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ACHIEVING GOALS § COMMITMENTS Longer lasting learning

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins
Languages: English, Chinese

Influencing Collection
Principles of persuasion.

® What's included?
~ - Bite-size videos
- Interactive exercises
- Knowledge checks
- Course leader guide
- Series infographic

Goals and targets are much easier to achieve if they motivate us and
we are committed to achieving them. In this course we will learn how
to increase goal commitment, how to set targets which keep people
engaged, and where to keep our attention as we track our progress.
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BEING A ‘PEOPLE PERSON' ' conters

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese,
French

Influencing Collection
Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

We like to work with people who are nice to us and make us feel good
- and we try to live up to their expectations. In this course, find out
how positive labelling can give people a boost in your favour, and how
being more human and personable can help to influence people.
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HELPING HANDS Conger astng learnin

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese

Influencing Collection
Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

Help is a gift that keeps on giving: the more you give out, the
more you get back. In this course we'll look at techniques to get
help from others and learn how asking for help doesn't weaken
your position - it boosts it!
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LESS IS MORE i

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese

Influencing Collection
Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

When it comes to making decisions, less is more. Fewer options,
potential losses, and scarcity all encourage people to take action.
In this course, learn how offering less can mean more.
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MAKING YOUR CASE Conger astng learnin

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese
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Influencing Collection
Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

ABOUT THIS COURSE

Put across your best case by letting your audience know that you are
genuine, experienced, and better than the alternatives. Find out how

to do all these things (and when to stop making your case!) in this
SR
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MAKING YOUR CASE Conger astng learnin

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese

Influencing Collection

Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

Put across your best case by letting your audience know that you are
genuine, experienced, and better than the alternatives. Find out how

to do all these things (and when to stop making your case!) in this
SR
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NEGOTIATING = TYING TH'E KNOT Longer lasting learning

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese

Influencing Collection

Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

Whether in business or in romance, the principles of negotiation are
the same. Each party wants the best outcome for themselves, but the
best deal is one that both sides are happy with.
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NEGOTIATING TACTICS | deoarts

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese

Influencing Collection

Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

When it comes to getting what you want, it's not always as easy as

just asking for it. If what you want is counter to someone else's needs
then follow these techniques to make your offer more attractiveina
negotiation. L memmmmm—mmmTmTTTTTTTTTT
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USING SIMILARITY Longer lsting leami

AT A GLANCE:
Course length: 15-20 mins

Video length: 2-3 mins

Languages: English, Chinese

. Influencing Collection

Principles of persuasion.

What's included?
- Bite-size videos

- Interactive exercises

- Knowledge checks

- Course leader guide

- Series infographic

At some level we all want to belong to a group, and we can use this to
influence and steer people's choices. This course will show you how
similarity can breed contentment in our decisions when we see
others doing the same thing, and how being and acting the same can
help build rapport and trust.
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