
Effective Persuasion To
Counter Resistance



You may have thought that working 
with clients was about sharing your 
knowledge

But…

You’re job is to be persuasive

Person who is not convinced does not 
become a client

A client who is not persuaded does not 
follow your suggestions



You’re going to encounter resistance at 
many points in your business

Understanding why this may be 
happening can often help you break 
down resistance

The key is understanding how 
resistance is overcome



We’re always asking people to do 
something different

We do this in our social media posts

Any presentation we give

And of course, with every client – no 
matter how we have them (online 
programs, one-on-one, group 
programs, workshops)

Our brains are programmed to resist 
change



Why Do We Resist Change?
Change starts with uncertainty

And we don’t like uncertainty

But it has more to do with how our 
brains function

And it’s not just about our emotional 
feelings about the process 

Although they play a role



Change creates feelings of uncertainty

Threat response (fight or flight) -
resources are moved from the frontal 
cortex- where planning and deeper 
thought occurs

We are in survival mode & can increase 
anxiety and fear

Reduces ability to focus and think clearly

This can impair performance and 
increase emotional response



When brain sense changes  - sends out 
signals from the orbital cortex that 
something is not normal

It’s closely connected to the amygdala 

Which is associated with emotions and 
fear

The signals distract from the focus to 
change and instead reinforce keeping 
things the same 



Attention density refers to how much 
we pay attention to something

Making a substantial change requires a 
high level of attention density on the 
new idea

Focusing on new ideas or activities 
helps make new brain connections

It builds the longer we focus on the 
change

With enough attention density for new 
thoughts and habits - become part of us



The pre-frontal cortex is where we 
think,  

It determines good and bad, helps us 
plan the future and possible 
consequences of our actions

And allows us to work towards our 
goals

Change is initiated here

It’s where we learn new activities – it 
has limited resources and gets tired 
easily

***Can only hold a few ideas at a time 



This is what you’re competing with 
when you present your ideas or 
suggestions

This is why small ideas or small tasks 
work best

But how do you have the 
conversations?

We’re talking about how to use speech 
or written words to motivate clients to 
buy and to participate in their protocol



Decisions are made with emotion

Even the most logical reasoning is filled 
with emotion

The information you provide has to 
resonate

Whatever you choose to say or write – ask 
yourself

Can the intended audience relate? 

Does this meet them where they are at?

And does it highlight something they’re 
looking for



Tell a story about your experience or 
the experience of a client

Describe exactly how you felt

The assumption is that those who have 
had the same issue will have the same 
feelings

If you move your story towards a 
solution – they are not just going to 
see themselves in your words, they are 
going to know there’s a solution and 
you have it



This is the hardest thing to do 

You have to let them see you know 
what they go through

But they have to see you also as the 
solution

We need to have the emotions to 
engage

Emotions promote us to get the brain 
to engage in processing the 
information



Is this familiar?

You go to make a suggestion and the 
client or potential client shuts you 
down

“That will never work” or

“I’ve tried that and it doesn’t work”

What should you say?



The questions you should ask yourself 
before you proceed

“How can I make it work?  “How can I do it 
differently this time?” “How can I adjust 
this to make it work for me?” 

1. Start by being the expert you are and 
using your knowledge to try and figure out 
why or how the client failed before

2. Approach the client from a different 
angle

“Can you imagine?”



Example: Client has been on Candidiasis 
protocol

When you suggest that Candidiasis may be 
an issue – they react

“I’ve been on one – It did not work so it 
would be a waste of time”

Question 1: What were you hoping it 
would do?

Question 2: What exactly did you do on the 
protocol?



Then you can follow with:

“Here’s what should have happened”

“And here’s why it may not have for you”

Also, by knowing what Candidiasis protocol 
they followed – yours may be different

Finding out how it was for them while they 
were on it can yield a lot of good 
information – not just about the protocol 
itself but about how the client sees thing



During this process – you have to empathize

Acknowledge that they are right to feel 
disappointment, a lack of motivation etc –
validate how they feel

Then suggest that you work together to 
construct a better plan

The goal is to help their brain not perceive a 
threat (of any kind)

Their resistance will lower and they can 
now handle small ideas



The same is true with writing or presenting

Start from their perspective

You can do this by stating what you know 
they may be thinking or you can ask them

The goal is to use the words they would 
use and describe things as they would

This can be done with a simple statement 
or by telling a story



ie: “Don’t shoot the messenger – I’m 
sure the last thing you want to hear is 
another person telling you to avoid 
sugar”

Has anyone tried? How did it go?

What if I told you that could still have 
sweet food?

It’s just going to have more value for 
you and your body



Resistance
Resistance is natural

Resistance starts with a fixed 
position

It’s shaped by the person’s inner 
thoughts and beliefs

Negative emotions are involved –
fear, hate, sadness

The key for you is to use the inner 
thoughts of the person to your 
advantage



People are more likely to listen to you if 
they trust you

Be the expert but do so in a way that they 
know you are considering what they feel 
and what is mutually beneficial

If they see you as an ally, it will be easier to 
get them to comply

End binary thinking: good vs bad, rich vs 
poor, friend vs enemy

Mutual benefits prevent binary thinking



People want to feel good about their 
thought and  decisions

A resistant person sees your message 
as countering this

The first thing you do is validate what 
they think and feel

Cognitive reframing is a technique that 
changes how people see things

You want the person to look at things 
from a different angle



Getting someone to lower their guard and let 
go of the binary thinking requires that they feel 

you are on their side



Resistance is lowered when you say (in 
some form) “I agree with you”

This is easy when you are dealing with 
a client and the position is related to 
how they’ve suffered or why they’ve 
suffered (wrong treatment etc.)

What about the person who has an 
opinion you really disagree with or you 
know is wrong?

What is the “I agree with you” 
position? 



Let’s pick an opinion you disagree with 
and see where the “I agree with you “



Influencing
Taking a position is the easiest option

We live in a world with black-and-
white statements and opinions

Is your goal to barf what you think and 
feel out into the universe? 

Or would you like to open people’s 
mind and think a little differently?

This would be the same for clients



What you’re suggesting is usually a solution 
of some kind to a problem you’ve stated

Ask yourself:

Is the solution mutually beneficial?

The solution needs to be realistic or 
practical, achievable 

Expectations need to be realistic, too

There should be soundness to the solution

And when you present it – all parties should 
be able to see it



And:

1. The solution should be efficient for 
the circumstance

2. It should not have a negative impact 
on the relationship 

3. Best solutions are durable but short-
term solutions can be acceptable if 
they are mutually beneficial



Let’s pick a topic and statement and create 
a way to present this



Perception

“Losing weight take hard work”

What does the person hear?

“I’m a failure” “I suck” “I’m incompetent”

When a person objects to what you are 
saying assume there is a perception issue

Statement 1 is saying: “There’s hope but you 
just need to do things differently”

But they may not be hearing it that way



Only way to know what to say so 
you’re in alignment with the person is 
to listen and ask questions

Everyone (including you) has a 
tendency to cherry-pick facts and 
truths to create a subjective 
perception of the world 

This subjective perception goes deeper 
to form our logic for reality



Solution
Go to a higher level

Every subject has levels

By going to the next level – the person 
has to create a new roadmap for what 
they think

The goal is to find an objective 
standard you both can agree upon

ie: “There’s a lot of confusion about 
health”

“Food isn’t what it once was”



Another option is to dissolve the 
perception (as opposed to changing it)

Do this by asking questions:

What if you could….

What would you like to be different 
about your situation?

What if you had a different option?

This can “dissolve” the perception and 
now you can help create a new one



Remember people with strong 
objections are usually suffering in 
some way

This can be enough for negative 
behavior or thoughts

Argumentative behavior often reflects 
this

Some people gain pleasure from being 
argumentative 



Make sure you’re not too married to your 
intentions for the situation

Often we project that onto the other person 

It makes them even more determined to 
resist

And be open and fair

A human “truth” no matter how fair we are, 
we are always fairer to ourselves

You have to think about the impact your 
message is going to have on the other person



Be genuinely interested – see this as 
an opportunity to see something in a 
different light

Leave your beliefs out of it – they are 
not going anywhere so you can forget 
about them for this conversation or 
situation

Keep your message positive –

When a positive emotion is associated 
with a message is more likely to 
influence other people



1. Consider yourself only as an 
observer 

2. Listen to your subject with the 
intent to gain new information 

3. It’s hard not to think you’re right and 
they are wrong – but for this 
conversation – try to think of your 
thoughts as hypotheses or educated 
guesses only



Developing Your Words
One of the reasons you’re asked to 
have a niche is so  you’ll know what 
your target audience thinks and feels

There’s a commonality to the 
experience of having the same health 
condition

1. You should be able to know how 
they feel about their situation

2. Know what they have gone through 
would explain both their resistance to 
suggestions and what they truly want



The reason for this is that they are 
looking for you to say something

They may know what it is

Often they don’t know what it is until 
they hear it

Usually it is a solution or a part of the 
solution 

Finish this sentence

“Lose weight without….”



Million Dollar Solution
All clients have reasons why they want help

They also have reasons they don’t want to try 
to change

Often a fear

May just be they don’t want to do something 
they think they will have to do

When you tell them they won’t have to do 
that – their whole demeanor will change

That’s “their” million dollar solution



You should be building a list of million dollar 
solutions – because people will have 
different ones

Some time you can do this by presenting a 
short questionnaire for them to fill out 
before you speak

You can also do this with a short survey to a 
list 

Also think back to past clients – what meant 
the most to them or made the biggest 
difference to their life

Ask them - You’ll need to coach them for the 
right type of answer


