of the models and techniques of NLP are based on the 

above principles. According to NLP, it’s not possible for 

human beings to know objective reality. Wisdom, ethics 

and a balanced ecology do not come from having the one 

‘right’ or ‘correct’ map of the world, because it’s not possi-

ble for us to make one. Rather, the goal is to create the rich-

est map possible that respects the interconnected nature 

of ourselves and the world we live in. The people who are 
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most effective are the ones who have a map of the world 

that allows them to perceive the greatest number of availa-

ble choices and perspectives. NLP is a way of enriching the 

choices that you have and perceive as available in the world 

around you. Excellence comes from having many choices. 

Wisdom comes from having multiple perspectives.

Beginning to put NLP into practice
Based on my experience of NLP (and life in general) I would 

also include the following ideas. See if they resonate with 

your own life. (There will be more practical activities in fol-

lowing chapters.)

• We have a natural tendency to move away from pain 

and towards pleasure. If you put your inger in a lame 

and it hurts, you pull it away. Equally, if you want to get 

it and lose weight and you happen to associate exer-

cise with pain, you’re unlikely to be highly motivated to 

commit to a regular routine.

If you focus on the pleasure of the outcome 

rather than the activities that you associate 

with pain, you’re much more likely to com-

mit to regular action to achieve that goal. 

Don’t think about ‘giving up smoking’ (pain) – focus on 

‘gaining health and well-being, energy and vitality’ 

(pleasure). The gain will outweigh the loss.
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The brain doesn’t have the capacity to think in the 

negative. ‘Don’t think of a RED TRUCK’ – what are you 

thinking about now? Your brain processes that state-

ment as ‘RED TRUCK don’t think’. If you continually tell 

yourself, ‘I want to lose weight’, your brain will focus on 

the word ‘weight’ much more than the word ‘lose’. The 

better strategy would be to have a ‘target weight’ on 

which to focus. That way the objective is to shape the 

body to its potential rather than losing something. NLP 

teaches you to always use positive language, focusing 

on what you want, not what you fear.

• Using NLP, change should be easy and natural and 

happen in an instant. No matter how many times you 

try, it’s not possible to run a PC program on a Mac if it 

doesn’t have the speciic software to convert the iles. 

And if it can do it, you may need some supporting 

instructions. NLP is the supporting instructions for our 

much more sophisticated and complex brains. It uses 

the brain’s own language to alter and create new con-

nections to ‘convert the iles’ in our brains. Willpower 

alone is a lawed and dificult strategy. Using NLP 

ensures that you don’t need to rely on willpower. When 

you know how, change becomes easy.

• Life is not black or white. NLP gets you away from 

thinking in an ‘either/or’ way. In NLP there’s a saying: 

‘If you only have one way of doing something, you’re 
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a robot. If you have two ways of doing something, you 

have a dilemma. You need at least three ways of doing 

something before you have the beginnings of some real 

lexibility.’

One of the most basic ideas in NLP is that we change our 

minds not simply by having new thoughts, but by chang-

ing the way that we think, i.e. by choosing different ways 

to process the multitude of images, feelings and memories 

that exist inside us, so that they serve us rather than sabo-

tage us.

We can diminish a bad memory quite easily by 

giving it new associations. For example, hear a 

happy song in your mind every time you 

remember it, hear the sound of laughter, or 

turn the memory into an old silent black-and-white ilm, and 

see yourself happy and smiling in the image. Once you 

begin to associate new feelings with the old memory, how 

you feel about that experience changes instantly and for-

ever. Every time you come back to that memory, you will 

ind the new association still irmly in place.

We all have a little voice
Our little voice can be very powerful and sometimes 

very loud! It links in with our unconscious mind and can 

provide important messages and answers to problems. 
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Acknowledge what your little voice is saying and then ask 

yourself:

• Is this a helpful thought?

• What would be a more positive thought?

• Does my little voice have a warning/message I need to 

be aware of?

• Is there a positive reason/intention behind the message 

from my inner voice?

Every thought in your mind is passed via neurotransmitters 

around the body, linking mind and body together. How you 

feel physically and emotionally affects your performance. 

Being aware of your inner voice and thoughts can provide 

the answers to issues or challenges and help you respond 

more resourcefully and positively.

For many of us, our inner voice spends a lot of time 

sabotaging us and holding us back. This is a protection 

mechanism. It doesn’t want you to get hurt, fail or experi-

ence pain, so it talks you out of things that could lead to 

a negative result. But we can turn our little voices into our 

best allies, our partners in success. Whenever your little 

voice isn’t serving you, you can turn down the volume, or 

change the pitch and the tone. Imagine the little voice tell-

ing you that you’re not good enough, that you’re going 

to fail. Now give it a comical Donald Duck quack or a sexy 

Barry White rumble. It won’t hold the same power over you 

when you’ve done this. Also, remember it’s your voice and 
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you control it. You can change what it’s saying. Such meth-

ods put you in control of your reactions and thoughts.

You can learn the ability to be conident in an 

instant, to be more loving, or to ‘make real’ 

your ambitions before they are acted out in 

the world. Many successful people use NLP strategies and 

techniques without even knowing it, in the way they see, 

hear, feel, touch, and taste success in their minds long 

before it actually happens. The feeling of winning draws the 

win to it. Visualizing a compelling future draws you 

towards the action needed to realize it. In NLP, we believe 

that ‘not all dreamers are achievers, but all achievers are 

dreamers’.

A method of psychology that sees the mind and body 

as a machine and open to manipulation is appropriate and 

relevant for the technology-driven culture that we live in, 

yet the overall effect of NLP is to increase the intensity and 

quality of life. Despite its origins in computing and lin-

guistics, NLP is really about graceful human change.

Each of us is a bundle of emotions, behaviours and 

potential, all of which we must accept and even love, so as 

to achieve what in NLP is known as congruence, the perfect 

alignment of our desires and values with our capabilities.
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Using NLP to Win Friends 
and Inluence People

6. Communication

Communication involves a minimum of two people inter-

acting with each other. People interact through a variety of 

channels and in many different ways – face-to-face, on the 

phone, through dancing, emails, letters, touch, and so on.

To become a more effective inluencer – a person who 

can win over people much more of the time – you must 

develop the skill of paying very close, conscious atten-

tion to the person or people you’re trying to connect with. 

There may be many things that you aren’t currently notic-

ing. NLP helps you to be aware that there are a whole range 

of things to notice in others, including:

• Language

• Eye movements

• Physiology.

The next chapter will show in greater detail how NLP can 

actually help us communicate more effectively. But to begin 

with, let’s look at the nature of communication generally.

For many of us, our primary methods of communication 

are technology-based: email, text messaging, Facebook, 
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etc. These require the words that we type to convey our 

messages for us. But is this the most effective approach?

How much of communication is words? Tone? 
Body language?
Most decisions are made on the basis of rapport rather 

than technical merit. You are more likely to buy from, agree 

with, and support someone you can relate to than someone 

you can’t – people like people who are like themselves.

When people are trusting and comfortable with 

each other, barriers come down and interesting 

things happen. They begin to stand, sit, move or 

sound like each other. They take on each other’s posture, 

movements or voice expressions, and breathing patterns. If 

one moves, the other may soon follow.

How many times have you been amazed at how communi-

cation can go badly wrong, how easy it is for the slightest 

gesture or tone of voice to be taken the wrong way?

What is the difference that makes the difference in 

feeling comfortable and acknowledged by someone, even 

if they’re disagreeing with what you say? How is it that 

some people you meet you instantly like – while others you 

can’t get away from fast enough? Why can you talk to some 

people for hours and it seems like only minutes?
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The answer to all of these questions is rapport – the 

most important process in any communication. Rapport is 

the ability to enter someone else’s world, to make them 

feel that you understand them, that you have a strong com-

mon bond. Rapport is the ability to see each other’s point 

of view (not necessarily to agree with it), to be on the same 

wavelength and to appreciate each other’s feelings.

When people are communicating in rapport they ind 

it easy to be understood and believe their concerns are 

highly regarded by the other person. At an unconscious 

level, there’s a comfortable feeling of: ‘This person thinks 

like I do, I can relax.’ But it’s important to realize that only 

a small amount of what we communicate is through what 

we say. Research has shown that in the understanding of a 

received communication:

• 7% is contained in the words used

• 38% is contained in the tone and style of voice

• 55% is contained in the physiology (or body language) 

of the deliverer.

Yet how many people actually study the factors that con-

trol over half of their communication? This is the difference 

between those who excel and those who just get by in the 

way they communicate, motivate, inluence, negotiate, 

lead, and empower.

In particular you need to focus on the desired outcome 

or purpose of the communication and the extent to which 

this is achieved:
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• What exactly do you want to achieve?

• How will you know that your communication has been 

successful?

• What will be the sensory evidence – what will you see, 

hear and feel?

We must look at what actually works. In any interpersonal 

communication, this means knowing where the other per-

son is coming from – somehow bridging your different per-

spectives of the world.

When you’re with people and talking to them, even 

your most positive and encouraging words will only be 

believed if your body language (physiology) and voice tone 

support your words.

With a partner, make a statement and pur-

posefully contradict that statement with body 

language or tone to notice the impact on 

communication.

For example:

1. Tell your partner you really like what they’ve done with 

their hair while shaking your head from side to side in a 

negative gesture.

2. Use words to communicate to your partner that you’re 

really angry and upset, but using a very sleepy, calm 

and unfocused voice tone.
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Experiment with incongruence’s between words, tone and 

body language and notice the impact it has on how the 

communication is received by your partner.

Frames
Any communication can be described as a set of frames, 

each dependent on the previous frames or responses.

When you make a statement, the recipient will respond 

in a certain way. The choice of words for your next state-

ment will then be decided by considering this response. 

For example, if you present an idea while trying to per-

suade someone, the recipient can either accept the idea or 

disagree with it to varying degrees. You will need to con-

struct your next statement by analysing this response, and 

choosing words so as to completely persuade the recipient.

Over the course of the conversation, your aim is 

to express the intention and beneits of the 

idea to the recipient, however preposterous it 

may sound to them at irst, and no matter how antagonistic 

they are in the beginning.

It’s important that you always maintain a level of respect 

and dignity in your choice of words, so as not to offend the 

other person. If you come across as too aggressive or too 

pushy, they will most likely run away from you.

To eficiently use the persuasive patterns of language 
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described in NLP, the speaker must understand the iner 

aspects of communication, and the function of the patterns 

in the whole process. A persuasion pattern essentially 

comprises three parts: a frame, a response and a reframe. 

Once a frame is delivered by the speaker, using words to 

carefully describe his thoughts, the recipient will return a 

related response. This response will be the key to formulat-

ing the reframe statement. It’s important to lead the con-

versation for some of the time, and let the recipient lead for 

the rest of it. Only then can a mutually beneicial, engross-

ing and persuasive conversation be held.

The method of NLP persuasion and inluence 

isn’t a one-way process: it happens in both 

directions. While you’re trying to inluence a 

recipient, the recipient is also trying to inluence you. 

Therefore, it’s essential to observe these patterns in an intu-

itive manner so that you can deliver a better response.

A single statement used in different situations can have 

different meanings. The meaning of the statement also 

depends on other aspects such as body language, tone, 

facial expressions and speech delivery.

The patterns used during persuasion can be based on 

different NLP models, which we will cover later on in ‘The 

Language of Success’.

The key area of rapport is covered in more detail in the next 

chapter.
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7. Creating rapport

Harmony, accord and afinity
When you create rapport you develop a sympathetic under-

standing with another person. You show them that you can 

identify with, and even share their experience. Rapport 

means a relationship of harmony, accord or afinity.

This is the most important process in any interaction. 

Without rapport you will not get a productive result. The 

need for rapport increases in importance when you don’t 

have it. When you do have it, many opportunities appear.

The magic of rapport is something that many people 

take for granted. But if you deal with people – and every-

body does, unless they’re a hermit living in the mountains, 

in which case they probably won’t be reading this – the abil-

ity to create rapport between your associates and yourself 

is invaluable.

The irst thing you will notice when you see two 

people together who really get along well is how 

much like each other they are. You’ll notice this 

most of all when you see two lovers together. They’ll gaze 

into each other’s eyes with the same expression on their 

faces, they’ll be displaying the same body language, and 

they’ll be speaking with the same tone of voice and pace of 

speech.
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By observing the process by which two people get to 

feel more at home with each other, it’s possible to enhance 

this effect when you’re speaking to people yourself.

Most of the time we create rapport with others easily and 

naturally, but there are occasions when our intuitive ways of 

creating rapport don’t work. When these occasions occur, 

we need to call upon certain skills to create it consciously. 

This is where NLP comes in. It demands focus and concen-

tration, so that you are present in the situation rather than 

wishing you were somewhere else!

Rapport involves showing a genuine interest, observ-

ing how a person reacts to what you say, and identifying 

key words or phrases used. As we saw in the previous 

chapter, rapport occurs not only in what you say, but also 

in your actions and body language, which usually happen 

subconsciously.

Establishing rapport by mirroring
The process of establishing rapport needs to start with the 

irst handshake. Creating rapport has nothing to do with 

liking or being liked. It’s a way of saying to a person: ‘We 

share common ground; you will be heard and appreciated.’

The key to building rapport is an ability to enter some-

body else’s world by assuming a similar state of mind. The 

irst thing to realize about states of mind is that they are 

closely tied to body language.
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If someone is sitting with their arms and legs 

crossed and wearing a frown on their face, 

you can safely assume that they’re not going 

to be very receptive to what you have to say. 

If, on the other hand, they have an open posture (i.e. arms 

and legs in fairly relaxed open positions), then they’re going 

to be more open to what you have to say.

Have you ever noticed that when you feel depressed 

you tend to mope around with your head hanging, drag-

ging your feet? Try feeling depressed while skipping and 

smiling – you’ll ind it’s not possible. It’s important to 

remember that your emotional state is closely tied to your 

physical state.

If you want to create rapport with someone, it’s as simple 

as this: you have to enter their world. Once you enter 

their world you can see things from their perspective, 

feel the way they do, and from there enhance the whole 

relationship.

The process by which you enter somebody else’s 

world is called mirroring. The mirroring tech-

nique was created by Milton Erickson in the early 

1970s in his work with clinical hypnotherapy.

Mirroring is basically copying the other person’s body 

language, breathing and voice patterns to become like 
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them. It’s literally becoming a mirror image of the other 

person. When you do this, you will both feel like you’ve 

known each other forever. It seems a little hard to believe at 

irst, but once you try it, you’ll see for yourself how true it is.

Some people ind the idea of mirroring uncomfortable 

and feel that they’re trying to fool or take advantage of 

the other person. Mirroring occurs naturally as a part of 

rapport -building, so don’t feel you’re doing anything false. 

All you’re doing is being aware of that process and trying to 

enhance it. And anyway, if you feel bad about doing it, then 

you’re probably not the type of person to take advantage 

of anyone anyway – so don’t worry.

Start by aligning your body language. Try not to make 

this obvious, or it will appear that you’re mocking the other 

person, and that will of course have the opposite effect to 

creating rapport. Look at things like the angle of their head, 

how their feet are pointing if they’re standing, how their 

legs are crossed if they’re sitting, and their facial expres-

sion. Subtly copy their posture and you will feel the whole 

interaction change.

You can try half-mirroring someone if you feel 

uncomfortable with full mirroring at irst. To half-

mirror, simply do a half version of what the other 

person is doing. So for example, if they’ve crossed their 

arms you can hold one of your elbows with the other hand. 
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If they have their hands in their pockets you can put one 

hand in your pocket. If they’re rocking back and forward on 

their feet, you can rock now and then. Just copy their body 

language to the point you feel comfortable with. The best 

communicators mirror without thinking.

Listen to the pace and tone of the other person’s voice. If 

they’re speaking fast, then you should speak fast too. If the 

person uses pauses in their sentences, then you should try 

to match that speech pattern. Be observant and you’ll be 

able to pick up a lot more mannerisms than you’re used to 

noticing – then simply copy them all. The same applies here 

as to the last point. If you can’t make it seem natural, then 

perhaps ease off a little. You’re trying to build rapport, not 

make fun of them!

Breathing is a very important part of a mental state. If 

you want to enter somebody else’s world then you must 

match their breathing. This is of course closely related to 

speech, though it’s worth mentioning as a point of its own 

due to the link between breathing and emotional/men-

tal state. Observe the other person’s breathing and try to 

match it.

Make an effort to identify people who are in 

rapport. Can you see two people now who are 

in rapport? What do you notice about them? Is 

rapport something that happens actively or 
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passively? Do we get on with people because we have rap-

port, or do we have rapport because we get on with 

people? Is it a circular process, reinforcing itself?

Rapport can be tested and also reinforced by matching 

another person’s:

• Body posture

• Voice rhythm and intonation

• Facial expression

• Common experience

• Values

• Beliefs.

Keep an eye out for people who are in rapport and notice 

more things that they have in common. Try it yourself. When 

you’re talking to people, try matching different aspects from 

the list above. Try mismatching them too (see page 45), 

and notice what happens. Notice how you feel about what 

they’re saying, and how it changes if you match or mismatch.

Mirroring or matching?
The terms ‘matching’ and ‘mirroring’ are used interchange-

ably by some NLP practitioners, while others draw the fol-

lowing distinctions:

• Mirroring is as if you were looking into a mirror. To 

mirror  a person who has raised his right hand, you 

would raise your left hand (i.e. a mirror image).
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• To match this same person, you would raise your right 

hand (i.e. doing exactly the same as the other person).

• Some practitioners also see a time difference between 

mirroring and matching. For example, if someone 

makes hand gestures while they’re speaking, you would 

wait until it was your turn to speak before making simi-

lar (matching) hand gestures.

When should you match and when should you mirror? The 

only way to learn this is to practise it for real.

Matching tends to be less obvious and more outside 

of our conscious awareness than mirroring. Mirroring, how-

ever, tends to lead to deeper levels of unconscious rapport 

than matching.

Matching tonality

Tonality is something that we match rather than mirror, but 

it’s very important that we avoid a copycat approach to 

vocal matching, as this will probably ruin our chances of 

gaining unconscious rapport. For example, a man trying to 

match the pitch of a woman’s voice could seem ridiculous, 

but he could contribute towards the goal of rapport by rais-

ing his pitch within his own octave. Here are a few examples 

of elements of vocal tone that we can match:

• Pitch: is it high or is it low?

• Rate: is it fast or slow, steady or choppy?



44

• Timbre: is the voice clear, soft, croaky, raspy?

• Volume: is it loud and booming or quiet and withdrawn?

For example, if a person is speaking quickly and loudly, 

then you would speak quickly and loudly to match them 

and establish rapport. On the other hand, if the other 

person  is speaking v-e-r-y s-l-o-w-l-y and you’re talking at 

high speed, you’re going to break the rapport.

Matching key words

Another useful technique is to match the last three or four 

words they say, using the same pitch, rate, timbre and vol-

ume as them.

For example, watching the football with your 

father-in-law, you notice that he shouts ‘Go on!’ 

every time his team gets near the goal mouth. 

You, on the other hand, aren’t really that interested in foot-

ball, so you don’t have the common frames of reference 

that would lead to a naturally occurring rapport state. You 

could, however, increase the chances of a good rapport by 

matching ‘Go on!’ at appropriate times. Add in matching 

pitch, volume and tempo and you’re well on your way to 

improving your likeability score with the old chap.
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Other useful rapport techniques from NLP

Cross-matching and mismatching

If the prospect of consciously mirroring is embarrassing 

or daunting, you can use the concept of cross-mirroring 

or cross-matching. This is choosing to match one of your 

behaviours to a corresponding but different movement of 

another person. For example, if someone folds their arms, 

cross your legs; or pace the rhythm of someone’s speaking 

with slight nods of your head or your breathing.

Mismatching is also a useful skill to master. 

Have you ever had someone go on and on and 

on when you were having a conversation with 

them? You can break eye contact, turn your 

body at an angle to them, breathe faster or slower … in 

short, do anything to break rapport by mismatching. You’ll 

be surprised how quickly and easily the conversation will 

draw to a close.

Pacing and leading

The ongoing process of mirroring or matching is known as 

pacing. You match someone’s behaviour exactly, following 

their physiology when it changes, matching their sequence 

of events.

Having established rapport by pacing, you can gradu-

ally lead the person the way you want to – subtly lead them 
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into a certain voice mode, facial expression or posture with 

a view to changing their state of mind, while maintaining 

rapport, and then anything is possible.

Pacing is frequently useful, for example when 

you’re coaching or if you’re with someone who is 

distressed. You use pacing to match the pace of 

the other person’s speech, discussing the next topic only 

when he or she is ready to move on. It’s often described as 

PACE, PACE, PACE and then LEAD the conversation.

If someone is extremely aggressive and talking loudly, 

communicating to them in a whisper isn’t going to get their 

attention. You may need to match their tone and volume 

irst, before slowly starting to speak more softly and calmly 

and thus leading them to communicating in that way.

Imagine that something has upset you. Before 

you’re able to think rationally about it, you 

often need to ‘get it off your chest’ by talking 

it through with a friend or colleague. Pacing 

works in a similar way. You need to allow someone to say 

what’s important to them irst, before you start discussing 

your agenda.

Similarly, when speaking to someone, pace their speed 

of conversation before discussing your agenda. This may 

mean allowing them to discuss something that you consider 
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irrelevant but that’s very important to them. Then they can 

pay attention and listen to what you need to say. If you 

interrupt people to encourage them to speak faster, you 

often achieve exactly the opposite effect!

Sensory acuity and calibration

As well as actively matching to increase rapport, by observ-

ing the other person for evidence of matching, you can 

determine the extent to which you have rapport – whether 

you’re connecting, whether they’re paying attention. This 

paying attention to the results of your actions is called sen-

sory acuity.

At the simplest level we can deduce from a smile or 

a frown (or a yawn) what the other person is feeling. The 

most foolproof way is to irst pace the other person and 

then attempt to lead. If they follow, you’re in rapport. If 

not, you aren’t.

Calibration is like a series of mental snapshots. 

The irst ‘shot’ is your baseline against which the 

changes you sense will be monitored. Calibrate 

to verify that you’re on track to your outcome 

and that you have willingness and agreement. 

Calibration keeps you out of yourself and in contact with 

those you are talking to, seeing the world as they see it.
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The language of the senses
In the same way that you can pace and therefore lead a 

person’s body language or voice, so you can pace and lead 

a person’s thinking preferences and language patterns. 

People tell how they are processing information with the 

kind of words they use, the way they breathe, their tone of 

voice, and the way they move their eyes.

Each of us has a thinking preference – to ‘think’ in 

images, sounds, or feelings, for instance. What’s more, 

your speech is an expression of the way you think. For 

example, if you think visually, you’re more likely to say, ‘I 

get the picture’ or ‘I see what you mean’, because you do. 

If you think in an auditory way, you would be more likely 

to say, ‘I hear you loud and clear’ or ‘We’re on the same 

wavelength’.

The chart opposite gives clues to which sensory lan-

guage to use in order to pace or lead other people.

Sensory awareness
The subtle non-verbal changes that we sense in others 

are a form of communication. Sensory awareness devel-

ops the skills to perceive these very minute differences. 

The tiny changes detected on the outside are indicators of 

what’s going on inside the person. Our aim is to increase 

the awareness we have through our senses so that we can 

be in touch with the events on the inside of ourselves and 

others, responding accordingly. We can do this through our 

eyes and ears.
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Using our sight

There are numerous non-verbal behaviours that can be 

seen when we know what to look for. These include:

• Speed and pace of breathing

• Lip size

• Skin colour

• Muscle change

• Body posture.

Using our hearing

Listening to voices is often made harder because we get 

sidetracked by the content of what’s being said. Learn to 

pay attention to various aspects of voice quality and appre-

ciate that any change in quality can represent a change on 

the inside of thinking and feeling.

• Pitch

• Tone

• Tempo

• Rhythm

• Language.

Sit with a partner back-to-back and choose an 

unimportant topic to talk about.

As you talk to the other person, notice the 

tempo and tone of his or her voice. As you 
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talk, subtly adjust your voice until the tone and tempo of 

your voice are as close as possible to the other person’s. 

Notice the quality of communication: is the low of informa-

tion smooth or dificult? Is there a feeling of rapport or not?

Try mismatching. After a few minutes of smooth, low-

ing conversation, alter your voice to be very different from 

other person’s in tone and tempo. Notice what impact this 

change has on the quality of the communication.

Now go back to matching the other person’s voice 

quality and notice how you’re able to regain the rapport 

that enables a smooth low of conversation.

Mirroring is a natural process to help things 

come into a state of harmony. Even two simi-

lar pendulums suspended with a taut wire 

will tend to synchronize their swinging 

motion. But do you always want to be in rapport with some-

one? Is it a good idea to choose not to be in rapport? 

Consider consoling someone who’s depressed – do you 

want to get depressed too? Is that helpful to them? Would 

you be more or less help to them if you stayed positive?

A summary of strategies
The list below offers the key behavioural strategies that 

allow us to create very powerful states of rapport, both 

consciously and unconsciously. Mastering the art of 
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matching and mirroring will develop your ability (and give 

you choices) to establish rapport with anybody you choose.

WHOLE BODY MATCHING

Adjust your body to approximate the other person’s 

postural shifts.

BODY PART MATCHING

Pace any consistent or stylistic use of body move-

ments; for example, blinking eyes.

HALF-BODY MATCHING

Match either the top or bottom of the other per-

son’s body; for example, leg movement, upper body 

gestures.

HEAD/SHOULDERS ANGLE PATTERNS

Match the angles and poses at which the other person 

holds their head and shoulders.

VOCAL QUALITIES

Match shifts in volume, tone, pitch, pace and timbre.

VERBAL

Match language patterns, styles, words and phrases 

used by the other person.

FACIAL EXPRESSIONS

See the ways in which the other person uses their face; 

e.g. wrinkles their nose, puckers their lips, raises their 

eyebrows.
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GESTURES

Match the other person’s gestures in ways that are 

elegant and respectful.

REPETITIVE PHRASING

Hear and use the repeated phrases of the other person.

BREATHING

Adjust your breathing pattern to match another per-

son’s breathing pattern.

INDIRECT MATCHING (CROSS-MIRRORING)

Use one aspect of your behaviour to match a different 

aspect of the other person’s behaviour, e.g. adjust the 

tempo of your voice to match the other person’s rate 

of breathing; pace the other person’s eye blinks with 

your inger or head nods.

Try the following exercise in a group of three, 

choosing who will be person A, B or C:

• Person A speaks for one minute about something they 

have really enjoyed, e.g. a holiday, party or hobby.

• Person B listens and initially matches person A in body 

gestures and positions. Then person B does the oppo-

site (i.e. mismatches body language) while person A 

tries to keep speaking. Person B then reverts to copying 

person A’s body language, movements and position.

• Person C observes the situation.



54

After the exercise, swap roles A and B so that each person 

tries each role. Allow person C to explain what they noticed 

while acting as the observer. Person A often inds it very 

dificult to keep speaking while person B is mismatching 

body language.

Four of the major NLP assumptions mentioned 

in Chapter 5 are particularly relevant to effect-

ive rapport:

1. The map is not the territory

We each perceive the world uniquely, as though in posses-

sion of an individual map of the world, one we have charted 

ourselves. These maps are made of our collection of past 

experiences, attitudes and beliefs. We tend to ilter experi-

ence to it our perceptions and beliefs. True communica-

tion, therefore, must attempt to understand other people’s 

perceptual maps. By sharing other maps and adjusting our 

own from time to time, rapport increases and communica-

tion is made more effective.

2. The meaning of your communication is the response 

you get

The purpose of communication, like any behaviour, is to 

bring about a desired outcome, such as to pass on informa-

tion, to delegate, lead, encourage, inluence, or whatever. 

Unless it fulils the desired outcome, it is ineffective. If the 
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other person doesn’t understand your communication, it’s 

probably because you haven’t put it in terms of their map 

of the world.

3. You cannot not communicate

We are all communicating all the time, mostly non-verbally. 

Even our inner thoughts – in effect our internal communica-

tions – are often passed on to others through our posture, 

body movements, facial expressions, breathing, gestures, 

voice tone or eye movements.

4. The mind and body are part of the same system

Our thoughts instantly affect our physiology, and this in turn 

affects our thoughts. When something happens outside of 

us (external event), we take in information through our ive 

senses. We reduce that information by iltering it through 

our life’s experiences. We delete, distort and generalize, 

and pass the information through our ilters: language, 

memories, decisions, perceptions, values, beliefs and atti-

tudes. That creates an internal representation of the event 

– the pictures in your head and the way you might talk to 

yourself. This in turn affects your emotional state – how you 

feel about it. If you have a good picture you feel great, 

if you have a bad picture you feel lousy. Those two affect 

your physiology – thinking, feeling, stance, breathing. Your 

internal representation, state and physiology become the 

driving force for your behaviour. Your behaviour becomes 

the input into the other person.



56

The Language of Success

8. NLP and language

The language that we use has an impact on the way we 

think, the way we act and the way we feel, and in turn the 

way we think, act and feel has an impact on the language 

that we use. Our words also have an effect on others, as 

theirs do on us.

Our language deines us from all other inhabitants of 

planet Earth. We can’t even think without language, at least 

not in a conscious way. When you experience something 

enjoyable, you say to yourself, ‘That was amazing’. Or you 

think of a problem or a challenge and you wonder, ‘Why did 

this happen to me?’, or ‘How do I get through this?’ Those 

thoughts clearly occur using language.

Language is therefore an integral part of the process of 

thought, as well as the way that we interact and communi-

cate with others.

Language is much more than a means of 

communication  – it’s also the raw material of 

thought.
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How we communicate through language is a key area of 

NLP. What you say and how you say it affects other people 

and can inluence or persuade them in different ways. You 

need to listen very clearly to what is being said, to notice 

the style of phrases and words used by other people.

Style of language often occurs unconsciously, and com-

munication can be enhanced when people use similar styles. 

Language patterns, known in NLP as meta programs, 

develop throughout your life. Different life experiences will 

often change how you use these patterns.

Through the words used, language patterns indicate 

how people perceive and interpret situations. For exam-

ple, some people just like to hear the ‘big picture’, whereas 

others prefer to know all the minute details – these are 

known as ‘big chunk’ and ‘small chunk’ styles.

We all have set patterns of thought – pre-programmed 

ways of processing and reacting to events and experiences 

going on around us. These allow us to quickly come to con-

clusions regarding our experiences in life without having to 

consciously process that experience using rational thought.

Have you ever been to a party and seen 

someone who you found extremely attrac-

tive? The reason you felt attracted to that 

individual had nothing to do with them and 

everything to do with your program. They may have had 

traits or qualities that you associate with attraction. It could 



58

be they reminded you of someone you were deeply in love 

with, or someone who is a positive role model. This is the 

reason why many girls are attracted to guys that remind 

them of their father.

The negative aspect is that we may ind ourselves con-

stantly being attracted to partners who cheat on us or are 

unwilling to commit, as every new partner is selected using 

the same program as for the previous unsuitable partner.

Let’s now look at meta programs in detail, and ind out 

how you can communicate with people more effectively by 

understanding them.
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9. Meta programs

Meta programs are ilters through which we perceive the 

world. When we know which meta programs a person 

works to in a given situation, we can frame our communica-

tion accordingly.

An example of differing meta programs would be how 

two people might approach an argument. A person with 

what we call a ‘moving away from’ strategy would be likely 

to ind any way to get away from the conlict. Someone 

using a ‘moving towards’ strategy would be more likely to 

head towards a speciic goal, perhaps of inding an amic able 

solution to the conlict. The primary difference between the 

two is that when you’re moving away from something, you 

never know what you may back into.

Meta programs are unconscious ilters that 

people develop to allow themselves to handle 

and respond to the high level of information 

and stimuli that they receive every moment of every day. 

After all, human beings aren’t computers, thankfully. You 

can’t process every piece of information that comes at you.

When you change these ilters, it can dramatically 

change how you approach situations and how you perceive 

the world.
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Meta programs are patterns of motivation and working. 

They drive where you put your attention, what you respond 

to, and what motivates you. They shape how you interact 

with the people and environment around you. They are your 

preferred way of thinking and operating. These patterns run 

behind the scenes, just like computer software – so auto-

matic that you most likely don’t realize they are there.

In order to appreciate the role of meta programs it’s 

essential that we understand the relationship between 

perceptions, thoughts and emotions. For example, if our 

perceptions shape our emotions, what shapes our percep-

tions? The latest research suggests that they are iltered 

and re-evaluated according to our previous experiences, 

beliefs, values and knowledge.

A history of meta programs

Meta programs were identiied by early NLP 

developers as some of the habitual patterns of 

thinking that control how you like to work and what moti-

vates you.

In 1957, the renowned linguist, political activist and 

philosopher Noam Chomsky proposed that people create 

their own model of the world by iltering their experiences 

in three different ways:

• Deletion: Selectively paying attention to certain infor-

mation experienced through the senses, yet excluding 

other information.
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• Distortion: Altering information that you receive to it 

in with your beliefs or preconceived ideas.

• Generalization: Placing an experience in a category or 

group. For example, saying, ‘I never win anything in the 

National Lottery’ after buying tickets for a few weeks.

Leslie Cameron-Bandler further developed Chomsky’s work 

in the 1970s to deine particular types of deletions, distor-

tions, and generalizations, which appear in how a person 

behaves. She identiied a number of additional patterns. 

These became known as meta programs.

Subsequently, Rodger Bailey, a student of Cameron-

Bandler’s, further categorized these meta programs into:

• Motivation traits, which are the patterns that drive 

people to act.

• Working traits, which are the preferences in inter-

nal mental processing that people use in particular 

situations.

The ability to understand our own preferences and other 

people’s can help in building rapport and in communicat-

ing more effectively. People with similar language patterns 

often show similar patterns of behaviour. For meta pro-

grams to be effective, you have to use words and phrases 

appropriate for the other person – saying the right thing, 

in the right way at the right time.
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Pinpoint which meta program another person 

usually adopts, and phrase your communication 

using the same one. This can help the person 

hear and understand what you’re saying faster and more 

effectively. For example, someone who uses a ‘moving 

away from’ meta program will respond better to a request 

to get on with their work if you say, ‘Because you won’t 

have to stay late’, than if you say, ‘Because you can go 

home early’.

Here are some examples of the numerous meta programs:

• General/speciic (also known as big chunk/small chunk 

or detail/global)

• Proactive/reactive

• Moving towards/away from

• Options/procedures

• Internal frame of reference/external frame of reference

• Time orientation: In time/through time.

The following sections cover each of these meta programs 

in detail, including ways to identify speciic patterns and 

recommended language to communicate more effectively 

with each pattern.
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General/speciic pattern
The general/speciic meta program pattern determines how 

people operate at their best, based on what is, for them, 

the right amount of information. It deines what scope of 

information they work with more effectively in terms of 

understanding and communicating – general or speciic.

Some people feel at home when dealing with 

details and others prefer the big picture. I’m well 

known among my friends for not reading instruc-

tions and avoiding detail like the plague. When 

I’m asked to proofread a document I often miss 

small errors. I love abstract conversations about concepts 

and I generally tend to think holistically.

By contrast, I’m lucky that my business partner Kit gets 

great satisfaction from obtaining every tiny piece of infor-

mation he can lay his hands on. Being an accountant, he 

enjoys ‘number-crunching’ and checking that written work 

is entirely accurate.

Understanding general and speciic patterns

Someone running the general program is likely to work well 

with an overview of a situation. Someone with the speciic 

pattern requires much more information and detail. Most 

people start from one and move to the other. So if they 

start with the big picture they ‘chunk down’ to the detail.
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In NLP the idea of chunking up or down is used 

extensively. Questions are asked to elicit the 

next level of information and bring about a new 

way of perceiving a situation. For instance, to ‘chunk up’, a 

useful question to ask might be: ‘What is that an example 

of?’ To ‘chunk down’, ask: ‘What would be an example of 

this?’

One of the best ways to identify someone with a general 

pattern is to bombard them with lots of detail. They’ll soon 

let you know because it usually drives them crazy. They love 

abstract concepts and have dificulty following a sequence 

step by step because they tend to process things all in one 

go. They don’t tend to offer much small chunk information 

and can sometimes miss out important details.

People with a speciic pattern love detail. They feel sat-

isied when they have successfully dotted all the ‘i’s and 

crossed the ‘t’s. As the saying goes, they sometimes don’t 

see the wood for the trees. Like the procedures pattern (see 

page 77), they deal with things step by step. The difference 

is that with a procedure there are points where another 

route can be taken. If you interrupt someone with a spe-

ciic pattern when they’re telling you something, they usu-

ally need to start from the beginning again. This is because 

they follow a sequence, which, unlike the procedures pat-

tern, they don’t deviate from.
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Communicating with people who have a general or 

speciic pattern

People with a general pattern prefer it when you keep the 

detail to a minimum. They like an overview of what you 

want to convey. They move conversations onto different 

topics in preference to discussing details.

When you’re communicating with someone with a spe-

ciic pattern, it helps if you use words such as ‘precisely’ or 

‘exactly’. Present information in a linear, step-by-step way. 

These conversations are likely to be long and drawn-out to 

cover all the details.

To inluence people more effectively, use approaches 

that have meaning for their general/speciic pattern:

• For ‘general’ people:

Words: in summary, the overview, essentially, the main 

concept, the important thing is, the big picture, in 

brief.

Style: overview, big picture, random order, 

generalities.

Advantages: can make a good strategist or concept 

creator; can generate big ideas.

Disadvantages: may appear to have their head in the 

clouds; may feel uncomfortable holding a detailed 

conversation; frustration with details can result in too 

many ideas and little execution.
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• For ‘speciic’ people:

Words: exactly, in detail, speciically, precisely, step-

by-step, on plan, irstly … secondly.

Style: details, sequences, exactness, precision, speciics.

Advantages: very comfortable working with details 

and excellent at spotting small mistakes; cope very 

well with large documents and small print.

Disadvantages: can get bogged down in detail and 

work away happily, even though the purpose may have 

changed; may be perceived as pedantic or fastidious.

Adapting your own preference for amount and scope of 

information to another’s has strong impact. Give less or 

more detail than you usually would if that’s what someone 

else needs. In that way you experience more success in per-

suading, training, or instructing someone to do something.

Identifying the general/speciic pattern in the 

context of an email is usually easy and invalu-

able. To inluence someone effectively by 

email, notice how much detail goes into their 

own emails. You’re sure to ind extremes, from three words 

to three pages. So match the other person’s style. If you 

want someone to approve something and their emails are 

very short, keep yours short too, and detail-free – just offer 

a concept or outline. If someone sends a detailed email to 

you requesting information, respond with lots of speciics.
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Proactive/reactive pattern
People who operate in proactive mode are the ultimate 

self-motivators, the people who are regularly one step 

ahead. On the downside they will often ignore the analysis 

and planning that are needed when making important deci-

sions. These are the leaders and drivers – the ones who are 

most likely to take initiative and get things started.

At the other end of the spectrum you will ind people 

who feel more comfortable in reactive mode. They are 

often noted for their love of collecting information and 

careful planning before doing anything at all. In proactive 

mode, collecting information is done as part of an over-

all planning process; in reactive mode it’s more likely to 

be used as a delaying tactic because they would really 

rather do nothing at all. That is to say, to avoid commit-

ment and responsibility , not because they are lazy. These 

are the analysts  and researchers – they may let others take 

the lead while they wait and evaluate the best course of 

action.

In proactive mode, people need very little motiva-

tion, though they can be turned off if they perceive that 

their initiatives  are being rejected or unduly criticized. 

Reactive mode is better suited to group situations, where 

people have very little individual responsibility, and where 

they have a clear idea of what they are required to do and 

why.
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It’s important to note that the proactive 

mode really isn’t the best choice in every sit-

uation. Although the business world is awash 

with entrepreneur types demanding that 

everyone be proactive, a whole team of people in proactive 

mode is no team at all – just a collection of individuals doing 

their own thing with minimum consultation, if any.

To pick up whether someone leans to a proactive or reac-

tive meta program, listen to the structure and style of their 

communication. You will ind that some are very proactive 

or reactive, and the rest a mix of the two.

When watching the news, try to identify indi-

viduals who are proactive and reactive using 

the following characteristics:

Proactive language

Short, sharp sentences

Direct

Active verbs

Engaging

Passionate

Fast speaking
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Proactive body language

Very animated

Lots of hand gestures and gesticulation

Fidgeting

Focused

Eye contact

Reactive language

Long, drawn-out sentences

Failure to get to the point

Passive verbs

Incomplete sentences

Words such as ‘but’, ‘should’, ‘would’, ‘could’, ‘might’

Monotone

Reactive body language

Little or no eye contact

Ability to sit still

Little animation and limited use of hand gestures and 

gesticulation

Calm

Using the proactive/reactive program

Use speciic strategies to inluence people based on 

whether they identify with the proactive or reactive meta 

program:



70

• For proactive people:

Words: go for it, let’s do it, get the job done, now, 

don’t wait, take control, make things happen (words or 

phrases about action and doing).

Style: get things done, take control, take charge, take 

action; enjoy taking charge, inding solutions and mov-

ing at a fast pace.

Advantages: willing to take action; assume leadership 

roles.

Disadvantages: can ignore analysis and planning.

• For reactive people:

Words: why not think about it, consider, could, might, 

analyse, think about, take your time (words and 

phrases with choices).

Style: wait for others to take the lead, analyse choices 

and goals, wait for instructions, slower pace, take time 

to think about things carefully.

Advantages: good analysts and researchers; evaluate 

the best course of action; weigh up all the data before 

acting.

Disadvantages: tendency to avoid commitment and 

responsibility; may procrastinate.

Moving towards/away from pattern
The moving towards/away from meta program pattern 

focuses on what motivates people to do something.

Generally we take action because:
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• We have a desire to move towards something: per-

haps a goal, dream or target.

• We want to move away from something: for example a 

challenge, a problem or a dificult situation.

When asked, ‘What’s important to you about a 

car?’, a ‘towards’ person will answer with what it 

can give them: speed, status, the opportunity to 

impress other people, etc.

An ‘away from’ person will respond by what a car will 

keep them from: ‘It won’t break down, it’s not expensive, I 

don’t want to spend huge amounts of money on petrol and 

maintenance’, etc.

You’ll note the same when asking, ‘What’s important in 

relationships?’

Towards: Fun, connection, love, afinity, etc.

Away from: Not an alcoholic, doesn’t scream, doesn’t 

‘play games’, no drama, etc.

What would motivate you more in each exam-

ple below?

1. Your football team winning the league, or preventing 

them from being relegated?

2. Winning the race, or concern about not being able to 

inish?
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3. Having inancial security, or fear of being bankrupt or 

broke?

4. Focus on success and achievement, or fear of failure?

5. Would you work harder to achieve pleasure or avoid 

pain?

This will give you some insight into whether your natural 

tendency is to run a ‘towards’ program or an ‘away from’ 

program.

The ‘towards’ pattern

If you are motivated by a ‘towards’ pattern you will gener-

ally be more focused on what you want. You’re likely to 

work towards objectives such as:

• Achieving a particular goal or target

• Gaining promotion at work

• Fulilling a sporting goal

• Activities that bring you pleasure.

You will ind it easier to focus on the beneits of the activ-

ity. You will ind that you’re energized by targets and out-

comes. As you focus on what you want to accomplish, you 

tend to set priorities well. When operating at the extreme 

of this pattern, you may struggle to identify potential prob-

lems or recognize possible barriers to success. When also 

running a strongly proactive pattern, you may develop an 

almost kamikaze approach.
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A person in towards mode thinks in positive 

terms, identifying what they want to achieve. 

They have an image in their mind of what they 

want and they move more or less directly towards the reali-

zation of their goals. If the towards attitude is too strong, it 

can seem aggressive and insensitive rather than assertive.

The ‘away from’ pattern

If you run a strong ‘away from’ pattern, you’re more likely 

to focus on what could go wrong in a particular situation. 

You’re likely to work hard to avoid:

• Challenges

• Dificult situations

• Crises

• Disasters.

You’re likely to be motivated by:

• Problem-solving

• Identifying actual and perceived challenges and threats

• Being aware of everything that could go wrong.

If your motivations are truly ‘away from’, you’re likely to 

be easily distracted from objectives because you feel com-

pelled to deal with any problems that arise. Any deadlines 

or priorities that you have agreed are likely to be forgotten 

as you troubleshoot the latest issue to emerge.
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You will ind that you’re much clearer about what you’re 

trying to avoid than about what you want to achieve, and 

this inability to express a positive desire can make it very 

hard for you to formulate any kind of outcome.

How do we know which pattern is running?

To recognize which pattern another person is 

running, you just have to listen carefully to how 

they determine their goals.

When someone says, ‘I’m going to do XYZ 

because …’, listen very carefully to what comes 

next – it will tell you whether (in that particular context) 

their motivation is to work towards or away from the stated 

result.

Do they discuss their dreams and what they want to 

achieve? (Towards)

Or do they tell you what they want to avoid, and all 

the challenges that could prevent them from fulilling their 

objectives? (Away from)

For example:

1. My dream is to live in a large house in the country and 

be inancially secure. (Towards)

2. My dream is to get out of this neighbourhood and not 

be unemployed. (Away from)

3. This new contract will allow us to expand our business, 

raise salaries and buy new equipment. (Towards)
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4. This new contract will mean we don’t have to make 

redundancies, we can avoid a crisis, and don’t have to 

worry about old equipment failing. (Away from)

Which of these two motivation directions is 

better?

It’s impossible to state this unequivocally because there are 

no ‘better’ and ‘worse’ programs. It can be assumed that 

a towards pattern will be more useful in many situations 

where we’re focused on positive matters, on goals and not 

on obstacles. On the other hand, the ability to perceive the 

potential obstacles and dificulties is also a valuable one.

For motivation purposes, a person in ‘towards’ mode 

needs to be pointed in the right direction and be clear 

about the reward for achieving their goal (with occasional 

discreet checking to ensure that they stay on track). A 

person in ‘away from’ mode can be motivated by threats 

– however, be careful: if the threats become too intense, 

they may become afraid to do anything at all.

In NLP there’s a mantra: ‘Energy lows where 

attention goes.’ When considering this par-

ticular meta program, it’s important to bear this 

in mind. We tend to get what we focus on. If we focus on 

our problems, we get more problems and we tend to attract 

more challenges. When we focus on what we’re grateful for 

and what’s working well for us, we will ind reasons for 
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success and gratitude. This has been labelled the ‘Law of 

Attraction’ and has been covered in great detail in the 

international bestselling book and ilm The Secret.

I attribute much of my success to ‘energy lows 

where attention goes’, especially when it’s paired with 

action, responsibility, hard work, and setting well-formed 

outcomes.

Using the towards/away from meta program

Use speciic strategies to motivate people based on whether 

the ‘towards’ or ‘away from’ meta program is identiied:

• For ‘towards’ people:

Words: fulil, gain, get, attain, accomplish, achieve, 

the advantages, have, obtain what you want, beneit, 

bonus, target, include (words or phrases that take the 

person towards a target).

Style: towards the positive, goal-oriented.

Advantages: forward-thinking; goal-oriented; positive 

energy and drive.

Disadvantages: may get entangled by too many new 

initiatives at once; may be perceived as ‘gung-ho’; 

have a tendency to leave things uninished.

• For ‘away from’ people:

Words: avoid, exclude, recognize problems, not have, 

prevent, ix it, avoid, steer clear of, ind out what’s 
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wrong, there will be no …, solution, remove (words or 

phrases that take the person away from a situation)

Style: away from the negative, avoiding problems.

Advantages: very good at assessing risks and recog-

nizing what to avoid.

Disadvantages: overly cautious with a tendency to 

focus on the downside; may appear negative and 

unwilling to try new experiences; makes choices based 

on avoidance rather than a desire for something new.

Options/procedures
Are you always looking for better or alternative ways to 

do things, or are you more likely to follow a tried-and-

tested method? The options/procedures meta program is 

extremely useful to understand how you approach tasks 

and tackle challenges.

• You’re probably motivated by the options pattern if 

you’re motivated by choices, variety, and the chance to 

do something differently or better than previously. You 

may be very good at drawing up procedures for getting 

the job done, but you have no interest in following the 

procedure yourself. You initiate a new project with bra-

vado but may not ever complete it. You look at all the 

possibilities and when you have plenty of choices you 

take action ‘just because you can’.
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• You’re probably motivated by procedures if you 

believe a ‘right’ way to do things exists. You like your 

work to have a start point and an end point – basically 

you get things done. You can ind having too many 

choices about how to handle things dificult. You take 

action when you have the comfort of clear instruc-

tions or recommendations. You’re likely to take action 

because you feel you ‘have to’.

Identifying options/procedures patterns

Someone’s options or procedures preference is usually 

expressed in how they speak.

• Someone with the options preference uses a lot of ‘I 

can’ and ‘I could’. They’re more likely to recognize an 

opportunity and take action.

• Someone motivated by the procedures preference uses 

a lot more of ‘I must’, ‘I had to’, ‘I had no choice’ and 

‘I should’.

• Options people enjoy breaking or bending the rules. 

Exploring new ideas and possibilities is of great inter-

est to them. To motivate or inluence these people, 

use words such as: opportunity, alternatives, break the 
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rules, lexibility, variety, unlimited possibilities, expand 

your choices, options.

• Procedures people like to follow set rules and pro-

cesses. Once they understand a procedure they will 

repeat it over and over again. They have great difi-

culty developing new processes, and without a clearly 

deined procedure they feel lost or stuck. They’re 

more concerned about how to do something than why 

they should do it. Bending or breaking rules is heresy! 

They’re motivated by words such as: correct way, tried 

and true, irst … then … lastly, proven path, follow this 

procedure to the letter.

When they’re in ‘options’ mode, many people have a 

strong streak of creativity, which they may ind dificult to 

control. They prefer to ind their own route – usually with 

many diversions along the way!

When someone is in ‘procedures’ mode they ind choices 

distracting, and given half a chance will follow a set policy 

to the letter, often with no regard for the consequences.

A person in options mode really doesn’t need motivat-

ing, as self-motivation is one of their main strengths; rather 

they need to be kept irmly (but not too obviously) on track. 

A person in procedures mode is best motivated if they’re 

given detailed instructions, the need to make choices is 

minimized, and they can earn praise when they adhere to 

the standard procedures.
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Using the options/procedures program

Use speciic approaches to inluence people based on their 

preference for options or procedures:

• For an options-motivated person:

Words: possibilities, choice, play it by ear, alterna-

tives, options, new, break the rules, variety (words or 

phrases that offer options).

Style: love variety and different possibilities, start 

projects but don’t always inish them, willing to try new 

ways and offer choices.

Advantages: explore many options and provide 

people with choices; happy to test and break rules.

Disadvantages: may procrastinate and avoid making 

decisions until forced to do so by circumstances; very 

good at reinventing the wheel.

• For a procedures-motivated person:

Words: the right way, tried-and-tested, irst … second 

… and then … (words or phrases with clear structure 

and procedure).

Style: follow set rules, methods and procedures; like 

precise instructions, follow speed limits!

Advantages: very eficient; good with rule-based 

administration; will stick to agreed notes.

Disadvantages: the procedure may become more 

important than the job to be done; at worst bureau-

cratic and blocking.
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Internal/external frame of reference
The phrase ‘frame of reference’ refers to where you put 

your attention.

When you reference externally, you get your sense of 

self from things, events, and circumstances outside of your-

self. If you’re externally referenced you will deine yourself by 

your title, status, car, home, where you go on holiday, past, 

future, parents, children, needs, or condition. You’re on a 

constant journey of reafirming who you are – to yourself.

When you reference internally, life is much simpler. 

You know who you are. You know why you’re here. You 

know what gives you your greatest sense of satisfaction. 

You know what you want to contribute. You know what you 

want to leave behind after you’re gone and you’re doing 

something about it now.

An external frame is about getting your needs met. An 

internal frame is about living your life fully present, fully 

expressing your core values.

Also known as the ‘frame of reference’ ilter, the 

internal/external meta program is concerned 

with how people make judgements about their 

own actions. If you ask someone, ‘How do you know when 

you’ve done well at a given task?’, they may answer that 

they go by other people’s reactions (external), or that they 

base success on how they feel (internal) – or they may use a 

combination of the two.
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People with a signiicant element of external reference 

are relatively easy to motivate since your approval, or dis-

approval, will directly affect their perception of whether 

they’re performing well. Indeed, they can sometimes seem 

over-responsive, because someone in external mode will 

often hear other people’s input, even mild suggestions or 

queries, as commands.

People with an internal frame of reference are really 

only interested in their own opinions. Where someone in 

external mode hears input as commands, a person in inter-

nal mode hears external input, even direct commands, as 

mere information. These people may be hard to motivate 

unless you frame your approach in the appropriate terms.

People who are chiely internal will assess something 

as being ‘good’ through internal standards/beliefs and ‘gut 

feelings’. They will say: ‘I just know it’s good’, or ‘It makes 

me feel good’.

People who are chiely external will have a list of criteria 

as a reference for what is ‘good’, saying, ‘It has this and this 

quality’, or perhaps mentioning that other people value it.

Internal people have dificulty accepting other 

people’s opinions and outside direction, even 

if they are good ideas. If they receive negative 

feedback on something they believe they have done well, 

they will question the judgement of the person giving the 

feedback. They may gather information from outside 
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sources; however, they will assess it based on their own 

internal standards. You can motivate this type of person by 

the following words: you know what’s best, only you can 

decide, it’s up to you, I need your opinion.

External people need outside direction and feedback 

to stay motivated and to know how well they’re doing. 

Without external validation, they may feel lost or have dif-

iculty starting or continuing an activity. They may interpret 

a simple discussion as an order and then feel swamped with 

all you’ve directed them to do. They’re motivated by words 

such as: according to the experts, others will think highly of 

you, you will be recognized for your efforts.

Using the internal/external frame of reference 

program

To motivate based on an individual’s feedback pattern, use 

speciic strategies:

• For people with a strong internal program:

Words: you know, you may wish to consider, you may 

want to think about, only you can decide, a sugges-

tion for you, up to you, what do you think? (words or 

phrases about personal feelings).

Style: know within self, use own feelings, happy to 

make own decisions.

Advantages: can stay motivated when there’s little 

feedback or praise.
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Disadvantages: internal standards may override, and 

sometimes cancel out, external evidence; will dis-

regard evidence, facts, and sound advice from other 

people.

• For people with a strong external program:

Words: the feedback is, results show that, the person 

with authority says, what I’ve noticed, the word on 

the street is, opinions are, statistics show (words or 

phrases about other people).

Style: depend on others, facts and igures, need 

feedback.

Advantages: will make decisions based on concrete 

facts and evidence, or maybe just the ‘feel good’ fac-

tor, so long as it comes from an external source; able 

to give excellent customer service and help to others.

Disadvantages: will get stressed when there’s a lack 

of external feedback; needs frequent feedback on 

performance to make good progress; will be indecisive 

if there’s a lack of feedback.

Time orientation: In time/through time
This meta program describes how people arrange their 

perception of events past, present and future. This pattern 

can also be called inside time/outside time.

In time describes someone who becomes caught up 

in the stream of events in their lives. They can only ‘see’ 

events in the immediate future and the immediate past, 
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which tend to be straight in front of them and right behind 

them, respectively. This makes it dificult for someone ‘in 

time’ to look objectively over past events, plan ahead, esti-

mate the time required to complete a task – or turn up on 

time. But they do value each moment.

Someone in through time mode, however, ‘sees’ 

events as something like a stream lowing past in front of 

them. They’re better able to view the past and plan ahead, 

and thus see how events are developing. They spend their 

time planning and making sure they’re not late for meet-

ings. However, their preoccupation with planning their next 

moment or analysing the last may prevent them from con-

centrating on the matter in hand.

Using the time orientation meta program

To motivate based on an individual’s time orientation pat-

tern, use these speciic strategies:

• In time people:

Words: now, here, enjoy the moment, be present, be 

aware of, feel, (words or phrases that are focused on 

the present).

Style: live in the moment, spontaneous, impulsive, 

don’t look back or to the future much.

Advantages: can concentrate on tasks; emotion-

ally and mentally engaged in each activity and every 

experience.
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Disadvantages: frequently late and can give the 

impression of not being concerned about timekeep-

ing; may get involved in too many things through 

attachment.

• Through time people:

Words: In the past, next time, previously, last time, in 

future, historically (words or phrases about the past or 

future).

Style: preoccupied by thoughts of the past and future, 

often neglecting the present moment.

Advantages: good planner and timekeeper.

Disadvantages: may give the impression of not being 

engaged in the current activity; being on time, and 

scheduling activities, can become more important than 

the activities themselves.
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10. The meta model

One of the chief beneits of NLP is to increase lexibility of 

response. But being able to respond to a situation using only 

a meta program can limit your choices and ability to enjoy 

life. The aim of this section is to give you greater choice in 

how to perceive and respond to everyday situations.

As a general rule of persuasion, you must use a person’s 

existing meta program to persuade them of your outcome. 

But this process is less persuasion than an exercise in per-

sonal development and lexibility. As a further beneit, if 

you wish to have meaningful conversations or relationships 

with others who have different meta programs, you need 

to respect their models of the world, be lexible and speak 

to them in their language. Thus by applying this technique 

you will better understand other people’s perspective on 

the world.

Filtering language
As we saw in Chapter 9, in conversation we unconsciously 

use three ilters or processes: deletion, distortion and 

generalization. These ilters transform what we experi-

ence with our senses into our internal thoughts. They clarify 

our experiences and help us to interpret the true meaning 

behind what people say.

They can work positively and negatively. You can iden-

tify the ilter a person is using by listening to signs in their 
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language. When you recognize the pattern being used, you 

can ask speciic questions to ascertain the true meaning of 

their communication. These speciic questions were origi-

nally developed by Richard Bandler and John Grinder in 

1975, and are referred to in NLP as the meta model.

If we recognize which ilters people are using, 

we can anticipate how they’re likely to react to 

what we do and say – this is where meta mod-

els are useful. With a language ilter identiied, questions 

can be phrased more speciically to gain greater under-

standing. Questioning helps to:

• Gather more information to ind what may have been 

left out or deleted

• Clarify meaning, when evidence has been distorted 

from the true meaning

• Identify a limitation, to offer more choices when infor-

mation has been generalized.

We communicate in words by deleting, distorting and gen-

eralizing the deep structure of our experience into a spo-

ken surface structure. The meta model is a set of language 

patterns and questions that reconnect the deletions, distor-

tions and generalizations with the experience that gener-

ated them. The meta model questions ‘reverse engineer’, 
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working on the surface structure to gain insight into the 

deep structure behind it.

As Richard Bandler and John Grinder noted in 1975:

With the artful use of Meta Models, the practitioner 

can involve the client in recovering the deep structure 

– the full linguistic representation. The next step is 

to challenge that deep structure in such a way as to 

enrich it. […] The basic principle here is that people end 

up in pain, not because the world is not rich enough 

to allow them to satisfy their needs, but because 

their representation of the world is impoverished. 

Correspondingly, then, the strategy we, as practitioners, 

adopt is to connect the client with the world in some 

way that gives him a richer set of choices. In other 

words, since the client experiences pain by having 

created an impoverished representation of the world 

and forgetting that the representation is not the world, 

the practitioner will assist the client in changing just in 

case he comes to behave in some way inconsistent with 

his model and thereby enriches his model.

The Structure of Magic, Volume 1

The name ‘meta model’ came about because 

‘meta’ means ‘above’ or ‘beyond’, so the meta 

model is a model of language on language, clari-

fying language by using language itself.
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What does a meta model do?
A meta model seeks to understand the underlying per-

spective of the individual. When an individual is asked to 

describe their problems, they will usually constrain their 

choice of words, modify, generalize or remove certain infor-

mation that was part of the actual experience. The person 

will usually portray the situation in close relation to their 

understanding of the experience, and will not usually give 

out all the details that caused, or occurred during, that 

event.

The meta model comprises a set of explicit questions 

and language patterns that are intended to question and 

enlarge the boundaries of the map of perception of that 

individual as regards the surrounding world. Typically, ques-

tions may be in the form of:

• ‘What X, speciically?’

• ‘How, speciically?’

• ‘According to whom?’

• ‘How do you know that?’

A way of making sense of the meta model is 

to be aware that not everything that is being 

thought of is actually put into words, result-

ing in deletion of certain facts or observa-

tions. Several assumptions could be made by the individual 

and there could be structural incorrectness compared to 
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the facts, leading to a distortion in the event portrayed. 

There could also be an inclination to use wide-ranging 

statements leading to generalization of the core idea or 

problem at hand. In addition to this, the listener might not 

fully comprehend or correctly interpret what is being said, 

and the image generated after being iltered through their 

own set of beliefs and assumptions might drastically devi-

ate from the actual truth.

Let’s look at the three categories of the meta model and 

how to recognize them in everyday speech.

Generalizations

Deinition: ‘One example is taken to be representative in 

a way that narrows possibilities. The process of creating a 

general rule or assumption on the basis of a very limited 

amount of evidence.’

Think about words that raise emotions in otherwise 

rational people: ‘You always say that.’ When you spot a per-

manent, all-embracing word like ‘always’, ‘never’, ‘every’, 

‘all’ or ‘none’, you’re probably on to a type of generaliza-

tion known in NLP as a universal quantiier. These words 

are deadly, in that they eliminate nearly all of the choices 

and alternatives that better thinking provides. They can 

end conversations and relationships and induce ulcers. The 

effective response is to pose the universal word as a ques-

tion: ‘Never?’, ‘Always?’, etc. This usually exposes either an 
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absurdity or at least an exaggeration. Having raised doubt 

about the universality or permanence of the statement, you 

can explore further: ‘In what circumstances might you …?’, 

or ‘Have there been occasions when [e.g.] he wasn’t late?’

Watch out also for cases where the offending 

words are missing but implied. ‘Takeaway food 

is unhealthy’ implies that all takeaway food is 

unhealthy and is another example of a 

generalization.

Start off by spotting the common words. Then, with 

practice, you’ll begin to spot the hidden patterns.

Another common pattern includes words like ‘cannot’, ‘pos-

sible’, or ‘impossible’. How often have you heard expres-

sions like ‘You can’t do it like that’ or ‘That’s impossible’? 

These are just as restricting, if unchallenged, as ‘never’ or 

‘always’. They are clariied by asking the question: ‘What 

would happen if you did?’, or ‘What exactly is stopping 

you?’ In doing this you’ll be able to distinguish between 

what is really impossible, and what is a type of generaliza-

tion called a modal operator of possibility. Getting what 

you want involves habitually attempting to achieve the 

impossible.

Its sister pattern, the modal operator of necessity, is 

signalled by words like ‘should’ and ‘should not’, ‘must’ and 

‘must not’, ‘ought’ and ‘ought not’. Again, you can respond: 
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‘What would happen if you did?’ A lot of these patterns 

date back to childhood and social conditioning. They’re 

based on rules that may be long past their sell-by date, yet 

are still part of our language and thoughts. ‘You shouldn’t 

mix with those people’ invites the response: ‘What would 

happen if I did?’ Challenging these codes of necessity 

doesn’t imply rebellion or anarchy, just healthy questioning 

to see if choices are being unknowingly missed.

Note that this and other meta model responses 

don’t ask ‘Why?’, but ‘What? or ‘How?’ The 

technique explores alternatives without set-

ting any moral agenda, aiming to create alternative points 

of view, and more possible outcomes.

The inal generalization, known as a complex equivalence, 

is when two statements are put together as though they 

mean the same thing. Example: ‘She must be tired … she’s 

been running around all day’, or ‘He’s not smiling … he’s 

not enjoying himself’. In these cases, ‘running around all 

day’ is taken to be equivalent to ‘being tired’ and ‘not smil-

ing’ equivalent to ‘not enjoying himself’. These are more 

insidious than ‘never’ and ‘can’t’, as there are no obvious 

words to watch for. The meta model response is: ‘How does 

this mean that?’
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Usually it’s obvious that the statements aren’t equiva-

lent, so the skill is in spotting the pattern rather than com-

ing up with a clever exposé of the misuse of language.

GENERALIZATION – TAKING SPECIFIC 

EXPERIENCES AND CREATING A GENERAL 

PRINCIPLE

Examples of language used Questions to ask

‘Everything is going wrong.’ ‘Everything or just one aspect?’

‘This always happens.’ ‘Always or just occasionally?’

‘Everyone gets in the way.’ ‘Everyone or just someone?’

AIM: To expand the conversation away from the limits the 

person is setting.

HOW: Ask questions to ascertain if it happens every time 

and if it’s always the case. Use: ‘Every time?’ ‘What would 

happen next?’ ‘What stops you?’

Deletions

Deinition: ‘Important information is left out and limits 

thoughts and action. The process of ignoring certain items 

of information about some event or person (for any reason).’

Deletions are the language that’s missed out before it 

becomes a spoken or written communication. Think of the 

common expression: ‘It’s a matter of opinion.’ What is? The 

noun ‘it’ is unspeciied. Or: ‘They’re out to get me.’ Who 

are they? ‘Things are getting out of hand.’ What things? 
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Unspeciied nouns are clariied by asking: ‘Who or what 

speciically?’

Not only do we omit speciic nouns, we do the same 

with verbs to equal effect. ‘He lost his watch’ – how did he 

lose it? ‘She hurt her leg’ – how did she hurt it? Many verbs, 

although they are ‘doing’ words, leave out lots. Words like 

‘travelled’, ‘helped’ or ‘worked’ don’t tell us how, so we’re 

left guessing what exactly happened, or what was done. 

Unspeciied verbs are clariied by asking: ‘How, speciically?’

Sometimes verbs describing an ongoing process 

are turned into nouns. For example, the verb ‘educate’ 

becomes ‘education’, and ‘fulil’ becomes ‘fulilment’. Such 

nouns seem intangible – you can’t wrap education in a box 

or lock fulilment in your garage. So a lot of speciic mean-

ing is lost when we use nominalizations, as they’re called. 

Words like ‘respect’ can have very different meanings, 

depending, for instance, on who is respecting whom, and 

how that respect is demonstrated.

Business and government communications 

are often full of nominalizations, which is why 

it seems that a lot of words are used when 

little meaning is communicated. To get at the 

missing information you have to turn the nominalization 

back into verb form, and ask who is doing what, and how 

are they doing it? Who is educating whom and how? ‘She 

has a bad memory’ (a nominalization) raises the question: 
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‘What does she not remember [the verb], and how does it 

affect her?’

 

DELETION – OMITTING INFORMATION

Examples of language used Questions to ask

‘That was good.’  ‘What aspect is good, speciically?’

‘He made me angry.’ ‘In what way?’

‘Customers can make it  ‘Which customers?’ ‘How will it  

 very dificult.’  be dificult?’

AIM: To gather additional information to obtain a clear out-

come or clarify the message.

HOW: Ask questions to obtain more information, e.g. ‘Tell 

me more, what other information do you have, where, when, 

how, what, who?’ Use: ‘Exactly, speciically, precisely.’

Distortions

Deinition: ‘Information is twisted in a way that limits choice 

and leads to unnecessary problems and pain. The process 

of reshaping information so that it misrepresents external 

reality (for any reason).’

The distortions category of language patterns includes 

everyday language that you will be familiar with. Have you 

ever had someone make a statement like: ‘You’re not sure, 

are you?’ Or: ‘You won’t like him.’ This is quite simply mind 
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reading! And this sort of statement only makes sense if we 

can read each other’s thoughts. These patterns are used 

when someone thinks they know, without evidence, what 

another person is thinking or feeling. For example: ‘He was 

delighted, but just didn’t show it.’ We make these assump-

tions all the time, often based on non-verbal cues that we 

think we understand.

As with all these common language patterns, 

we’re likely to see distortion used by others 

long before we recognize it in ourselves.

There’s a fascinating variation on this mind-reading theme. 

Sometimes we wrongly assume that people can read minds, 

and language supports this: ‘You knew it would upset me.’ 

Or: ‘You must have known I wouldn’t like that.’ ‘Mind read-

ing’ and ‘projected mind reading’ are classic recipes for 

disagreements and conlict.

How do you respond to mind reading? By asking a 

question:

‘Cathy doesn’t care about me.’

‘How do you know Cathy doesn’t care about you?’

‘Because she never calls or asks about my work anymore.’

The question has elicited another statement, which forms a 

complex equivalence (not asking about work is equivalent 
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to not caring) and also includes the universal quantiier 

word ‘never’. By asking the question ‘Never?’, you can put 

the work discussion in context. Then you can go on to ask: 

‘How does this mean that?’, which will soon show up any 

false link between the two statements.

Another distortion that’s closely related to the complex 

equivalence is the familiar pattern of cause and effect. ‘He’s 

been happier since she returned’ assumes that ‘her return-

ing’ is the cause of him ‘being happy’. It’s easy to miss these 

and fall into the trap of assuming a link when no cause and 

effect relationship exists. You clarify this language pattern 

by asking: ‘How, speciically, does this cause that?’

A close relationship to the cause and effect pattern is 

a presupposition. ‘Shall we meet at your place or mine?’ 

presupposes  that you’re willing to meet, and if so at one of 

the venues mentioned. ‘Would you like red or white wine, 

sir?’ presupposes that sir would like wine. Presuppositions 

can be challenged by asking: ‘What makes you believe 

that …?’

 

DISTORTION – CHANGING THE MEANING

Examples of language used Questions to ask

‘Wearing that outit means you 

don’t take this job seriously.’

‘What speciically about this 

outit makes you think that?’
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Examples of language used Questions to ask

‘Sitting next to Alexia at the 

party means she’ll like you 

and want to date you.’

‘How does sitting next to her 

guarantee that she’ll want to 

date you?’

‘Your comment made me 

upset.’

‘How exactly did what I said 

make you feel upset?’

AIM: To ascertain the underlying meaning.

HOW: Ask questions related to how you know and what 

the evidence is. Use: ‘Who says?’ ‘How do you know?’

People respond to events based on their inter-

nal pictures, sounds and feelings. They also 

collect these experiences into groups or cate-

gories that are labelled with words. The meta model is a 

method for helping someone go from information-poor 

word maps back to the speciic sensory experiences that 

they’re based on.

It’s here in the information-rich speciic experiences 

that useful changes can be made that will result in changes 

in behaviour. This can be used to change your own behav-

iour as well as that of others.
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11. Employing the language 
of success

How can an understanding of the meta model patterns 

help you to get what you want?

Most of what we do involves other people, and so-

called ‘successful’ people seem to be good communicators. 

The meta model puts interpersonal communication onto 

another plane, and makes language work for you rather 

than against you. You will have seen that there’s a standard 

type of response to every pattern. This doesn’t mean that 

you will always have to use the response in conversation. 

Merely recognizing a pattern and being able to question it 

mentally will change the way you perceive a situation, how 

you feel, and how you behave.

Making it work for you

Knowing that a language pattern exposes an 

absurdity means that you won’t let it affect you 

in a serious way – your feelings will be inluenced by your 

interpretation of the statement, and your interpretation will 

take account of any defect in the language. So you should 

no longer be fooled by statements that try to limit what 

you can or should do.
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Where you spot a deletion, and you want to gather 

more information, you’re free to make a response and get 

better understanding, for your own purposes.

You need not build your own outcomes on untruths, 

be they presupposition, mind reading, or wrong cause and 

effect relationships. Nor need you be tricked into making 

meaningless comparisons. When you formulate your goals 

and plans you will instinctively avoid nominalizations and 

start using words that have speciic, motivating meaning 

for you.

The inner voice
As we saw in Chapter 6, much of language is not physically 

spoken. It’s that self-talk, or inner voice, the way you think 

things out, or express what you feel to yourself. Much of this 

dialogue, which is very close to the surface and so suffers 

from the same deiciencies as spoken language, takes on 

the form of meta model patterns. So you’re as likely to be 

deluded by your own inner voice as by other people’s.

‘You can’t do that’ might be something you say to your-

self far more than it’s said to you by others – and you’re 

far more likely to believe yourself. All the meta model 

responses, therefore, also apply to your inner voice. Where 

you need to be very careful in your tone of voice when mak-

ing a response to someone else who might be antagonized, 

you need not be so considerate with yourself.
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Meta model skills help you to clarify your own 

thinking and control your own feelings, as well 

as helping you to express yourself and negoti-

ate persuasively.

Find a feature or editorial piece in a popular 

newspaper or magazine and see how many 

meta model patterns you can spot. Go over 

the text a few times – each time you will prob-

ably ind new examples. Then scribble down the responses 

you would use, imagining you were addressing the writer of 

the article or the people being quoted.

Next, make a point of listing meta model language pat-

terns when at work, at home and in a social setting. See 

which ones are the most common. Don’t try to pick up 

every word, just listen, identify patterns (even if you can’t 

put them into a category), and mentally form a response.

These exercises will help you to see things in a very dif-

ferent way, will give you greater objectivity, and will mean 

that you take more control of your feelings, giving you more 

control of your life and what you do with it.
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What can the meta model do for you?

• Gather information: By challenging deletions, the 

meta model recovers important information that has 

been left out of the surface structure.

• Clarify the meaning: It gives a systematic framework 

asking: ‘What exactly do you mean?’ When you don’t 

understand what another person means, that is your 

cue to ask meta model questions.

• Identify limits: By challenging the rules and generali-

zations that you’re applying to your own thinking, the 

meta model questions show where you’re limiting your-

self and how you could be freer and more creative.

• Give choices: By showing the limits of language and 

thought, especially where distortions are limiting clear 

thought and action, the meta model expands your map 

of the world. It doesn’t give the right answer, or the 

right map, but it enriches the one you have.
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12. Embedded commands

In the previous chapter we looked at the meta model pat-

tern of presupposition, which can be used to manipulate 

people in situations such as politics and advertising. But 

what would happen if we used such techniques to inlu-

ence people? Would that make us bad people? My belief 

is that if we’re using techniques such as the ones I’m about 

to introduce to you with positive intent, to inluence some-

one to a ‘win-win’ outcome, or to get the kids to bed, or 

help your colleague inish his project, or even get yourself 

upgraded on that light, then it can’t be regarded as manip-

ulation – and deinitely will not relect negatively on you.

Embedded commands are patterns of language that 

bypass conscious reasoning and speak directly to the sub-

conscious mind. Embedded commands inluence people at 

the subconscious level. This allows you to direct people to 

take speciic actions.

Your brain is always analysing what’s going on around 

you. It’s trying to ind similar things from your past and 

trying to line them up with each other. The subconscious 

mind has stored millions of conversations with other human 

beings. These conversations have become so routine that 

the mind has virtually fallen asleep.
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Your subconscious mind runs on autopilot. It’s 

accustomed to remembering or responding to 

stuff day after day. Remember, the older you 

get, the more you think, ‘autopilot has heard this before’.

When using embedded commands correctly, you create 

unusual patterns of language that force the subconscious 

mind to wake up and pay attention.

Well, what’s the result? The subconscious has received a 

direct and speciic command that it feels compelled to act 

on.

Viruses of the mind
Embedded commands are techniques for ‘planting’ a 

thought (state, process, or experience) within the mind of 

another person beneath the person’s conscious awareness. 

This is done through presuppositions, which are assump-

tions implied within verbal structures, as we saw in Chapter 

10. If you think of an embedded command as a ‘virus of 

the mind’, then the phrase used to deliver that command is 

the invisible hypodermic needle used to inject that ‘mental 

virus’ into the mind of your target. This phrase is known as 

a weasel phrase.
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Weasel words or phrases are aimed at creating 

an impression that something speciic and mean-

ingful has been said, when in fact only a vague 

or ambiguous claim has been communicated. 

For example, an advertisement may use a wea-

sel phrase such as: ‘Up to 50% off on all prod-

ucts.’ This is misleading because the audience is invited 

to imagine many items reduced by the proclaimed 50%, 

but the words taken literally mean only that no discount 

will exceed 50%, and in practice the vendor is free not to 

reduce any prices and still remain faithful to the wording of 

the advertisement.

Weasel words can imply meaning far beyond the claim 

actually being made. Some weasel words may also have 

the effect of softening the force of a potentially loaded or 

otherwise controversial statement through some form of 

understatement, for example using words such as ‘some-

what’ or ‘in most respects’.

In the English language, commands end with a down-turn 

in tonality. Embedded commands require the use of a com-

manding tonality to be effective. These commands usually 

possess the word formation of a question, but the tonal-

ity of a command. For example: ‘What’s it like when you 

become incredibly loving!’
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The purpose of using embedded commands is to move 

the mind of the recipient in the direction you want it to go 

without seeming to be intruding or ordering in any way.

Combine the weasel phrase with a command 

verb, like ‘get’, ‘become’, ‘experience’, 

‘remember’, etc. Bolt on the state, process or 

experience you want the other person to have, and you’ve 

got your embedded command. The formula is:

Weasel phrases

+ command verbs

+ states, processes or experiences

+ commanding tonality

= embedded commands

Here are the most important and useful weasel phrases. We will 

use each one to embed the command, ‘feel incredibly loving’.

1. When you … ‘When you’ presupposes that the person 

is going to do the thing or experience the state you 

describe, so it’s no longer open to debate or doubt. 

‘When you feel incredibly loving, do you ind yourself 

compelled to act on it?’

2. What would it be like if …? This weasel phrase is, 

in effect, a command for the person to imagine the 
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condition or occurrence named or described after it. 

‘What would it be like if you were to feel incredibly loving?’

3. A person can … Talking about ‘a person’ delects 

any resistance on the part of the recipient, since you 

really aren’t talking about him or her. ‘A person can 

feel incredibly loving, talking with someone they really, 

really like!’

4. If you were to … By saying ‘if,’ it delects resistance 

while directing the person to imagine the experience, 

condition, feeling or situation you’re describing. ‘If you 

were to feel incredibly loving, do you think you might 

feel compelled to act on it?’

5. As you … This phrase assumes that the person will do 

the behaviour or undergo the condition you describe. 

‘As you feel incredibly loving, can you feel how excited 

you’re getting?’

6. It’s not necessary to … By saying it isn’t necessary, it 

eliminates any resistance, since you’re saying they don’t 

really have to do it (even though they will!). ‘It’s not nec-

essary to feel incredibly loving, as you listen carefully to 

what I say!’

7. You really shouldn’t … Since you’re saying they 

‘shouldn’t’, it’s not like you’re trying to get them to do 

anything, are you? ‘You really shouldn’t … feel incred-

ibly loving!’
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8. You might ind … Useful as the start of an intensify-

ing chain of phrases. It implies that they’re going to 

experience what you describe as something that just 

happens, so it’s not like you’re commanding them to do 

it. ‘You might ind as you feel incredibly loving, that it 

could lead to your acting on it!’

9. To the point where … This phrase connects one thing 

the recipient is experiencing with the next thing you 

want them to experience, so it’s useful both as a con-

nector and an ampliier. ‘You might ind those pictures 

start to get bigger and brighter to the point where you 

feel incredibly loving!’

10. Invite you to notice … This has the same effect as ‘you 

might ind’ because it implies that what you describe 

is going to happen. Plus, ‘invite’ has pleasant connota-

tions of it being voluntary and polite. ‘And I invite you 

to notice how the warmth of my voice can allow you to 

feel incredibly loving!’

11. How surprised would you be to … This implies that 

the event you describe is certainly going to happen, 

and the only question is how surprised they’ll be by it. 

An example is: ‘How surprised would you be to ind 

that you can feel incredibly loving?’

By using these basic building blocks, you’ll be able to create 

virtually any and all states you want to create, very rapidly, 

in the people you really want to persuade.
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How to use embedded commands
When you’re in normal, everyday conversations you can 

inluence people to watch the ilm you want to watch, 

accept your suggestion, do the dishes, get them to sell 

their house, sign the contract, or whatever else you want 

them to do with absolutely no resistance.

How is there no resistance? Because embedded com-

mands bypass conscious reasoning and speak directly to 

you at a subconscious level. People simply begin to get it 

in their minds that they should do whatever it is you want 

them to do. Embedded commands are one-to-four-word 

groups that order you to do something, and they make 

sense on their own.

Examples of powerful embedded commands

When I run a seminar, I usually begin by using 

some embedded commands to prepare the del-

egates for action.

For example: ‘Usually my delegates do as I 

say. Shall we begin?’

As I would usually have asked a number of questions 

that they would all have responded to positively, everyone 

always answers afirmatively. Internally, the delegates may 

be thinking: ‘Did he just say I had to do what he said?’

And here’s an example my trainer used on me during 

marathon training: ‘If you don’t train every day, you’ll strug-

gle when it comes to marathon day. Don’t you agree?’
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The inlection is on ‘train every day’. Even though it’s 

structured in the form of a question, you’ve included the 

answer: ‘Yes, you do agree.’ Train every day is the embed-

ded command.

Further examples include:

• ‘You should let me coach you, so I can help you get 

what you want.’ Let me coach you is the command.

• ‘You must take notes while I’m speaking. You’ll learn so 

much more. Shall we do that now?’ Take notes is the 

embedded command.

• ‘You can begin to relax now that you’re here.’ Begin to 

relax is the embedded command.

• ‘You need to think deeply about what you’re saying.’ 

Think deeply is the embedded command.

• ‘I don’t know when you’ll feel motivated.’ Feel moti-

vated is the embedded command.

Follow these four rules to incorporate embed-

ded commands into your phrases:

1. Pause before the embedded command.

2. Go louder on the embedded command.

3. Down-turn in tonality on the embedded command.

4. Pause after the embedded command.
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Make a list of embedded commands and prac-

tise incorporating them into regular conversa-

tions. Examples include:

• Sign the contract

• Trust me

• Accept this offer

• Work with me

• Decide now

• Act now

• Do what I say

• Do as I say

• Feel motivated

• Get excited

• Take action

• Agree with me

• Convince yourself

• Believe me

• Extend the deadline

• Come to my ofice

• Sign this now

• Listen to me

• Accept less

• Take notes
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Uses, abuses and beneits of embedded 
commands
Embedded commands will not automatically make any-

one do what you want them to do. However, by the nature 

of how they work, the recipient will have to think about 

the focus of the command, however briely. What they do 

from there is up to them, but you will have embedded the 

thought into their heads.

These are the key uses and beneits of embedded 

commands:

Control how the masses think

Politicians use embedded commands in their speech con-

tinually. In a speech by Tony Blair a few years ago, he con-

tinually used the phrase: ‘We, like America, need to …’ 

Needless to say, at the time, support in the UK for American 

foreign policy was low and Blair wanted to change that. 

If you can embed commands directly into your speeches, 

presentations and conversations, just how much more can 

you move people the way you want them to go? How much 

would you want to learn about how to do this?

Accidentally embedded headaches

Recently I was listening to two women talking while on a 

plane to New York. One woman complained about a head-

ache and then (unintentionally) spent the next ten minutes 

using embedded commands to install the same headache 

in her friend. I only overheard the conversation and even I 
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began to develop a headache. If she could do this by acci-

dent, imagine what people might wilfully be doing to us.

Booking business meetings

When Dee joined our sales team she was tasked with 

re-engaging lapsed clients through telesales. After a couple 

of days of non-committal responses, lots of frustration and 

many hours on the phone, she asked for my help. I changed 

two words in her script and got her to use command tonal-

ity with her voice. In short, we changed two sentences from 

weak questions to strong embedded commands. The next 

day she got four appointments from eight calls.

Getting dates

A friend of a friend who I met at an event was telling us he 

had just proposed. I asked him how he had met his partner. 

His response was online dating, and out of curiosity I asked 

about his experience with it. He said that he had struggled 

for years with not attracting the right people and for long 

periods he wasn’t receiving any contacts from his proile at 

all. Then a coach suggested he change a sentence in his 

online dating proile to read: ‘Only contact me if you want 

…’, and he bullet-pointed a list of beneit statements about 

dating him. He got more contacts on the day he made the 

change than he had the three months before – and one of 

them happened to be his future iancée!
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Making sales

Think about embedded commands and see how many 

there are in the following sentence:

‘Before you consider buying, let’s talk about the beneits 

so you can make the right decision – that way you can buy 

with conidence.’

I’ve deliberately not marked out the voice intonation so you 

have to get this for yourself. Once you’ve got at least three, 

just imagine how powerful a simple sentence like this can 

be – and what will happen when you begin constructing 

and delivering these kind of commands yourself.

Other people are using them on you

Advertisers, sales professionals and politicians 

all know about these ideas and aren’t shy of 

using them. A quick trawl around the internet will give you 

hundreds of examples from Tony Blair to Barack Obama, 

from internet marketers to TV advertising. Even if you don’t 

want to use them on other people, you need to learn about 

embedded commands to understand how they’re being 

used on you.
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Creating a Toolkit

13. Goal-setting

Goal-setting is a prerequisite to success in most areas of 

life. Yet 95% of people still don’t set goals.

The NLP model enables us to go beyond mere goal-

setting into the actual programming of our minds to drive 

us towards our desired goal.

The brain works primarily from our sensory system 

(pictures, sounds, feelings). The NLP goal-setting model 

addresses this by getting our goal to be sensory-speciic. 

But it doesn’t stop there. For the brain not only uses the 

sensory system, it also uses our word meanings that drive 

the sensory system. For this reason, the NLP goal-setting 

model makes absolutely sure that we use language our-

selves in such a way as to drive our very neurology and 

physiology towards obtaining our desired goal.

The NLP goal-setting model helps you to concentrate 

on what you internally see, hear, and feel. Your attention 

will direct itself towards external and internal resources 

necessary for achieving the goal.

The NLP model provides the following key 

components that enable you to effectively 

identify your desired outcome – and it begins 
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by eliciting that outcome immediately:

1. State the goal in positive terms.

2. Specify the goal in sensory-based terms.

3. Specify the goal in a way that you ind compelling.

4. Run a quality control (ecology) check on the goal to 

ensure balance in all areas of your home/work life.

5. Ensure that the goal can be self-initiated and maintained.

6. State the context of the goal.

7. State the resources needed to achieve the goal.

8. How will you evidence success?

The goal-setting process

Deining our goals

Firstly we must recognize and deine our goals. The six-step 

process below is a method for formulating a goal and then 

checking to ascertain if the goal will work.

1. Where do you want to be, or what do you want to 

achieve? Answer this question against each goal.

2. How will you know when you have succeeded?

3. What will the effects be on you and those around you?

4. What resources do you need to succeed? Do you have 

the resources or access to the resources?

5. What has prevented you from doing anything about 

this before? How can you stop it happening this time?

6. Final check – is this all you can achieve, want or desire?
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Clarifying our goals

A useful tool for clarifying our goals is the ‘SMARTO’ 

framework:

S – SPECIFIC: ‘To be happier’ is non-speciic, indeinable 

and impossible to quantify. ‘To get up at 6.30 instead of 

7.30, so that I can be in the ofice an hour earlier’ is speciic.

M – MEASURABLE: It’s impossible to tell if the goal has 

been achieved if it can’t be measured. It’s also encourag-

ing, especially as the goal may take some time to achieve 

fully, if the progress towards the goal can be measured.

A – ACHIEVABLE: The goal has to be realistic. Attempting 

a goal that isn’t clearly achievable will only result in dis-

appointment. It’s pointless for someone with a numeracy 

problem to enrol on a degree course in mathematics. By 

adjusting the goal to enrolling in numeracy classes, you’re 

attempting something with a realistic chance of suc-

cess, which may or may not lead to a desire for further 

achievement.

R – REALISTIC/RELEVANT: The goal must be relevant to 

you and your situation. Going for long walks in the country-

side may be enjoyable, but it’s hardly relevant for someone 

who is trying to meet new people.

T – TIME: There must be a speciic period over which either 

all, or a speciic part of the goal, will be achieved. If goals 

are likely to take too long, they should be broken down into 
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stages, so that you can see quite clearly how far you have 

progressed.

O – OWN: The goal MUST be your own, otherwise it’s 

unlikely to succeed or sustain.

The SOFI goal analysis tool
SOFI stands for Strengths, Options, Fears and 

Impediments.

Let’s take, for example, the goal of running the London 

Marathon in April next year, and put it through the SOFI 

process:

What are your strengths?

What can you do, or what do you already do, that will help 

you to achieve this goal?

• I enjoy being outdoors

• I’m in relatively good shape

• I have friends/family that run

• I’m enthusiastic and motivated.

What are the options available to you to achieve this 

goal?

• There’s a local running club that I can join

• I can subscribe to a web forum for advice

• I can purchase a running magazine/book

• I could join a gym

• I can rope a friend into running/training with me
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• I could sign up with a personal trainer.

What scares you about this goal?

• I may fail to achieve it

• I may embarrass myself

• I’m not a runner

• People might laugh at me.

What impedes me from achieving this goal?

• Time available to train

• The demands of my family

• I have a very busy workload

• I’m too tired to train

• I can’t afford the proper equipment (shoes, clothing 

etc.).

Once a goal has been through the SOFI process, all the hid-

den reasons for not achieving the goal tend to come to the 

surface. This enables you to challenge, support or encour-

age yourself towards goal accomplishment.

It’s very useful to run this process over all the 

SMARTO goals that you set for yourself. Using 

the SOFI process can often provide you with 

extra insights and frequently tips the balance enough to 

precipitate goal success.
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Four steps to success
There are four essential steps to getting what you want. 

They are simple, yet profound. They are the basis of all 

human success, and the foundation of NLP.

If you’re committed to achieving your desires, these 

steps are suficient, even without further support or expla-

nation, to make signiicant changes in your life. When 

reinforced with the speciic NLP principles and techniques 

described in this book, they provide all the technology you 

need to get what you want.

1. Know your outcome

NLP focuses on knowing your outcome – the result that you 

want to achieve. Any successful person knows what he or 

she wants. This is what marks out achievers. If you’re not 

particularly ambitious or goal-orientated, it might not seem 

natural to state your goals in a speciic way. But you can 

start somewhere. We all have wishes and dreams, includ-

ing those that will ultimately beneit family and friends or 

the wider community. There may be habits you want to 

change, or skills and abilities you admire in others that you 

would like to have yourself. All these can be expressed as 

what NLP calls outcomes, enabling you to become a goal-

achieving person. Having clearly expressed outcomes gives 

you the maximum chance of fulilling them.
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2. Take action

Do what you think will bring about the achievement of your 

desire. This sounds very obvious, but the main character-

istic of high achievers is that they actually start to do the 

things that others just talk and dream about. What you do 

might not always work, so there’s an element of personal 

risk. However, you will never know what you’re capable of 

until you take action.

3. Pay attention to the results of your action

This requires what’s called ‘sensory acuity’, as we saw in 

Chapter 7. You need to be able to observe accurately the 

things that happen as a result of your behaviour – whether 

your actions are bringing you nearer to achieving your 

outcome. You also need to spot the signals, or negative 

feedback, that show when you’re off course. Much of NLP 

is concerned with understanding how we sense things, 

interpret them, and feed the information back into further 

actions.

4. Keep adjusting your course until you arrive at your 

destination

Be prepared to change your approach and behaviour until 

you get the results you desire. Based on sensory feedback, 

you must always be ready to do something else. If at irst 

you don’t succeed, try something different! Sometimes this 

requires creative thinking on your part.
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Because these four steps are so simple, there’s a danger 

of overlooking them and seeking something far more 

demanding and complex. Another common mistake is to 

miss out one stage – such as being willing to do something 

even when you’re not sure exactly what result it will bring, 

or being willing to change your behaviour when you’d pre-

fer to stay with a more predictable, risk-free way of behav-

ing. But if you spend time observing people who have 

done worthwhile things with their lives, including people 

you know well, you’ll begin to see this pattern of important 

steps in every success they achieve.

These simple steps are sometimes demand-

ing, at least initially, but there’s always a price 

to pay for getting anything worthwhile. Be 

assured that your investment will be repaid 

many times over – and as with other demanding activities, 

there can be almost as much pleasure in the journey as in 

reaching the destination.

Goal-setting summary

• Successful people set goals

• Goals take you from where you are to where you want 

to be

• A goal is anything you want or need
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• You need to consider other goals, other people and 

other aspects of your life when setting your goals

• When you do this, you set smart goals.

Answer the following questions related to your goal, using 

the information and examples given to help you.

1. What do you want?

Check that your goal is: a) stated positively; b) measur-

able; c) time-limited.

2. Where, when and with whom?

Deine the context in which you want your goal.

3. How will you know success?

When you’re clear about your evidence, you’ll know 

when you’ve achieved your goal.

4. What resources can you use?

Which of your experiences, friends, personal qualities 

and role models will you use to help you achieve your 

goal?

5. What is the cost of achieving your goal?

Consider your time, money and effort.

6. How will others be affected?

Who else is involved? What will change?
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7. What are the consequences?

What else could happen as a result of achieving your 

goal?

8. Keep which present beneits?

How can you keep the beneits you get currently from 

not having your goal and not working towards it?

9. What actions will you take?

Determine the actions needed; reine them; secure the 

help of others; take action.

10. Does the goal feel right?

Go back and review your goal.

The secrets of success

• Know what you really want

• Set your goal

• Take action

• Notice the results you’re actually achieving

• Be lexible enough to change what you are doing to get 

your goal

• This goal is unlikely to be isolated from the rest of your 

life.

Consider

• Which larger goal does this one support?

• Which smaller goals are helpful in achieving this one?
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Platinum goal-setting with the seven-step 
achievement plan
Only 5% of people who set New Year resolutions are suc-

cessful in maintaining them – that’s a whopping 95% fail-

ure rate. This is because most people don’t understand 

the steps you must follow to achieve sustainable long-term 

results – and as a result never get off the starting block.

This plan will guide you through the process, giving you 

the perfect way to create the momentum that will compel 

you to continue on the path to a phenomenal year illed 

with success, achievement and fulilment!

First step: Be clear

First, you must clarify where you really are now …

1. What did you love about last year?

a) What were your magic moments? When were you 

larger than life? When did you surprise yourself? 

What did you achieve that was truly outstanding 

and extraordinary?

b) What were your accomplishments in the last year?

c) What are some of the things from the last year that 

you wish to replicate in the next year?

2. What did you hate about last year?

a) What did you ind challenging about last year?

b) What things that happened in the last year (or 

before) do you wish to avoid happening in the next 

year, or ever again?
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c) What learning did you gain by going through these 

experiences?

d) Why was this learning valuable to you?

3. What decisions did you make in the last year that 

empowered you?

a) What were the most important decisions that you 

made last year?

b) What decisions will you make in the next year as a 

result?

Second step: Be certain

Now we know where you are, it’s time to create the cer-

tainty that you have the ability to turn your dreams into 

reality.

1. Make a list of anything in your life that was once merely 

a dream, goal, wish or desire. Think of some of the mas-

sive things and even some of the smaller ambitions that 

at one time seemed dificult or even completely impos-

sible, yet you somehow managed to achieve, attain or 

acquire.

2. Mark three items from the above list that were the most 

dificult for you to achieve.

3. For the three items you marked, write down what pro-

cess you went through to turn each one of them into 

reality. It was probably not a conscious act, but there’s 
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a good possibility that something made you desire it so 

much it became a fantastic obsession for you. At this 

point did you ind that you were continuously focused 

on it? Put a lot of emotional charge into it? Then what? 

Did you actually create a plan? What were the steps you 

followed?

Third step: Be excited

Now that you’ve identiied and clariied where it is that 

you’ve been, and you’re certain about your ability to make 

your goals, dreams and desires come true, it’s time to 

decide where you want to go …

1. In an optimal state of awareness (jump around, dance, 

anything to get the blood lowing to your head), list 

every goal you’d like to accomplish in the next 20 years. 

Ensure that you include ANYTHING you want to do, be, 

share, create, have and give. Consider physical goals, 

career goals, inancial goals, personal development 

goals, relationship goals, contribution goals – anything 

you would like to learn, enjoy, experience, achieve or 

do. No matter how ridiculous, unrealistic or outrageous 

it may seem, this is your chance to dream without limits. 

Be sure to keep your pen moving as fast as possible!

2. When you’re done, review your list, and next to each 

goal write down the number of years you would like 
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it to take (or believe it will take) to achieve your goal: 

1 year, 2–3 years, 5 years, 10 years or 20 years.

Fourth step: Be focused

From your list of goals from the third step, mark your top 

four goals that you believe will take a year to achieve. Out 

of your entire list, what do you want most? What are the top 

four goals that, if you could achieve them this year, would 

get you up at the crack of dawn and keep you burning the 

midnight oil with excitement?

Fifth step: Be committed

1. Think of your top four one-year goals and devise a state-

ment (a few sentences) about why they’re ‘MUST DO’. 

For what reason will you achieve this no matter what? 

Remember, reasons come irst, answers come second! 

What makes you want to do this?

2. Think of some of the things that you may be required 

to do that you don’t particularly want to do in order to 

achieve these goals. If you have enough passion, you 

can get yourself to do anything, but irst you must be 

certain about what ‘anything’ might entail. Let’s face up 

to our fears and look the beast in the eye!

Sixth step: Be driven

IMPERATIVE! Never leave the goal-setting moment with-

out taking action towards its achievement. You must 
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take massive immediate action. It’s the irst step of your 

journey …

1. Decide NOW: What are some small things that you will 

do immediately towards achieving one of your top goals 

(e.g. making a phone call, booking a meeting, getting 

on the internet to research, signing up for a seminar, 

getting a coach, getting advice, support or training)?

2. What big things do you resolve to do immediately to 

achieve this goal (e.g. making a decision, throwing out 

all the unhealthy food in your house right now, giving 

something away, etc.)?

Seventh step: Be smart

To ensure you follow through, you have to get smart and 

measure yourself consistently. Remember, most people set 

some form of New Year goal, yet have no plan or direction, 

take no action, and then measure again next New Year! The 

more you measure something, the better it gets. You must 

resolve now to measure your speciic progress daily, or at 

least weekly.

How will you measure your progress? You could ind 

a mentor or coach, keep a diary, announce your plans on 

your blog/website/channel for maximum accountability, 

then blog about your progress or record a progress video 

to upload.
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14. Visualization

It is only through imagination that men become aware 

of what the world might be.

Bertrand Russell

Much of how people experience and construct the world 

is based on what they experience visually. It follows, then, 

that if you want to change how your reality is constructed, 

a good start would be with a visualization of a different 

reality.

Visualization is the process of using your imagination to 

create mental images, and it’s used by NLP to program and 

change behaviour. Combined with positive thinking, visuali-

zation can be a powerful tool in achieving your goals.

Our subconscious can’t differentiate between 

what’s real and what’s perceived, and if we can 

create something vividly enough subcon-

sciously, it becomes very real for us – and even our bodies 

will react to accommodate the new reality.

Visualization and imagination in NLP
NLP uses a number of techniques involving visualization, 

from requiring subjects to visualize where they want to be 

in ten years (imagining themselves as they want to be) to 
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using visualization to reinforce conidence and self-assur-

ance. Visualization may be used to create dreams, imagine 

outcomes, and help people achieve desired results.

Using your imagination to create mental images stimu-

lates focus and self-organization, and points attention in a 

particular direction, allowing the unconscious mind to work 

towards the image created. Visualization can be used in 

the creation of a desired life if one is able to practise it 

effectively.

Be careful what you wish for

A common slogan used by NLP practitioners and 

in self-help books is ‘be careful what you wish 

for’. The close link between visualization and the uncon-

scious mind makes it not only powerful, but dangerous.

If you were to visualize a negative outcome, this would 

enable the achievement of that outcome. The unconscious 

mind doesn’t distinguish between negative and positive 

visualizations: use it wisely!

How to imagine effectively
Effective visualization in NLP involves using a combination 

of memory and fantasy in the creation of positive men-

tal images for the purpose of focusing your conscious and 

unconscious mind on a particular goal. As noted above, the 

mind can’t tell the difference between a real-life event and 

a vividly imagined one.
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If you read an enthralling passage in a book 

about a man ighting for his life against a lion 

in the African savannah, and imagine the man’s 

ight vividly, you’ll ind your heart rate rising, 

perhaps some sweat forming on your brow, and 

your physiology responding in much the same 

way as the man in the story. This is testament to the mind’s 

inability to distinguish between the real and imagined.

In NLP, effective visualization is achieved in the present: 

that is, you need to visualize achieving your dreams in the 

now. Visualize how you would feel, what emotions you 

would experience, how other people would respond to 

you, and how you would look, among other things. The 

key to effective visualization is to create as detailed, clear 

and vivid a picture as possible to focus on. The more vivid 

the visualization, the more likely, and quickly, you will begin 

to attract the things to help you achieve your desired out-

comes through your subconscious mind.

Harnessing the imagination
By using our imagination and creating mental images, we 

stimulate and alert our neurology to a particular direction, 

triggering self-organizing processes that begin to automat-

ically and unconsciously work towards achieving the out-

comes we have imaged. As the old mantra says: ‘Energy 

lows where attention goes.’ When we imagine a goal or 
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dream in our mind’s eye, it allows us to recognize and mobi-

lize the resources necessary to turn imagination into reality 

– what Walt Disney called ‘imagineering’.

Visualization is often used by sport psychologists 

to help improve athletic performance. Numerous 

examples exist of how visualizing has promoted 

the increased development of physical skills.

In one study, gymnasts who were to learn a 

new move were divided into two groups. One 

group was instructed to visualize themselves being able to 

do this particular move, while the other group was given no 

instructions. A couple of weeks later, when the time came 

for them to do this particular move, without the beneit of 

any previous physical practice, the group who visualized 

had a 50% to 60% success rate, whereas the group that had 

not visualized had only about 10% success initially.

In another example, a soccer team was split into two 

groups in order to practise free kicks. One group physi-

cally practised taking the free kicks. The other group was 

instructed to sit on the benches and mentally practise by 

visualizing that they were taking the free kicks. When the 

two groups competed with each other to see who per-

formed better, those players who visualized were more suc-

cessful at scoring from free kicks than the group who had 

actually practised.



135

Imagination is also necessary to create and understand 

symbols and metaphors, and to provide motivation and 

meaning for our present actions. According to Albert 

Einstein: ‘Imagination is more important than knowledge.’ 

Einstein claimed that knowledge of the past and present 

was essentially ‘dead’, and required imagination to bring 

it to life and put knowledge into action. As novelist H.G. 

Wells maintained: ‘All youth lives much in reverie, thereby 

the stronger minds rehearse themselves for life in a thou-

sand imaginations.’

Imagination and imagery
Imagination is clearly based on our ability to create mental 

imagery. From the NLP perspective, images are considered 

one of the primary building blocks of a person’s model of 

the world. In particular, imagery is often used to deine 

desired dreams, visions and outcomes. As Aristotle put it:

When the mind is actively aware of anything, it is 

necessarily aware of it along with an image … To the 

thinking soul, images serve as if they were contents 

of perception … just as if it were seeing, it calculates 

and deliberates what is to come by reference to what 

is present; and when it makes a pronouncement, as in 

the case of sensation it pronounces the object to be 

pleasant or painful, in this case it avoids or pursues.
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According to Aristotle, we construct a mental map (‘image’) 

of the future from associations drawn from ongoing sensory 

experience. The mind then ‘calculates and deliberates’ by 

‘seeing’ or constructing mental images of ‘what is to come 

by reference to what is present’, through memory and 

imagination. It’s this internal map that determines whether 

we will perceive an object or situation to be ‘pleasant or 

painful’.

Because it’s produced by the body’s nervous 

system, imagery can also inluence the body 

in several ways. Often, images of goals and 

outcomes form a focal point or attractor 

around which behaviour becomes self-organized. In hyp-

notic work, imagery (often in the form of symbols and met-

aphors) is used as a means to understand and direct 

unconscious activity and create trance states, usually 

through the method of ‘guided fantasy’. Imagery can also 

inluence the function of the autonomic nervous system. 

Mental images, for instance, have been used to stimulate 

immune system functioning and other healing processes. 

There are therapists who have incorporated visualization as 

one of the main components in the treatment of cancer.
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Mental rehearsal

Some time ago, a study was made of people who 

had survived airline accidents. They were asked 

how they had managed to get free of the wreck-

age, with so much chaos going on, while many 

of their fellow passengers did not. It’s an inter-

esting question, because escaping an air crash 

isn’t something you get much chance to practise. How do 

you prepare yourself to do something you’ve never done 

before?

The most common answer to this question was that 

they had run a kind of mental ‘dress rehearsal’ over and 

over in their minds. They would visualize the sequence of 

undoing their safety belt, moving out of their seat, going 

down the aisle to the nearest exit, jumping down the slide, 

etc. They would repeat this sequence over and over, feel-

ing themselves doing what they saw in their visualization, 

until it seemed that they had already done this activity 

many times before. Then, after the accident, when there 

was total havoc, they didn’t need to waste any time or con-

scious awareness thinking about what to do. The program 

was already in place. One of these people even mentioned 

that after the crash, he found himself going out of the exit 

and suddenly realized he could hear the person who had 

been sitting next to him screaming that he couldn’t get his 

seat belt off.
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Mental rehearsal relates to our ability to practise a process 

or activity in our minds. In NLP, mental rehearsal is used to 

strengthen or improve behavioural performance, cognitive 

thinking patterns and internal states. For example, when 

applied to behavioural performance, mental rehearsal 

involves creating internal representations, in the form of 

images, sounds and feelings, of some behaviour or per-

formance we desire to enact or improve (as an actor might 

silently rehearse lines for a play).

At the level of behavioural performance, there are sev-

eral different strategies for mental rehearsal. The mental 

rehearsal of a particular activity may be done from either 

an associated or dissociated perspective – for example, 

imagining a situation from one’s own perspective or watch-

ing oneself from the point of view of an observer, as if 

watching oneself in a movie or video.

Mental rehearsal done from an associated 

perspective is like entering a ‘virtual reality’ 

and becoming an actor in a play or movie. 

From a dissociated perspective, mental 

rehearsal allows a person to be more like the editor or 

director of the play or movie. Thus, when done from an 

associated perspective, mental rehearsal can be used in 

order to internalize, or ‘install’, a particular behaviour. When 

done from a dissociated perceptual position, mental 

rehearsal can be used to anticipate possible consequences 
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of a particular action in a situation (its ecological impact or 

appropriateness, for instance), as a type of mental 

simulation.

In order to actually internalize a behaviour, mental rehearsal 

is typically more effective when done from an associated 

perspective. The most direct form is to simply project 

oneself into a future situation, and imagine delivering the 

desired performance. To mentally rehearse a speech, for 

instance, you would imagine being in the future situation, 

and create a multi-sensory representation of the way you 

would like to perform. As you mentally rehearse giving an 

effective and compelling speech, you would imagine what 

you would be seeing in that situation, feeling the move-

ments and expressions of your body, and hearing what your 

voice would sound like as you gave the speech.

Other strategies include the New Behaviour Generator 

strategy, in which key elements of the desired performance 

are irst described verbally. The linguistic description forms 

the basis for constructing a dissociated visual image of the 

desired actions. You then imagine enacting the perform-

ance you have fantasized from an associated position, and 

check your feelings of conidence and congruence about 

doing the imagined behaviour. If there are any doubts, 

you return to the verbal description and either add to it or 

reine it.
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Future pacing
Mental rehearsal is a key element of many NLP techniques. 

In fact, a form of mental rehearsal called future pacing, 

in which a person imagines enacting changes in behaviour 

in speciic contexts, is a inal step in practically every NLP 

intervention.

Future pacing is a type of mental imagery, a powerful 

way to connect changes in behaviour to future situations or 

a particular event (such as a sporting performance). Usually 

we do future pacing at the end of an NLP process to ensure 

that these changes are available outside in the everyday 

world. It’s easy to respond resourcefully when there’s no 

immediate threat or pressure!

By imagining and virtually experiencing situations where 

you would appropriately use the change in behaviour, you 

can ind out if it’s triggered automatically. For instance, 

imagine walking in the front door and seeing chaos – does 

your ‘calm and patient’ resource kick in? What are you say-

ing to yourself? How are you breathing and feeling?

When doing this for someone else, you need to 

consider:

• Do they look calm and patient?

• What is their body language and breathing like?

• What is their voice tone and volume like?

• Do they sound or look tense, like they did when they 

described their previous, unwanted, response?
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Future pacing test

1. Think of four possible situations in the future that would 

have previously triggered the old behaviour that you 

are seeking to modify. For example, seeing a mess in 

the living room, getting a phone call from the teacher, a 

colleague letting you down, etc.

2. Imagine stepping into the irst situation. See, hear, feel 

(as in touch, not emotion), smell and/or taste what you 

would experience in this irst situation, that is associ-

ated to the context.

3. Does the change hold? Do you respond in the way you 

would like?

4. Consider if you need to make further changes to ine-

tune the desired response.

5. Repeat steps 2 to 4 for the other three situations.

6. Come back to now, and imagine and see yourself (dis-

sociated) in the future with the changes you have made. 

Everyday uses for visualization
For lots of things in life a good visual skill is essential, and 

we all have the ability to visualize.

• Imagine being a hairdresser who didn’t know what a 

haircut was going to look like before they started
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• Imagine being a taxi driver who couldn’t picture where 

he was going

• Imagine being an architect, builder or carpenter who 

didn’t know what the inished item would look like

• Imagine being an artist who had no idea what they were 

painting or sculpting

• Imagine being a surveyor who had no idea whether the 

building matched the plans.

Ten steps for goal-setting

1. Have goals for all areas of your life – business, profes-

sional, career, family, health, inances, etc.

2. Include both short- and long-term goals.

3. Write down your goals so they become more than just a 

wish. There’s growing evidence to show that writing down 

your goals makes you 50% more likely to achieve them.

4. State your goals in the positive:

• What do you want?

• What will that do for you?

5. Visualize yourself achieving your goals. Visualize your 

success by vividly imagining and seeing yourself accom-

plishing your goals.

6. Deine speciically what the outcome will be, involving 

all the senses:
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• How will you know that you have achieved it?

• What will you be seeing when you have achieved it?

• What will you be hearing when you have achieved it?

• What will you be feeling when you have achieved it?

• What will someone else see you doing when you’ve 

achieved it?

• What will you hear yourself saying when you’ve 

achieved it?

7. Ensure you have the resources you need.

8. When do you want to achieve your goals? Have a clearly 

deined time-frame.

9. Establish the irst step you need to take, and then 

decide on the next steps.

10. When are you going to start? Conirm a date or time 

when you will start.

Realizing and visualizing your goals

Using your senses and your imagination can 

have a powerful effect on making your goals 

realistic and compelling. The more details you can add, as 

if it’s happening now, the more powerful and effective the 

technique is in turning your goals into reality. Be clear what 

you want and what obstacles you may need to overcome. 

‘See’ and ‘experience’ your outcome as if it exists already – 

then you will have created a compelling goal.
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15. Anchoring

The ability to create and anchor powerful states is one of 

the most useful and effective of all NLP techniques. How 

would it impact on your life if you knew you could give your 

very best performance in everything you did, and every 

time you did it? Every job interview, every presentation, 

every exam, every sporting performance a complete suc-

cess. Imagine what your life would be like if you knew that 

every outcome would be a positive one.

So what is an NLP anchor?
The concept of anchoring in NLP is the ability to access the 

most powerful, the most appropriate state for a particular 

activity, event or task, and then being able to get into that 

state at will.

An anchor is a stimulus that reminds you of events and 

can change your state positively or negatively. The stimulus 

can involve all the senses (e.g. something you see, hear, 

feel, taste or smell) and it can be internal or external.

An internal anchor is generated in your mind, 

for example as you remember a visual image 

that evokes certain feelings. An external anchor 

can be triggered when, for example, you hear a piece of 

music that reminds you of a lovely holiday or experience.
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If we experience an external state or create an internal 

state that is real and vivid, we can trick ourselves into think-

ing we’re actually experiencing it. Smells and tastes are 

particularly powerful anchors: the smell of freshly baked 

apple pie may remind you of your grandmother, or a per-

fume may remind you of a particular person. You may 

associate the taste of piña colada with being relaxed on 

holiday. Regardless of your age, you’re likely to have smells 

or tastes that evoke the feeling and memory of something 

from your childhood.

NLP deines anchoring as an internal or external repre-

sentation that will trigger another representation. It’s the 

natural process by which one element or sensory compo-

nent of an event recreates the whole experience. It relies 

on what’s known as the stimulus–response concept, where 

a particular stimulus will elicit a memory, behaviour or feel-

ing. Some of these responses are beyond our awareness.

For example, when we approach a trafic signal and see 

the amber light turn on, we slow down. When we see the 

red light turn on, we immediately put our foot on the brake. 

Over time, this becomes an unconscious process and is trig-

gered whenever we see the trafic signal.

By being aware of how we set anchors in others 

and in ourselves, we can take control of the 

process. We can then set positive anchors in 

ourselves and in others, so that we can achieve an outcome 

or create an environment of excellence.
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We create an anchor representation every time we com-

municate with another person: we use sounds and visual 

symbols to represent an experience, or to trigger past 

memories, feelings, ideas, thoughts and representations. 

Good communicators always use anchoring techniques to 

attach states, representations and experiences.

When can I use NLP anchoring techniques?

When you feel unhappy or in a negative frame of mind, you 

can create a more resourceful state by triggering positive 

anchors in your mind and body. You can also create positive 

anchors for a future situation that is causing you concern.

The majority of people use one speciic sense, usually 

touch, for most of their NLP anchors, simply because it’s 

the easiest way to re-access them.

One of the most important aspects of setting up an 

anchor is to start by creating the strongest state possible. 

This will determine the strength of the anchor. A weak state 

results in a weak anchor!

Developing the art of effective anchoring
Anchoring happens all the time in our lives, and it’s not a 

new concept. It’s just that we don’t realize that anchoring 

is taking place. Therefore anchoring usually occurs outside 

our conscious awareness. When we come across a trigger, 

all our representational systems are activated.
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Creating a conidence anchor

One of the easiest and most useful anchors we 

can create is for conidence.

Begin by thinking of a time when you were 

supremely conident, a time when you performed at your 

very best and may even have amazed yourself. If for any 

reason you can’t think of a time when you were conident, 

then imagine what it would be like if you were supremely 

conident.

Once you’ve remembered that experience, think of it 

in the present tense as if you were back there again experi-

encing it for the irst time.

Think about:

1. Where you are

2. What you’re doing

3. Who you’re with

4. What images and colours do you see?

5. What do you hear?

6. How do you feel (other than supremely conident, of 

course)?

7. Are you aware of any smells or tastes that you associate 

with this experience?

The key is to make this state as powerful as you possibly 

can.
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Begin by inding the visual submodalities* that made a 

feeling or sensation stronger for you, and apply them to the 

experience of you being conident.

Be sure to incorporate the auditory submodalities too. 

If you ind that volume has a positive effect, be sure to turn 

it up, as this can make the feeling stronger.

Once you’ve achieved a strong feeling, then be aware 

of how the feeling moves through your body, and let the 

feeling build and grow stronger and stronger as it moves.

As you focus and concentrate the feeling, as you con-

tinue to change the submodalities, take one of your hands 

and squeeze your thumb and foreinger together, and con-

tinue squeezing irmly while you continue to revivify that 

feeling of supreme conidence. As you squeeze more irmly, 

be aware of the feeling becoming stronger and stronger.

Keep squeezing until you feel that you’re in the strong-

est, most conident state you can create.

* Modalities and submodalities

We have ive basic senses: visual, auditory, kinaesthetic (touch), olfactory 

(smell) and gustatory (taste). In NLP, these are referred to as representa-

tional systems or modalities. For each of these modalities, we can have 

iner distinctions. We could describe a picture as being black and white 

or colour, or it could also be bright or dim. Sounds could be loud or soft, 

or coming from a particular direction. Feelings could be in different parts 

of the body or have different temperatures. Smells could be pleasant or 

offensive, strong or light. Taste could be sweet or bitter or strong or mild. 

These iner distinctions are called submodalities, and they deine the 

qualities of our internal representations. Generally, NLP works with only 

three modalities: visual, auditory and kinaesthetic.
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Now go and refocus yourself, make a cup of tea, go 

for a walk, or just focus on something else for at least ive 

minutes.

We now have a strong anchor, so it’s important for us to 

test that it works.

Take the same hand and squeeze the thumb and fore-

inger together again. Be aware of the changes that occur. 

If you ind that you haven’t re-accessed the conident state, 

then start the process again. Keep going through the pro-

cess until you test an anchor that connects you to the con-

ident state.

You’ll be clearly aware when you’ve created an effective 

anchor, as the changes will be easy to notice.

This is one of the simplest forms of anchoring, and we 

can use the same process to create any state.

Types of anchors
Anchors can be visual, auditory or kinaesthetic.

Visual anchors

You can use visual anchors to anchor a state. You can use 

external or internal anchors. For example, I have a crystal 

on a necklace that I have anchored for success and achieve-

ment. In order for this to be effective, the external anchor 

always has to be available for you to use. You may ind it 

relaxing and calming to view a certain landscape, but unless 

you can carry it around with you, it’s of limited value. You 
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can, however, use an internal image of the landscape to 

anchor your resourceful feeling.

Most visual anchors are internal. Some examples of 

visual anchors are:

• Symbols – for example, you could use a circle as a sym-

bol for being calm and relaxed and anchor this to your 

state

• People, such as a trusted friend or mentor – or even a 

person from history or current affairs

• Various objects and landscapes can be used as anchors 

for being calm and relaxed – for example, you could 

imagine:

• A beautiful beach

• A summer garden

• Your childhood teddy bear or doll.

Auditory anchors

You can use a sound as an anchor. Like visual anchors, 

sounds can be internal or external. Many people have used 

whistling or humming as an anchor. You can use an internal 

voice as an anchor. For example, you could anchor the afir-

mation: ‘I am calm and relaxed.’

Kinaesthetic anchors

Examples of kinaesthetic anchors are:

• Imagining a comforting hand on your shoulder



151

• Squeezing the thumb and foreinger as we did earlier

• Touching yourself on the hand or other unobtrusive 

place – you can choose a point and treat it like an acu-

pressure point, pressing on it to ire the required state.

You can use a combination of visual, kinaesthetic 

and auditory anchors, such as seeing a certain 

symbol in your mind’s eye, hearing something 

said (for example, ‘Calm and relaxed’), and pressing your 

hand in a special place.

Anchors can be created anywhere on your body. You don’t 

need to squeeze inger and thumb together – pressing a 

knuckle or earlobe works equally well. The only things to 

bear in mind when choosing a location for an anchor are that 

it’s accessible (and appropriate!) when you’re planning to 

ire it, that the location is speciic (pressing your upper thigh 

isn’t speciic), and that the more nerves there are in the area 

you use for the anchor, the more successful it’s likely to be.

A fascinating use for anchoring has been to 

create an anchor during sexual intercourse. At 

the point of orgasm, squeeze a partner’s 

shoulder or earlobe to anchor the sensation. 

Then, the next time they’re doing the dishes, ire the anchor 

and see what happens!
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You could also try creating eight different states on the 

ingers of both hands, and then iring them one after the 

other.

The four keys to anchoring
The anchoring technique isn’t complex, but you need to 

follow a few systematic and precise steps. There are four 

keys for performing anchoring:

1. Uniqueness

In order to set a permanent anchor in another person, a 

unique stimulus must be used. A stimulus such as shaking 

hands can’t be used as an anchor, as it’s a general behav-

iour. When a stimulus or location is so unique that it can’t 

be found in our daily lives, it’s the best type of trigger pos-

sible for setting an anchor that lasts for a long time.

In the case of using kinaesthetic anchors, identify all 

the aspects of the stimulus such as the pressure, location, 

size and length of touch used. Choose a location that can 

be accessed later on with the same precision. Avoid using 

clothing as a reference, as it may change.

In the case of self-anchoring, choose a stimulus that’s 

comfortable for you but unique enough. An example for 

self-anchoring is squeezing the earlobe or joining the 

thumb and little inger, as we’ve seen.
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2. Intensity

The anchor should be set during the highest intensity of a 

state. Anchors are dependent on the state. Hence, when 

a person is experiencing an intense state, the anchoring 

function is enhanced as well, and it becomes easy to re-ire 

a similar intensity of the state when the anchored stimulus 

is triggered.

The intensity of a state identiies how vivid, strong, big, 

clear or emotional the person feels during that state. As 

an example, clients are asked to remember a resourceful 

state. When the client accesses this state and becomes 

completely associated with it, an anchor is dropped.

NLP suggests that the person should be in an asso-

ciative state of the experience rather than the dissocia-

tive state when placing an anchor, since we don’t want to 

remove all emotions from the experience.

3. Purity

Purity for an anchor means that the anchor shouldn’t have 

any competing experiences. That means that when a per-

son is trying to access a resourceful state, it shouldn’t be 

mixed with any other states, with contradictory thoughts or 

contaminating emotions. Purity of a state is its distinctness.

The person recalling a state shouldn’t be having an 

internal dialogue conlicting with the state being accessed. 

You will need to amplify, focus and purify the state being 

accessed. When a state is at its full intensity, there are no 

other states present to weaken its intensity.
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4. Precision

Precision refers to the exact time when the anchor is set. You 

need to identify and capture the exact timing for placing 

an anchor. For example, when a person reaches the maxi-

mum intensity of a state, the anchor should be applied. You 

should release the anchor just before the state starts reduc-

ing in intensity, otherwise a lower-intensity state or some 

other state will be associated with the anchor. Holding an 

anchor for excessive time might result in contaminating the 

state, as the person might enter some other, undesirable 

state. You must use your sensory acuity skills to determine 

the exact time and duration for applying the anchor.

The process of anchoring can be used to create a certain 

state within a person. Anchors should also be reinforced 

to enhance their effectiveness. This can be done by stack-

ing anchors, by putting extra resourceful states over an 

anchored resourceful state. The anchor becomes stronger 

and generates a more positive state. Anchors can also be 

refreshed periodically to reinforce the resourceful state.

Using anchoring to create a new NLP state

What we’re going to do is create a brand-

new state. The irst step is to pick four states 

that you would like to base the new state on. 

Perhaps you have a job interview coming up and want to 

create a killer job interview state. For this I would pick some-

thing similar to the following, but it’s important that you use 
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whatever states you wish. So for this example, I will use 

these states: Relaxed, Conident, Focused, and Eloquent.

So here goes …

Remember a time when you were really relaxed. Build 

that state using submodality changes until the state is really 

powerful, then anchor the state repeatedly on your little 

inger. You want to create this anchor in such a way that 

you can ire it along with similar anchors across your other 

three ingers. Gripping the knuckles between the thumb 

and index inger of your opposite hand works quite well.

Once you’re conident that you have a strong anchor, 

break the state and then perform the same operation with 

the second state, only this time creating the new anchor on 

your second inger.

Continue in this way until all four anchors are set, then 

test each one. Finally, close your eyes and ire all the anchors 

together. Notice this new feeling and revel in it for a while.

When you’re ready, think of a time in the future when 

this resource would be useful. Imagine that time, and 

as you do, ire the anchor. Do this as many times as you 

wish. Finally visualize your timeline and concentrate on the 

present moment. Fire the anchor and move your awareness 

gently off into the future along your timeline, keeping this 

powerful feeling going with you, allowing the feeling to set-

tle at any points in the future when it may be appropriate 

to have this feeling.
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Future pacing (as covered in Chapter 14) takes 

the anchors you have developed into future 

situations. You’re able to see yourself success-

fully managing a situation with more conidence or com-

pleting a task positively. The mental rehearsal allows your 

mind and body time to practise the skills, to support your 

success before the event actually occurs.

Using kinaesthetic anchors, or writing information 

down, also brings the messages into the body’s muscles, 

making the technique more powerful.
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Integrating Your Learning

16. Modelling

Modelling is the process of observing and replicating the 

successful actions and behaviours of others. It’s the process 

of discerning the sequence of internal representations 

(meaningful patterns of information we create and store 

in our minds; combinations of sights, sounds, sensations, 

smells and tastes) and behaviours that enable someone to 

accomplish a task.

It’s a basic NLP skill. Modelling is the process of cap-

turing the thoughts and actions that distinguish an expert 

in some ield from someone who’s merely competent. The 

information must be described in such a way that it’s pos-

sible for other people to replicate the relevant elements in 

order to enhance their own skill level.

If someone can do it, you can learn it.

An accelerated learning technique
NLP modelling is a powerful process that can accelerate 

learning of skills and competencies. One of the core activi-

ties in NLP is the study of people who are recognized (by 
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their peers) as being excellent in some ield of activity. The 

purpose of this studying is to identify what such people do 

differently from their colleagues that gives them such out-

standing results. This is often referred to as ‘the difference 

that makes the difference’.

When the differences have been identiied, they can 

then be communicated to other people who can learn to 

perform the same activity with a similar level of skill and 

excellence. In this regard, we might recall that context 

makes meaning, and the best results are likely to come 

from modelling as closely as possible to the context in 

which the results of the modelling will be used.

Having said that, the person learning the skill must 

have the necessary aptitude, and be willing to carry out 

the necessary self-development. In other words, while it’s 

easy enough to study, or model, the activity of a world-class 

marathon runner, for example, a person who is severely dis-

abled or overweight, or who refuses to take any physical 

exercise, is unlikely to be able to translate the modelled 

information into a personal skill.

Modelling is the ability to fully replicate a desirable skill 

or behaviour of another person into two parts:

1. The full unconscious set of behaviours that perform the 

skill.

2. The coding of such behaviours into a teachable/learn-

able format.
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Modelling is at the heart of NLP. Without it, 

NLP wouldn’t exist. It has been said that NLP 

modelling is NLP. All the techniques and meth-

odology that most people think of as NLP are actually just 

tools designed to facilitate the modelling process. Not sur-

prisingly, then, modelling is the most complex aspect of 

NLP, and the one that’s most obviously still evolving.

As we saw earlier, NLP modelling procedures involve 

inding out about how the brain (‘neuro’) is operating by 

analysing language patterns (‘linguistic’) and non-verbal 

communication. The results of this analysis are then put 

into step-by-step strategies or programs (‘programming’) 

that may be used to transfer the skill to other people and 

content areas.

For years, psychologists, anthropologists and others from 

the human sciences have tried to adequately describe the 

interactions between individuals and the way we think. NLP 

used a different tactic: rather than describe through theory 

and allegory, John Grinder and Richard Bandler systemati-

cally created workable models of their exemplars through 

application and demonstrable results.

Modelling can be extremely useful in many con-

texts, especially in a work setting. It’s a failsafe 

strategy for disseminating proven skills. For 

example, if one manager consistently brings in 
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projects on time and within budget, then rather than send-

ing other managers off on some generic course, it may be 

more effective to model that manager and pass the results 

on to other members of the management team. Assuming 

that experts are brought in to do the modelling and course 

design, this may initially appear to be the more expensive 

option. But as the relevant knowledge and skills are passed 

on, and practical results are generated – fewer budget and 

deadline overruns, leading to more satisied customers and 

thus to more repeat business – the cost should be far out-

weighed by improvements to the bottom line of the bal-

ance sheet, and within a reasonably short period of time.

Modelling is not concerned with the truth or with theory. 

Modelling is concerned with the pragmatic outcome of 

achievable behaviour, which is the ability to replicate in full 

the behavioural output of the person modelled into a set 

of teachable procedures, so that others may learn them. By 

taking a complex event or series of events and breaking it 

into small enough chunks, the success can be recreated in 

some way.

Natural modellers
Children are natural modellers: they exhibit the quality of 

exuberant curiosity without thought of the consequences 

or expectations of their learning. They have a talent to learn 

at phenomenal rates, given the appropriate support.



161

Given this, a young child has the potential to learn 

anything.

It has been shown that to learn a language, for instance, 

the early developmental environment must include people. 

People serve as a model from which to learn. Given that a 

child has no way of knowing how to construct a verbal lan-

guage without people, they will be unable to develop their 

language skills.

The school system exposes a child to learning by way 

of instruction. This approach is not natural to how a child 

learns, and inevitably some are successful and others who 

are equally intelligent are not so successful. It’s not that 

these less successful children cannot learn – rather, the 

strategies that are used to teach them are lawed. Many 

children (and adults) ind it easier to learn using a trial and 

error and experience strategy, which is a much more natural 

approach to learning than being instructed and repeating 

information.

When adulthood arrives, the person has been trained 

into using learning methods that may not have been appro-

priate for their own particular learning style, hence the 

reason why some people say, ‘I’m a bit slow at picking up 

things’, ‘I don’t remember much’, or ‘I have a bad memory’.

NLP modelling is a method that re-teaches the person 

how to learn effectively, essentially going back to how they 

were learning in their earlier stages of development.
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How does it work?
So NLP modelling uses the same process of learning that 

you used as a child: the learning of a set of skills and tech-

niques without any rationalization or conscious interven-

tion. This allows you, the modeller, to develop the skills, 

behaviours, motor skills and unconscious processes that the 

other person has, without trying to interpret what they do.

Children do not learn by rationalization. Similarly, if you 

were to rationalize and unravel the complex and uncon-

scious processes and strategies that another person has 

spent years developing, you would spend much longer 

attempting to understand them.

So the rationalization of NLP modelling is to NOT 

understand what you are wishing to learn at the level of 

consciousness, but to engage your unconscious resources 

by mirroring and matching the other person or shadowing 

what they do.

As an example, suppose you enjoy squash as 

a sport and wish to increase your level of play 

(speciically your backhand). You know some-

one whose game is much better than yours 

and have noticed that they return the ball with their back-

hand exceptionally well.

By using NLP modelling, you can learn how they do what 

they do and so be able to have the same performance  as 
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that person, minus the differences in your own physiologi-

cal make-up.

NLP modelling is extremely useful for learning another 

person’s ability that may have taken many years to develop, 

and to learn it with the same eficacy and performance that 

the person you are modelling has achieved.

NLP has developed techniques and distinctions with which 

to identify and describe patterns of people’s verbal and 

non-verbal behaviour. While most NLP analysis is done by 

actually watching and listening to the role model in action, 

much valuable information can be gleaned from written 

records as well.

The objective of the NLP modelling process is not to 

end up with the one ‘right’ or ‘true’ description of a particu-

lar person’s thinking process, but rather to make an instru-

mental map that allows us to apply the strategies that we 

have modelled in some useful way. An instrumental map is 

one that allows us to act more effectively. The ‘accuracy’ 

or ‘reality’ of the map is less important than its usefulness. 

Thus, the instrumental application of the behaviours or 

cognitive strategies modelled from a particular individual 

or group of individuals involves putting them into struc-

tures that allow us to use them for some practical purpose. 

This purpose may be similar to or different from that for 

which the model initially used them.
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For instance, some common applications of modelling 

include:

1. Understanding something better by developing more 

‘meta-cognition’ about the processes that underlie it – 

in order to be able to teach it, for example, or use it as 

a type of ‘benchmarking’. Meta-cognition is knowing 

about knowing: having a skill, and the knowledge about 

it to explain how you do it.

2. Repeating or reining a performance (such as in a sport 

or a managerial situation) by specifying the steps fol-

lowed by expert performers or during optimal exam-

ples of the activity. This is the essence of the ‘business 

process re-engineering’ movement in organizations.

3. Achieving a speciic result (such as effective spelling or 

the treatment of phobias or allergies). Rather than mod-

elling a single individual, this is often accomplished by 

developing techniques based on modelling a number 

of different successful examples or cases.

4. Extracting and/or formalizing a process in order to 

apply it to a different content or context. For example, 

an effective strategy for managing a sports team may 

be applied to managing a business, and vice versa. In 

a way, the development of the scientiic method has 

come from this type of process, where strategies of 

observation and analysis that were developed for one 
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area of study (such as physics) have been applied to 

other areas (such as biology).

5. Deriving an inspiration for something that’s loosely 

based on the actual process of the model. A good 

example of this is Sir Arthur Conan Doyle’s portrayal of 

Sherlock Holmes, which was based on the diagnostic 

methods of his medical school professor, Joseph Bell.

Types of modelling
There are two types of modelling used in NLP: observa-

tional modelling and adoptive modelling. Actually, the irst 

type of modelling is more accurately described as a cate-

gory, since there are two types of observational modelling.

Observational modelling

What I mean by ‘observational modelling’ is creating a 

model of another person by copying them in some way. 

The two types of observational modelling are:

1. Additive modelling

This is probably what most people in NLP think of in con-

nection with modelling. It basically involves:

a) Deciding on a skill you would like to have;

b) Finding a model – someone who already has the skill 

you want;

c) Identifying the factors that appear to support that skill 

in your model;
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d) [optional] Capturing, or codifying, those factors in such 

a form that they can be passed on to other people who 

wish to share that skill.

2. Subtractive modelling

When Richard Bandler irst started to replicate the work 

of Gestalt therapist Fritz Perls, he did so in a very com-

plete way. Not only did he use Perls’ particular approach 

to therapy, he reproduced Perls’ heavily Germanic accent, 

his smoking habits and everything else that he’d heard and 

seen on the tapes he was transcribing. It was as though 

Bandler was matching Perls’ skill as a therapist – and achiev-

ing comparable results – by becoming Perls.

But was this kind of total immersion actually necessary? 

Do we need to become a virtual clone of the person we’re 

modelling in order to take on a particular skill? In a nutshell, 

no we don’t, as Bandler and Grinder discovered when they 

formalized their process of subtractive modelling.

In this approach, the modeller will:

1. Initially take on aspects of the subject’s behaviour – 

actions, attitudes, etc. – which they can observe and/

or elicit, making no judgements or evaluations as to the 

relevance or usefulness of any particular feature.

2. Test whether they can now achieve results similar to 

those obtained by the subject. If they can, then they 

move on to Step 3; otherwise they return to Step 1.
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3. Identify all of the individual features of the subject 

that the modeller thinks they have adopted. A list of 

these features will be drawn up – still without making 

any judgements about the comparative value of each 

feature.

4. Start to carry out whatever relevant activities the sub-

ject performs (selling a car, running a marathon, being 

successful in a job interview, etc.). On each occasion, 

however, the modeller will discard one of their listed 

features and note what difference this makes to their 

results. If there doesn’t seem to be any signiicant dif-

ference, or if there’s a change because results improve, 

that feature stays discarded. If the results are noticeably 

poorer, then the feature is reinstated.

5. Repeat Step 4 until all deinable features have been 

tested (giving due consideration to the fact that some 

features may be ‘interactive’, such as voice tone and a 

particular form of wording, so that neither has much 

effect on its own, but they become very powerful when 

used in combination).

6. Whatever is left after completing Step 5 should be the 

minimum set of features needed to gain the required 

results.
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The techniques that became the applica-

tions of NLP were mainly developed by 

Bandler and Grinder using this subtractive 

style of modelling. It should be clear, from 

the description above, that this is a fairly complex tech-

nique and not one that’s suitable for use where a ‘quick ix’ 

or ‘cheap and dirty’ solution is required. By the same token, 

however, when the process is used eficiently it should pro-

duce far more useful, and cost-effective, results than a less 

rigorous approach would deliver.

Adoptive modelling

Once a skill or ability has been modelled in the observa-

tional sense, it must then be described in such a way that 

it can be taught to other people who don’t have that skill, 

or who do have it, but to a lesser extent. In other words, it 

must be presented in such a way that people can integrate 

the model into their own behaviour patterns. This obviously 

calls for quite a lot of information, but it must be a sufi-

cient amount of the right information. On this basis, it often 

helps if the people who will be adopting the model under-

stand some of the subtleties of producing a viable model.

For example:

• One of the identifying characteristics of a true ‘expert’ 

is that they exercise their expertise unconsciously – 

without having to think about it. As a consequence …
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• Asking an expert to identify their key skills and tech-

niques is usually a waste of time, because …

• Most experts worth modelling either don’t know what 

they do that makes them ‘expert’ or they identify the 

wrong elements of their behaviour as being the basis 

of their success.

• So, an inlexible, legalistic use of a model – simply con-

sciously mimicking an expert’s behaviour – may not 

produce much in the way of results. The model must 

be integrated at the unconscious level so that the 

behaviour becomes as natural as the model user’s own 

behaviour.

• Effective modelling must take account of three aspects 

of the subject being modelled:

a) behaviour: what the expert does;

b) beliefs: the ‘mental maps’ that are the foundation 

for this behaviour;

c) values: the criteria by which the expert decides on 

any particular course of action.

• In addition to whatever speciic behaviour you wish to 

model, it’s often useful to model an expert’s posture, 

breathing and vocal characteristics when they’re in 

‘expert mode’. Do they sit or stand? Do they breathe 

from their chest or from their stomach (diaphragm)? Do 

they speak quickly or slowly? And so on.
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The three phases of modelling

1. Observing the model

This involves fully imagining yourself in someone else’s 

reality by using what NLP calls a second position 

shift. The focus is on ‘what’ the person does (behav-

iour and physiology), ‘how’ they do it (internal thinking 

strategies) and ‘why’ they do it (supporting beliefs and 

assumptions). We obtain the ‘what’ from direct obser-

vation. The ‘how’ and ‘why’ is gained by asking quality 

questions.

2. Finding the difference that makes the difference

Traditional learning adds pieces of a skill one bit at 

a time until we have them all. The drawback to this 

method is that we don’t know what’s essential. By 

contrast, modelling, which is the basis of acceler-

ated learning, gets all the elements and then sub-

tracts them systematically to ind what is absolutely 

necessary.

The important questions are:

• What are the behavioural patterns of the successful 

person?

• How do they achieve their results?

• What did they do that is different from a person 

who’s not successful?



171

• What is the difference that makes the difference?

When you have all the pieces, you can reine and 

sequence the model.

3. Designing a method to teach the skill

Until you have all the relevant pieces of a skill and the 

necessary sequence, you can’t teach it effectively. We 

currently teach many skills with extra background infor-

mation muddying the waters. Rehearsal of the natural 

sequence of the skill is important. If you tried to make a 

cake by putting it in the oven before mixing the ingre-

dients together, it would be yucky. Yet we think we can 

teach separate elements of skills out of sequence and 

out of context, and succeed.

Find someone who has a skill or a competency 

that you would like to model, and follow these 

steps:

Remember, NLP is about modelling the best – so set your 

sights high: you’ll be surprised who’ll see you if you come 

over as genuinely interested. And there are lots of others 

to see if they don’t.

Begin by asking them how they do the thing you would 

like to do. Identify each step by asking either, ‘What hap-

pens before that?’ or ‘What happens after that?’
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Remember, many people will not be aware of their 

strategies, so use your observation to notice changes in 

posture and breathing to help identify internal processing.

If possible, use a recording device and preferably 

arrange to see people in a quiet place – I have some very 

interesting recordings in bars and clubs, but the back-

ground noise blanks out the content! And remember to lis-

ten – sometimes questions that don’t seem very important 

to you get the best answers.

Remember also that you’ve chosen someone because 

they’re good – so let them know, and keep any conidences 

that are important to them.

Mix and match the following question sets:

Introduction

• You have a reputation for being good at … networking 

[adapt this to your topic]. Are you happy that I ask you 

some questions about it?

Environment

• Where and when do you do it?

Behaviours

• What speciically do you do?

• If you were going to teach me to do it, what would you 

ask me to do?

Capabilities

• What skills do you have that enable you to do this?
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• How did you learn how to do this?

Beliefs

• What do you believe about yourself when you do this?

• What do you believe about the person you’re doing this 

to?

Identity

• Do you have a personal mission or vision when you’re 

doing this?

Other questions

• How do you know that you’re good at this?

• What emotional and physical state are you in when you 

do this?

• What happened for you to be good at this?

• What are you trying to achieve when you do this?

• Who else do you recommend I talk to about this?

In short, effective modelling is a very precise and accurate 

way of carrying out the advice in the old Native American 

proverb: ‘To really know someone you must irst walk a mile 

in their moccasins.’ Simply putting the moccasins on is not 

enough. You must also do the walking.

Having said that, it’s also important to remember that 

the purpose of modelling is to enable people to duplicate 

successful behaviour. This process is intended to assist in 

the transfer of skills, not to create clones of the expert.
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NLP modelling involves transferring what an 

expert thinks they know and what they uncon-

sciously know. It involves being able to pro-

duce the outcome and transferring the behaviour to others.

But the use of modelling in NLP doesn’t just involve 

extraordinary skills. For example, you could model how 

someone keeps her desk clean. We can use the same 

key questions to ind out how someone keeps himself 

depressed, or becomes frustrated.
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17. Change

There are four stages to learning a new skill 

such as NLP:

UNCONSCIOUS INCOMPETENCE

Learning a new skill for the irst time, not knowing 

what you don’t know.

CONSCIOUS INCOMPETENCE

Realizing what you don’t know and what you still need 

to learn.

CONSCIOUS COMPETENCE

Building the new skill and capabilities, and feeling more 

familiar with them.

UNCONSCIOUS COMPETENCE

Expertly using the tools as if they were second nature, 

like driving a car.

Oh, how I’d like to change some of the people I work with 

at times. If only they thought more like me! Now that you’ve 

got all these wonderful insights and methods from NLP for 

changing people, wouldn’t it be great to start to sort out 



176

some of your friends, colleagues or family members? Sorry, 

but it doesn’t work like that.

The person to work on is yourself. Only you can change 

you. The incredible thing is that once you begin to do things 

differently, others will adapt and change their responses to 

you. So once you build rapport with that grumpy colleague 

and talk to him using his language patterns, not your own, 

hey presto! He’s compelled to respond to you differently, 

and funnily enough, that was what you wanted.

Some of you may be reading this book with the inten-

tion of better supporting others and using NLP as a tool to 

coach and train others. That’s a wonderful thing to do, and 

really beneicial to those you do it with, and to yourself. But 

remember you’re not changing them. You give feedback, 

you coach, and you support, but all the change comes from 

within.

Change yourself, not others.

Learn to change content with NLP
We’re going to begin with something so obvious that once 

you get it, you’ll be shocked at how many people don’t 

seem to be in control of it.
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I have a friend who used to have a phobia of 

worms – not a very common phobia, and one 

that doesn’t really make much sense.

I can’t remember anyone being attacked by 

a worm; I can’t remember reading stories in the 

newspapers about deaths caused by worms, and 

I’ve personally never had an unfortunate experience with a 

worm, but well – she was afraid of worms.

So when I managed to pick myself up off the loor and 

stop laughing, I had to ask her what it was that made her 

scared of worms.

This is what she told me:

‘Whenever I’m gardening, if I put a trowel in the ground 

and begin to pull it back, I visualize in my mind, a worm 

coming up with the trowel. It’s a really big fat worm, much 

larger than a usual worm, more like a fair-sized snake. I can 

see the slime all over it. Then as I lift the trowel up, the 

worm is licked upwards, really quickly, and comes lying up 

towards my face, covering me in slime. Sometimes it even 

ends up in my mouth.’

Yuck. Now I understand why she doesn’t like worms!

So even though this actual event never happened to 

her, and was ‘all in the mind’, the idea of it was so horrible 

that unconsciously she believed this was going to happen if 

she dug the garden.

One of the keys here is that your brain isn’t quite as 

clever as you think it is. In fact, your brain can’t really tell the 
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difference between what happens on the outside and what 

happens on the inside.

My friend’s brain reacted to the idea of a worm lying 

into her face in exactly the same way it would have reacted 

if it was a common event and was really likely to happen 

when she dug the garden.

But don’t worry, because there’s one important differ-

ence between the inside and the outside. You can change 

the things on the inside.

What if instead of visualizing a worm lying into her 

mouth every time she picked up a trowel, my friend saw 

a worm emerge from the earth, smile at her, thank her for 

helping him to the surface, and then crawl off on his way?

Would she still be scared? And would that image be 

any less valid than the image of the worm lying through 

the air?

Deinitely not – on both counts, though if she makes the 

image too cute she may start gardening just for the sake of 

digging up worms!

Now before we turn this into a technique, we need to cover 

a couple of simple NLP elements.

Firstly, whenever you remember a memory, you remem-

ber the event using representations of your senses (well, 

what else is there?).

You remember what you saw, what you heard, what 

you felt (internally and externally), what you smelt, and 
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what you tasted. As we saw earlier, these are referred to 

in NLP-speak as modalities, and the three we’re interested 

in are the visual, auditory, and kinaesthetic (feeling/body 

sensations) modalities.

Also, whenever you remember a memory, you’re only 

remembering a representation of the memory. You’re not 

remembering what actually happened. You’re remember-

ing what you remember happening, but through the ilters 

of your beliefs.

In a sense you’re remembering what happened in a 

manner that allows you not to have to question what you 

think about yourself.

Imagine someone who makes you feel uncom-

fortable, or someone who makes you feel 

small and insigniicant, or someone you have 

trouble dealing with, or someone who you ind 

dificult to communicate with, or someone who always 

seems to hold the upper hand and restricts the ways in 

which you can respond.

Now think about dealing with them at some point in 

the future.

Right, now in your mind you’re probably making a picture 

of that person.

So what kind of image do you make?

Think for a moment. If this image was real, what ele-

ment of it would make you feel uncomfortable?
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If the person in the image is much larger than you, then 

that would be scary, for instance.

If they’re very loud, that would be scary.

If they have a nasty facial expression, then that would 

be scary too.

What if a boxer, before a ight, imagined himself ight-

ing his opponent, but imagined the opponent being twelve 

feet tall? I guess his conidence wouldn’t be very strong and 

his chance of winning the ight quite slim.

Usually there’s something unrealistic in the image you 

make – something that in real life would be scary.

There are a number of ways to change the way this rep-

resentation makes us feel, and for now we’re going to con-

centrate on the content of the memory.

So, as a irst step, think about some time when you’re 

going to be dealing with that person who bothers you. 

Notice what’s unrealistic about the picture, and make it 

realistic. For example, if you imagine them as being unrea-

sonably tall, shrink them down.

One by one, change all the unrealistic elements in the 

image to make the picture more normal.

And for step two, we’re going to take it a little further, 

and make some things unrealistic.

Concentrate on their face for a moment, and give them 

a big red clown’s nose. How does that make the person 

seem? How about adding a clown’s suit and hat? How 

about giving them really big lat shoes? Do they seem quite 

so dificult now?
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So what’s happening?

It’s simple really.

If you see someone with a clown’s nose, you tend to not 

take them very seriously, and this is exactly what you did in 

your head. This is a perfect example of a generalization. We 

generalize that a clown’s nose always implies someone not 

to be taken seriously.

For anyone whose parents were killed in a freak acci-

dent involving clowns, then please accept my condolences, 

and ind another character you can choose not to take 

seriously. Cartoon characters, minor celebrities, and WWE 

wrestlers are good examples.

Many readers may have come across similar ideas before, 

such as the exercise that nervous speakers use where they 

imagine the audience naked to make it easier to give a 

presentation. Changing the content visually like this, espe-

cially in humorous ways, can make a massive difference to 

the state of mind a memory creates.

This technique also works in all other modalities: audi-

tory (hearing), kinaesthetic (feeling), gustatory (tasting), 

olfactory (smelling). So let’s try the same exercise using the 

auditory modality.

Go through the people who bother you, until 

you ind one who you remember as having a 

really uncomfortable voice – a voice that 
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makes you cringe, an overpowering voice, or one that 

sounds like a dental drill.

So what happens if you change their voice?

If you remember someone who has a deep and authori-

tative voice, what happens when you imagine them giving 

you a hard time while sounding like Donald Duck?

Just try speeding their voice up and raising it to a 

squeak, so it sounds like someone who has inhaled some 

helium. Then imagine it’s been recorded on video and 

you’re playing it in fast forward mode.

If there’s someone who tires you out because their 

voice just seems to bash away at you relentlessly, then try 

slowing them right down and deepening them until they 

sound like Barry White. This also works with your own inner 

voice, as we saw earlier.

Think of other ways you can change someone’s voice, 

and try them out to see which changes affect you the most.

So now you can put all these techniques together:

• Remember ive people who you have trouble dealing 

with

• Think about the next time you’re likely to have to deal 

with them

• Using visual and auditory hallucinations, make them 

easier to deal with.
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Just to give you a start, here are some ideas of changes that 

may make people easier to deal with:

Visual changes

1. Clown nose, clown clothes, clown shoes

2. Dress them like Shirley Temple

3. Make them wobbly

4. Change their hair – badly

5. Man in a dress – if you’re British, think Little Britain

6. Big lat feet

7. How about a big perm?

8. Handlebar moustache – great, especially on women

Auditory changes

1. Make them sound like Donald Duck

2. One word – helium

3. Add a soundtrack to the memory: the Benny Hill music 

is always good, and so is ‘Always Look on the Bright 

Side of Life’

4. Give them a stutter or make them hesitant

So far we’ve dealt with changing the content via changing 

the visual and auditory elements. Can we perform a similar 

exercise in the kinaesthetic modality?
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Remember someone who has bothered you, 

and imagine them standing before you.

Now, rather than changing details about 

your opponent, you’re going to change your 

own kinaesthetic.

As you see your opponent through your own eyes, 

imagine yourself getting taller and taller.

What would it feel like if you were the Incredible Hulk 

and were beginning to stretch your clothes and expand 

your muscles in all directions?

When you’re towering over them, notice them shrink 

down, then lare your nostrils and snarl at them.

Make them shrink down until they’re so small you can 

step forward and crush them with a thunderous stamp.

Open your mouth and feel the force of your voice lat-

ten them.

Does that feel good?

The more you work with these techniques, the easier they 

will become. You will also become more aware of what your 

brain is doing that makes these people so dificult to deal 

with.

And don’t be surprised if you ind one speciic change 

that really does it for you. Some people ind that changes 

in one speciic modality work best for them.

And does this apply only to people? Of course not!
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Try applying the same techniques to other things that 

make you uncomfortable.

I’m thinking cockroaches in red ishnet stockings and 

giving presentations in front of an audience who all look 

like frogs …

Just use your imagination!

Phobias
Many of us have developed irrational fears or phobias that 

have varying levels of impact on our lives. Whether it’s 

worms like my friend, or heights or snakes, some people 

can feel tense just talking about them.

Fears and phobias limit our ability to get the most from 

life. In some cases they can prevent us living even a rela-

tively normal life.

In all cases we can overcome them – not necessarily 

with ‘treatment’, but through learning how to manage our 

own thoughts and feelings.

Fear or phobia?

We feel fearful when we believe we don’t have the ability to 

cope with something. This fear may be grounded in reality, 

as when we fear being knocked down by a car when trying 

to cross a busy road. Or the fear may be irrational, as when 

we fear a tiny harmless spider.
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Many of our fears are a mix of reality and mis-

interpretation of our ability to cope. When 

there’s a large degree of misinterpretation, it’s 

likely that this is a phobia rather than a fear.

The essential ingredient of a phobia is that it has a signii-

cant degree of irrationality. The person experiencing the 

phobic feelings is usually well aware that their fear is irra-

tional, but they’re unable to overcome the fear.

What to do about a phobia?

A phobia is an irrational fear driven by our emotions, which 

is why willpower, facts and reassurance tend to have little 

impact. Of course, this doesn’t stop us trying to intellec-

tually ‘understand’ it, so we examine the past and try to 

remember or igure out how the phobia developed in the 

belief that a rational understanding will reduce its impact 

(it rarely does, by the way). This search for an explanation 

is quite natural – especially when we don’t know any other 

way of tackling it.

So, irst a few opinions. I’ve called them that rather than 

‘facts’ because they are, of course, not universally accepted 

facts. They are accepted by most people in the world of 

NLP and they are supported by my own experience. Yet 

many, including those therapists who believe that ‘curing’ a 

phobia should be a long and very expensive process, would 

disagree with them.
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1. A phobia is an emotional, fearful response that is rarely 

based on objective facts or reality.

2. A phobia can happen to anyone – it’s not a relection on 

one’s strength of character, intelligence, willpower, etc.

3. A phobia can develop at any age.

4. A phobia can normally be eradicated in a few hours, at 

most …

NLP uses visualization to help a person replay an event 

associated with their particular phobia in such a way as to 

change how the mind remembers the event.

It’s also called the visual/kinaesthetic dissociation 

technique, and it does help the person dissociate, or, as 

I understand it, step away from the event/fear/phobia and 

view it in a less frightening way.

To help you understand how we can go about 

addressing our fears and phobias using NLP, I 

would like to share with you a case study based 

on a client of my colleague Naomi Martell. 

Janice approached Naomi to help her deal with 

a crippling fear she has had for many years that’s 

preventing her from living a fulilling life.

Janice has an intense fear of knives. She has no really 

sharp knives in her kitchen and she doesn’t like to look even 

at a pen knife. She tenses up and looks rapidly away any 

time there’s even a possibility that someone on TV or in a 
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movie may attack with a knife. She hates knives and feels 

tense even talking about them.

Janice was asked to visualize a scene involving herself 

and knives that made her extremely anxious and fright-

ened. She had been threatened twice with knives in her 

life: once by a drug-addict friend she was trying to help 

and once during a robbery. She chose the robbery. She was 

asked where on the anxiety scale the scene put her emo-

tions, on a scale from 1 to 10 (10 being the most anxious). 

She chose 9, but my colleague was aware that she was dig-

ging her nails into her hands and her posture was rigid, and 

suspected it was more likely a 10.

Naomi asked Janice to picture a small, black-and-white 

television screen with no sound, and place the scene she 

was visualizing on the screen. Then, she had her move it to 

a movie screen and imagine she was in the audience watch-

ing herself, and then move back to the projection booth 

and watch herself watching herself in the audience and on 

the screen. This allowed her to put distance between her-

self and the event, and diminished it in size and importance 

in her memory. She felt calmer viewing the scene from each 

diminishing perspective.

Then Naomi had Janice see herself leaving the projec-

tion booth, returning to the audience, and then re-entering 

the robbery scene at the end. She then told her to quickly 

replay everything backwards, in about two seconds, as 

though she was watching a recording in reverse. They did 

this a couple of times, forward and back. Then Janice was 
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asked to revisualize the scene and see where her anxiety 

level lay. By this stage it had already dropped to a 6.

Naomi then had Janice visualize a party scene, with chil-

dren running around and colourful balloons, and knives that 

she knew were really twisty balloons, even though they still 

looked like knives. The scene made Janice laugh a little. 

After that, Naomi asked Janice how anxious she was while 

viewing the robbery scene, and now it had dropped to a 3. 

All this had taken only a few minutes, and yet Janice felt so 

much calmer about the whole knife scenario.

Fast phobia cure

1. Think of the greatest fear in your life.

2. Rate your fear or phobia from 1 to 10, 10 meaning 

you’re terriied, 1 meaning you’re not at all bothered 

(these are known as subjective units of distress or 

SUDs).

3. Walk into an imaginary cinema and have a seat in the 

centre of the front row (don’t forget the popcorn).

4. Float up out of your body and gently settle in a com-

fortable seat in the balcony so you can watch yourself 

down below.
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5. Put the very beginning of your greatest fear on the 

screen in the form of a coloured slide. Then run the 

movie of your greatest fear all the way to the end, as 

you remain in the balcony watching yourself sitting in 

the front row seat, watching yourself on the screen.

6. At the end of the movie, freeze the frame into a slide 

again. Change the picture to black and white and then 

re-associate fully into the picture on the screen (i.e. walk 

into the movie). Run the associated movie backwards at 

quadruple speed with circus or cartoon music playing, 

and then freeze-frame the image when you get back to 

the beginning of the movie.

7. Walk out of the still picture and sit back down in the 

front row seat of the cinema. Now blank out the entire 

screen.

8. Focus on the fear or phobia you have been working on 

and rate your SUDs again. If it’s still causing discomfort 

or fear, repeat steps 3 to 6 as necessary until the issue 

is no longer bothering you.
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18. Modality check

Each individual has one primary mode that he or she prefers 

for learning and communication – either visual, auditory, or 

kinaesthetic. However, we also have the ability to move 

from one mode to another, depending on the situation. For 

example, if you’re right-handed, you would probably rather 

write with the right hand than the left. You have the ability 

to write with the left hand, but comfort lies with the right.

Your mind performs six primary representa-

tional functions (excluding maintaining inter-

nal physical functions such as breathing) in 

order to ‘make sense’ of the world.

It creates representations of

• pictures

• sounds

• words.

And it generates

• feelings

• smells

• tastes.

Through the ive senses you gather information and store 

it in a manner that’s appropriate to each sense. Your mind 
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then retrieves this information in the same code or format 

that you stored the experience. If you store information vis-

ually, you will retrieve it as a picture. If you hear and store a 

noise, you will retrieve the information as a sound.

We call this coding or storing of information an internal rep-

resentation. In experimenting with a pleasant experience, 

you retrieved the visual part of the internal representation 

of a pleasant experience. Quite possibly your pleasant 

experience also had sounds. By changing the coding of an 

experience, you can change your feelings and your internal 

state. When the internal state changes, behaviour changes.

Take the quiz below if you want to know which 

sensory system you prefer to use.

Put a check mark next to any statement 

that describes you; leave it blank if it doesn’t 

it. There are no correct or incorrect answers – you’re simply 

indicating your preferences.

1.

A._____ I love to listen to music.

B._____ I enjoy art galleries and window shopping.

C._____ I feel compelled to dance to good music.
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2.

A._____ I would rather take an oral test than a written test.

B._____ I was good at spelling in school.

C._____ I tend to answer test questions using my ‘gut’ 

feelings.

3.

A._____ I’ve been told I have a great voice.

B._____ My conidence increases when I look good.

C._____ I enjoy being touched.

4.

A._____ I can resolve problems more quickly when I talk out 

loud.

B._____ I would rather be shown an illustration than have 

something explained to me.

C._____ I ind myself holding or touching things as they are 

being explained.

5.

A._____ I can usually determine someone’s sincerity by the 

sound of their voice.

B._____ I ind myself evaluating others based on their 

appearance.
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C._____ The way others shake hands with me means a lot 

to me.

6.

A._____ I would rather listen to audio books than read 

books.

B._____ I like to watch television and go to the movies.

C._____ I like hiking and other outdoor activities.

7.

A._____ I can hear even the slightest noise that my car 

makes.

B._____ It’s important that my car is kept clean, inside and 

out.

C._____ I like a car that feels good when I drive it.

8.

A._____ Others tell me that I’m easy to talk to.

B._____ I enjoy ‘people watching’.

C._____ I tend to touch people when talking.

9.

A._____ I’m aware of what voices sound like on the phone 

as well as face-to-face.
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B._____ I often remember what someone looked like, but 

not their name.

C._____ I can’t remember what people look like.

10.

A._____ I often ind myself humming or singing to the radio.

B._____ I enjoy photography.

C._____ I like to make things with my hands.

11.

A._____ I would rather have an idea explained to me than 

read it.

B._____ I enjoy speakers more if they use visual aids.

C._____ I like to participate in activities rather than watch.

12.

A._____ I’m a good listener.

B._____ It’s important that I always look my best.

C._____ I feel positive or negative towards others, some-

times without knowing why.

13.

A._____ I can resolve problems more quickly when I talk out 

loud.
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B._____ I’m good at inding my way using a map.

C._____ I exercise because of the way I feel afterwards.

14.

A._____ I like a house with rooms that allow for quiet areas.

B._____ It’s important that my house is clean and tidy.

C._____ I like a house that feels comfortable.

15.

A._____ I like to try to imitate the way people talk.

B._____ I make a list of things I need to do each day.

C._____ I’ve been told that I’m well coordinated.

TOTAL A _____  TOTAL B _____  TOTAL C _____

The mode A, B, or C that you scored the highest in indi-

cates your preferred NLP system. If A is higher, you’re more 

auditory. If B is higher, you’re more visual. If your highest 

score is in the C category, you’re more kinaesthetic.

Knowing your preferred modality for learning and com-

municating allows you to recognize the way you interact 

with others, and may also allow you to adjust to a different 

modality to aid better communication with other individu-

als (who may have a different style).
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19. Applications of NLP

Imagine what it would be like if you could crawl into the 

hearts and minds of the most successful people in the world 

today, whether it’s Bill Gates, David Beckham, Stephen 

Hawking or Nelson Mandela.

Imagine you had the tools to tinker around with their 

psychologies and take out the programs inside their minds 

that are responsible for their success: what they believe 

about life, how they solve problems, and how they relate 

to people.

Now, imagine taking these magniicent programs and 

installing them into your own psyche, turbo-charging and 

kick-starting your own psychology.

Now, with those new powerful programs running your 

heart and mind, would you do, think and feel differently? 

And would you create brand-new results because of that?

And if you had to put a price on being able to do that – 

being able to install the beliefs, attitudes and strategies of 

the best in the world, internally and externally – what would 

be the price of being able to do something like that?

You know the answer. Priceless.

This book has been an introduction to the vast subject 

of NLP. It has allowed you to sample some of its better-

known strategies and apply some of its techniques to your 

own life. There’s much more that you can learn and beneit 

from, by continuing to explore NLP and its applications. As 
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a irst step, turn to the ‘Further reading’ section, which con-

tains many useful books to develop your skills, as well as 

web addresses to expand your knowledge.

NLP has applications in many different areas:

NLP in business

Basic NLP skills that improve and enhance communica-

tion, rapport-building, and goal-setting are all immediately 

applicable to the business world. Speciic skills for dealing 

with people who perceive the world differently than we do 

will help improve relations with peers, bosses, customers, 

and new prospects. In addition, many leaders and consult-

ants in business have turned to the creative and innovative 

aspects of NLP for inspiration in organizational develop-

ment, total quality management, team-building, and stra-

tegic planning. NLP principles and skills underlie much of 

what is taught in negotiation seminars. Presentation skills 

and public speaking are an integral part of corporate life 

today. NLP self-management techniques, language pat-

terns, and goal-setting are vital to effective speaking. Many 

of the attendees at NLP training sessions tell us they have 

come to learn skills that will help them in their professions.

NLP in the caring professions

Much of the initial modelling in NLP focused on how inno-

vative and effective therapists helped their clients change. 

Most of their behaviour and language was beyond their 

conscious awareness; thus, the analysis and modelling of 
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the therapists’ techniques produced information of a highly 

practical nature.

The personal change work processes in NLP are unique 

in their scope and power. They are guided by precise lan-

guage patterns and a careful, systematic approach for 

checking the ‘ecology’ or respectfulness of the change 

upon other areas in a person’s life. Many highly trained 

therapists are inding NLP to be a richly generative and 

comprehensive framework for personal change. In addition, 

the dynamic world of NLP is continually reining existing 

patterns and adding new developments that help people 

make the changes they want. If you’re in a caring profession 

NLP can help you with the following:

• Finding tools for building rapport with a variety of 

clients

• Understanding the structure of beliefs and identity

• Adding zest to your work and increasing your job 

satisfaction

• Finding new and effective ways to assist your clients to 

achieve rapid and lasting change.

NLP and creativity

Artists, writers, and performers ind NLP training valuable 

because NLP offers unique insights into what inhibits and 

what enhances the creative spirit. Applications of NLP 

strategies provide powerful ways to free and stimulate your 

creativity.
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NLP in education

NLP’s practical applications include understanding how 

we learn and developing strategies for both students and 

teachers. Through NLP, teachers and parents gain concrete 

methods for helping children do well in school. Classroom 

teachers are incorporating key pieces of the NLP approach 

into their teaching methods and classroom management.

NLP for personal change

Many people come to NLP for relief from limitations. 

NLP provides freedom from old habits, fears, and limiting 

beliefs, and gives a structure for new and empowering ways 

of being in the world. One of the beneits of NLP is more 

choice: in how you respond, the way you communicate, 

and how you feel. When you have more options, you can 

make better decisions. If you haven’t been living the life 

that you want, NLP offers you a path to new and satisfying 

alternatives.

NLP in health

The applications of NLP are important both to those in the 

medical ield and to individuals interested in good health.

In today’s rapidly changing ield of healthcare, medical 

professionals need more than technical abilities. They are 

increasingly called upon to demonstrate strong interper-

sonal skills and lexibility, as well as abilities in the areas of 

negotiation, business management, and conlict resolution. 
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NLP provides these necessary skills for relating effectively 

and communicating clearly with patients and co-workers.

Medical professionals report that what they learn in 

NLP training is immediately applicable and valuable in their 

work.

In addition, leading-edge research in NLP today is 

focusing on ways of building and maintaining personal 

health, engaging the body’s ability to heal, and deining 

the relationship between health and beliefs.

If you always do what you’ve always done, 

you’ll always get what you’ve always got. So 

if what you’re doing isn’t working, do some-

thing different. Do anything else!
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Notes

You can use the following pages to make your own 

notes on any of the exercises in the book.



Notes



Notes



Notes



Notes



Notes


	Title
	Copyright
	About the Author
	Author's Note
	Contents
	What is NLP, and How Can it Help Me?
	1. Preface
	2. About this book
	3. What is NLP?
	4. Where does NLP fit into traditional psychology?
	5. Basic assumptions of NLP

	Using NLP to Win Friends and Influence People
	6. Communication
	7. Creating rapport

	The Language of Success
	8. NLP and language
	9. Meta programs
	10. The meta model
	11. Employing the language of success
	12. Embedded commands

	Creating a Toolkit
	13. Goal-setting
	14. Visualization
	15. Anchoring

	Integrating Your Learning
	16. Modelling
	17. Change
	18. Modality check
	19. Applications of NLP

	Acknowledgements
	Further reading
	Index
	A
	B
	C
	D
	E
	F
	G
	H
	I
	K
	L
	M
	N
	O
	P
	Q
	R
	S
	T
	V
	W

	Introducing
	Notes

