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SYNOPSIS [FROM THE COVER] 
According to the U.S. Bureau of Labor Statistics, one in nine Americans works in sales. Every day more 
than fifteen million people earn their keep by persuading someone else to make a purchase. But dig 
deeper and a startling truth emerges: Yes, one in nine Americans works in sales. But so do the other eight. 
Whether we’re employees pitching colleagues on a new idea, entrepreneurs enticing funders to invest, or 
parents and teachers cajoling children to study, we spend our days trying to move others. Like it or not, 
we’re all in sales now. To Sell Is Human offers a fresh look at the art and science of selling. As he did 
in Drive and A Whole New Mind, Daniel H. Pink draws on a rich trove of social science for his 
counterintuitive insights. He reveals the new ABCs of moving others (it's no longer "Always Be Closing"), 
explains why extraverts don't make the best salespeople, and shows how giving people an "off-ramp" for 
their actions can matter more than actually changing their minds. Along the way, Pink describes the six 
successors to the elevator pitch, the three rules for understanding another's perspective, the five frames 
that can make your message clearer and more persuasive, and much more. The result is a perceptive and 
practical book--one that will change how you see the world and transform what you do at work, at school, 
and at home. 
 

 
 
QUOTES  
“I am a salesman. I don’t sell minivans in a car dealership or bound from office to office pressing cholesterol drugs 
on physicians. But leave aside sleep, exercise, and hygiene, and it turns out that I spend a significant portion of my 
days trying to coax others to part with resources.” 
  
“Physicians sell patients on a remedy. Lawyers sell juries on a verdict. Teachers sell students on the value of paying 
attention in class. Entrepreneurs woo funders, writers sweet-talk producers, coaches cajole players. Whatever our 
profession, we deliver presentations to fellow employees and make pitches to new clients. We try to convince the 
boss to loosen up a few dollars from the budget or the human resources department to add more vacation days. Yet 
none of this activity ever shows up in the data tables.” 
  
“People are now spending about 40 percent of their time at work engaged in non-sales selling—persuading, 
influencing, and convincing others in ways that don’t involve anyone making a purchase. Across a range of 
professions, we are devoting roughly twenty-four minutes of every hour to moving others. People consider this 
aspect of their work crucial to their professional success—even in excess of the considerable amount of time they 
devote to it.” 
  
“Whether it’s selling’s traditional form or its non-sales variation, we’re all in sales now. Without fully realizing it, 
each one of us is doing what Norman Hall has done for nearly half a century and what his Fuller predecessors did 
for more than a half-century before that. The salesperson isn’t dead. The salesperson is alive. Because the salesperson 
is us.” 



  
“Once upon a time, only certain people were in sales. Every day, these folks sold stuff, the rest of us did stuff, and 
everyone was happy. One day, the world began to change. More of us started working for ourselves—and because 
we were entrepreneurs, suddenly we became salespeople, too. At the same time, large operations discovered that 
segmenting job functions didn’t work very well during volatile business conditions—and because of that, they began 
demanding elastic skills that stretched across boundaries and included a sales component. Meanwhile, the economy 
itself transformed so that in the blink of a decade, millions of additional people began working in education and 
health care—two sectors whose central purpose is moving others. Until finally, in ways we’ve scarcely realized, most 
of us ended up in sales.” 
  
“To sell well is to convince someone else to part with resources—not to deprive that person, but to leave him better 
off in the end.” 
  
“Health care and education both revolve around non-sales selling: the ability to influence, to persuade, and to 
change behavior while striking a balance between what others want and what you can provide them.” 
  
“Today, it’s possible for a motivated secondary school student with Internet access to know more about the causes of 
the Peloponnesian War or how to make a digital film than his teacher. Physicians, once viewed as imperial 
dispensers of specialized knowledge, now might see patients who’ve researched their ailment and arrive with a 
clutch of studies and a course of action. Today’s educators and health care professionals can no longer depend on the 
quasi-reverence that information asymmetry often afforded them. When the balance tilts in the opposite direction, 
what they do and how they do it must change. Ed-Med, beware.” 
  
“The first is the myth of the blockhead. “We do not seem to have gone much in for genius,” wrote Fuller Brush 
Company founder Alfred Fuller of his sales force.11 The way this myth has it, the smarties go off to become 
engineers and lawyers, while those consigned to the less favorable portions of the IQ bell curve distribution migrate 
toward sales, which requires far less cognitive horsepower.” 
  
“The second erroneous belief, and a reason that some people disdain sales, is the myth of the moneygrubber: that 
being effective requires being greedy and that the best (and perhaps only) way to succeed is to become a coin-
operated selling machine. Once again, not quite. For starters, non-sales selling, especially in domains such as Ed-
Med, has nothing to do with cash.” 
  
“Finally, many people—myself included until I began researching this book—believe the myth of the natural. Some 
people have sales chops. Others don’t. Some people are innately skilled at moving others. The rest of us are out of 
luck.” 
  
“Always be closing. Its simplicity makes it understandable; its alphabeticality makes it memorable. And it can be 
constructive advice, keeping sellers focused on a deal’s end even during its beginning and middle. But the 
effectiveness of this advice is waning because the conditions on which it depends are fading. When only some of us 
are in sales—and when buyers face minimal choices and information asymmetry—“Always be closing” is sensible 
counsel. But when all of us are in sales, and none of us has much of an information edge, Blake’s prescription seems 
as dated as the electric typewriters and Rolodex cards that dot Mitch and Murray’s office.” 
  
“So here in Part Two, I introduce the new ABCs of moving others: A—Attunement B—Buoyancy C—Clarity.” 
  
“The results of these studies, part of a larger body of research, point to a single conclusion: an inverse relationship 
between power and perspective-taking. Power can move you off the proper position on the dial and scramble the 
signals you receive, distorting clear messages and obscuring more subtle ones.” 
  
“This second principle of attunement also means recognizing that individuals don’t exist as atomistic units, 
disconnected from groups, situations, and contexts. And that requires training one’s perspective-taking powers not 
only on people themselves but also on their relationships and connections to others. An entire field of study, social 
network analysis, has arisen in the last fifteen years to reveal these connections, relationships, and information 
flows.” 
  



“In the world of moving others, I call this ability “social cartography.” It’s the capacity to size up a situation and, in 
one’s mind, draw a map of how people are related.” 
  
“’The mental map gives a complete picture, and allows you to properly allocate time, energy and effort to the right 
relationships.’ Social cartography—drawing that map in your head—ensures that you don’t miss a critical player in 
the process, Shimmerman says. ‘It would stink to spend a year trying to sell Mary only to learn that Dave was the 
decision maker.’”  
  
“Successful negotiators recommend that you should mimic the mannerisms of your negotiation partner to get a 
better deal. For example, when the other person rubs his/her face, you should, too. If he/she leans back or leans 
forward in the chair, you should, too. However, they say it is very important that you mimic subtly enough that the 
other person does not notice what you are doing, otherwise this technique completely backfires. Also, do not direct 
too much of your attention to the mimicking so you don’t lose focus on the outcome of the negotiation. Thus, you 
should find a happy medium of consistent but subtle mimicking that does not disrupt your focus.11 (Emphasis in 
the original.).” 
  
“Synching our mannerisms and vocal patterns to someone else so that we both understand and can be understood is 
fundamental to attunement. Other research demonstrates mimicry’s effectiveness. For example, a Dutch study found 
that waitresses who repeated diners’ orders word for word earned 70 percent more tips than those who paraphrased 
orders—and that customers with servers who mimicked were more satisfied with their dining experience.” 
  
“The notion that extraverts are the finest salespeople is so obvious that we’ve overlooked one teensy flaw. There’s 
almost no evidence that it’s actually true. When social scientists have investigated the relationship between 
extraversion and sales success, they’ve found the link, at best, flimsy.” 
  
“Talking with each other, one to one, is human beings’ most powerful form of attunement. Conversations help us 
understand and connect with others in ways no other species can.” 
  
“So how can you teach yourself to be a bit more like that benevolent lizard and begin to master the techniques of 
strategic mimicry? The three key steps are Watch, Wait, and Wane.” 
  
“How to stay afloat amid that ocean of rejection is the second essential quality in moving others. I call this quality 
“buoyancy.” Hall exemplifies it. Recent social science explains it. And if you understand buoyancy’s three 
components—which apply before, during, and after any effort to move others—you can use it effectively in your 
own life.” 
  
“People who give up easily, who become helpless even in situations where they actually can do something, explain 
bad events as permanent, pervasive, and personal. They believe that negative conditions will endure a long time, 
that the causes are universal rather than specific to the circumstances, and that they’re the ones to blame.” 
  
“Say you’re interviewing for a new job or trying to raise money from an investor. Take an hour and write yourself a 
letter from the person you’re trying to move explaining why his answer is “Thanks, but no thanks.” List the reasons 
he’s turning you down. And, of course, include the irritating phrases—“After careful consideration . . . ,” “We regret 
to inform you . . . ,” and “We had many qualified applicants . . . ,” and so on—that are standard for this genre. When 
you read your letter, you’ll probably laugh. Once the rejection is in writing, its consequences can seem far less dire. 
More important, by articulating the reasons for turning you down, the letter might reveal soft spots in what you’re 
presenting, which you can then work to strengthen.” 
  
“Good salespeople, we’ve long been told, are skilled problem solvers. They can assess prospects’ needs, analyze their 
predicaments, and deliver the optimal solutions.” 
  
“This more compelling view of the nature of problems has enormous implications for the new world of selling. 
Today, both sales and non-sales selling depend more on the creative, heuristic, problem-finding skills of artists than 
on the reductive, algorithmic, problem-solving skills of technicians.” 
  
“Remarkably, in many cases the people who’d gotten that small dose of negative information were more likely to 
purchase the boots than those who’d received the exclusively positive information.”  



  
“Second, the negative information must follow the positive information, not the reverse. Once again, the comparison 
creates clarity. “The core logic is that when individuals encounter weak negative information after already having 
received positive information, the weak negative information ironically highlights or increases the salience of the 
positive information.” 
  
“In the new world of sales, being able to ask the right questions is more valuable than producing the right answers. 
Unfortunately, our schools often have the opposite emphasis. They teach us how to answer, but not how to ask. The 
folks at the Right Question Institute are trying to correct that imbalance. They’ve come up with a method that 
educators can use to help students learn to ask better questions—and that can assist even those of us who graduated 
back in the twentieth century.” 
  
“Prioritize your questions. Choose your three most important questions. Think about why you chose them. Then 
edit them one more time so they are ultra-clear. Through this process you can identify a trio of powerful questions 
that you can ask the person on the other side of the table. And those questions can help both of you clarify where 
you are and where you should be going. Find more information on this at: http://www.rightquestion.org.” 
 
“The moment marked two firsts. It was the first demonstration of an elevator safe enough to carry people. (Otis, you 
might have guessed by now, went on to found the Otis Elevator Company.) And more important for our purposes, it 
was a simple, succinct, and effective way to convey a complex message in an effort to move others—the world’s first 
elevator pitch . . .Today, we have more opportunities to get out our message than Elisha Otis ever imagined. But our 
recipients have far more distractions than those conventioneers in 1853 who assembled to watch Otis not fall to his 
death. As a result, we need to broaden our repertoire of pitches for an age of limited attention and caveat venditor.” 
   
“By making people work just a little harder, question pitches prompt people to come up with their own reasons for 
agreeing (or not).” 
  
“As a result, say the Carnegie Mellon researchers, your e-mail subject line should be either obviously useful (Found 
the best & cheapest photocopier) or mysteriously intriguing (A photocopy breakthrough!), but probably not both 
(The Canon IR2545 is a photocopy breakthrough).” 
  
“In 1970, an obscure sixty-six-year-old former mid-level AT&T executive named Robert Greenleaf wrote an essay 
that launched a movement. He titled it “Servant as Leader”—and in a few dozen earnest pages, he turned the 
reigning philosophies of business and political leadership upside down. Greenleaf argued that the most effective 
leaders weren’t heroic, take-charge commanders but instead were quieter, humbler types whose animating purpose 
was to serve those nominally beneath them. Greenleaf called his notion “servant leadership” and explained that the 
order of those two words held the key to its meaning. “The servant-leader is servant first,” he wrote. “Becoming a 
servant-leader begins with the natural feeling that one wants to serve, to serve first. Then conscious choice brings 
one to aspire to lead.” 
  
“Finally, at every opportunity you have to move someone—from traditional sales, like convincing a prospect to buy 
a new computer system, to non-sales selling, like persuading your daughter to do her homework—be sure you can 
answer the two questions at the core of genuine service. If the person you’re selling to agrees to buy, will his or her 
life improve? When your interaction is over, will the world be a better place than when you began? If the answer to 
either of these questions is no, you’re doing something wrong.” 


